Advertisin 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


g Age i 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1958, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


September 29, 1958 

Volume 29 * Number 39 

25 Cents a Copy + $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE 7-5200 

NEW YORK 17 

480 Lexington Ave. « YU 6-5050 


“Rates Beyond Our Present Dreams’... | 


Radio to Gain as Pay TV Arrives, 


Daily-Owned Stations Die: McLendon 


Dailies Violate Trust, He 
Tells NAB; Niskanen Hits 
Broadcasters as ‘Fearful’ 


For news of the NAB regional 
meeting in Oklahoma City see sto- 
ry on Page 8. 


SuN VALLEy, Sept. 25—Radio 
will be better off when some news- 


Hearst's ‘New 
Medical Products’ 
Is All-Ad Book 


Index, Trend News to 
Be Exceptions; Book to 
‘End Mail Ad Smothering’ 


NEw York, Sept. 25—New 
Medical Products, a new publica- 
tion for physicians, will be 
launched in January by the 
Hearst Corp., publisher of Ameri- 
can Druggist. 

Called “a new publishing con- 
cept,” New Medical Products will 
be virtually an all-advertising 
magazine. 

It plans to publish every month 
“the vital scientific facts concern- 


ing every new drug, pharmaceuti- | 


cal and medical device put on the 
market.” 

Manufacturers introducing prod- 
ucts will present these facts in 
paid space—at the rate of $2,000 
per b&w page. 

Aside from this advertising 
matter, the magazine will consist 


(Continued on Page 91) 


papers no longer have broadcasting 
facilities. 


e Some form of pay television will 
certainly operate. And the dollars 


from diminished television will be| | 


channeled into radio. 

These are two _ controversial 
views advanced by Gordon B. Mc- 
Lendon, head of the McLendon 


stations and president of KLIF,|| 
Dallas. Speaking to a _ regional) 


meeting of the National Assn. of 
Broadcasters here today, Mr. Mc- 
Lendon ripped into newspapers on 
a variety of counts. 

He predicted that in two to five 
years radio would more than triple 
its present share of retailer adver- 
tising dollars, taking them away 
from newspapers. 

He asserted that when buyers 
study newspaper circulations they 
will see that they cannot match 
those of radio—‘In Dallas our 
KLIF has on some days circulation 
almost equal to both Dallas news- 
papers combined.” 


= In Los Angeles, he said, a buyer 
would find that only about 46% of 
the homes subscribe to any news- 
paper. 

He regards classified advertising 
as a good target, as well as retail. 

He believes “much newspaper 
advertising is ego advertising.” 
And that merchants cannot afford 
it in periods of recession. He 
pointed out that in St. Paul de- 
partment stores showed gains of 
4% over the previous year during 
a newspaper strike, in part as a 
result of increased radio usage. 

He urged broadcasters to invade 
exclusive newspaper domains—cit- 
ing legal notices as a possible tar- 
get. 

But his most withering comment 


(Continued on Page 91) 


Four A’s, ANA, Brand Names, AFA 
Join in Opposing U.S. Outdoor Rules 


Groups File Protests, 
Ask Road Administrator 
to Reconsider Controls 


New York, Sept. 25—The Ad- 
vertising Federation of America, 
the American Assn. of Advertising 
Agencies, the Assn. of National 
Advertisers and the Brand Names 
Foundation have filed formal pro- 
tests with the federal highway 
administrator against the pro- 
posed ban on the use of brand 
names in outdoor advertising on 
the national system of interstate 
highways (AA, Sept. 8). 

Advertising Federation of Amer- 
ica opposes the proposed standards 
as discriminatory against both the 
outdoor medium and brand name 
advertising (See story on Page 32 
citing AFA and Brand Names 
Foundation arguments). 

“Even if the specific discrimina- 
tion against a valuable and re- 


says, “we would still have to 
protest these proposed standards 
on the ground that the Depart- 
ment of Commerce has delivered 
a major attack on the very foun- 
dation of our mass distribution 


HERE IS A FRANK MESSAGE 
OF IMPORTANCE FROM 
A CIGARETTE MANUFACTURER 
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NO OTHER—Diplomat will concede a 

“health danger” in ads scheduled 

for New York newspapers on 
Oct. 2. 


Diplomat Cigaret 
to Be Pushed as 
‘Cancer Lessening’ 


North American’s New 
Brand to Be Marketed 
Initially in New York 
New York, Sept. 25—A new 
king-size cigaret called Diplomat 


—‘the safer cigaret”—will be in- 
troduced here next 


\Inc., a new company, as exclu- 
sively reported by ADVERTISING 
AGE last week (AA, Sept. 22). 

North American plans to use 
newspaper copy which will, “for 
the first time in the history of 
cigaret advertising, acknowledge 
the reported dangers to health re- 
sulting from cigaret smoking.” 
Prepared by Robert M. Marks & 
Co., the opening statement of the 
ad will say: 

“Recognized medical authorities 
have reported their opinion that 


(Continued on Page 70) 


Newspapers vs. TV... 


Buick, McCann, BofA 


Hassle Over Research 


Agency Report to Dealers 
Contains TV Figures That 
Bureau, NAEA Challenge 


Detroit, Sept. 25—The biggest 


'|media hassle in recent history is 
||simmering just under the surface 
|\of this feverish Motor City, and it 


may erupt suddenly, although 
powerful forces are trying to keep 
it under control, and postpone 
drastic action. 

The situation involves the em- 
phasis on newspapers vs. televi- 


U.S. Power Agency's 
Ad Rule Is Form of 
Censorship: ANPA 


New York, Sept. 24—The 
American Newspaper Publishers 
Assn. today came out strongly in 
opposition to a stand taken by the 
Federal Power Commission, which 
refused to allow certain advertis- 
ing expenses as a part of the cost 
of doing business by electric pow- 
er and light companies. 

In a letter from Cranston Wil- 
liams, ANPA general manager, to 
Jerome K. Kuykendall, chairman 


week byj|of the FPC, Mr. Williams charged 
North American Cigarette Mfrs.|that the commission’s action was 


a form of censorship, and he added 
that such censorship is unfair since 
the government is in direct com- 
petition with utility companies. 
The FPC staff ruled last month 
that 43.25% of the copy in the 
1957 Electric Companies Advertis- 
ing Program “relates to the matter 
of private versus public owner- 
ship of electric facilities, a subject 
of political controversy,” and 
thus must not be charged to the 
advertising account as a tax de- 
ductible expense item but must be 


there is a health danger resulting|carried on company books as al 


(Continued on Page 95) 


system—brand name advertising. 

“This is a new government} 
philosophy, which we believe to| 
be prejudicial against the best 
business interests of the nation, 
as well as against a specific and 
perfectly legal medium of adver- 
tising.” 

The brief urges full hearings on 
the proposed regulations before 
they are made effective. 


@ The Four A’s points out that 


Last Minute News Flashes 
K&E Will Get $6,500,000 Pabst Beer Account 


Cuicaco, Sept. 26—Kenyon & Eckhardt, which took the Blatz ac- 
count away from Norman, Craig & Kummel in 1956, will get the Pabst 
account from the same agency next week, ADVERTISING AGE learned 
today. Products involved in the $6,500,000 account switchover are Blue 
Ribbon and Andeker beers and Old Tankard ale. K&E will continue | 
to handle advertising for Blatz Brewing Co., which became a Pabst 
subsidiary two months ago (AA, Aug. 4). 


L&N Adds Buchanan: Billing Rate Hits $83,000,000 


NEw York, Sept. 26—The oft-rumored merger of Buchanan & Co. 
into Lennen & Newell is now a fact. Buchanan, which will be oper- 
ated as the Buchanan division of Lennen & Newell, brings with it 
the Reynolds Metals, Convair, Richmond Plumbing, Paramount Film 
Distributors, Warner Brothers Pictures, Am-Par Record Club and 
other accounts. John Hertz, formerly president of Buchanan, becomes 
senior vp in charge of the Buchanan division. William Dasheff, exec 
vp of Buchanan, becomes senior vp and management account super- 


“advertising is a recognized and | visor, and Fred Keith, formerly manager of Buchanan’s Los Angeles 
essential element in the American | office, becomes vp and management account supervisor in Los An- 
economy, which is based largely | geles on Convair. Lennen & Newell last year billed $45,000,000; Bu- 
upon mass production and mass|chanan billed $8,932,000. In June, Merchandising Factors, San Fran- 


distribution. It is 


a principal| cisco agency, merged with L&N, bringing in about $3,500,000 in 


sales-making activity of business| billings. A month ago, C. L. Miller Co. merged with L&N, adding 
and a principal means for busi- | $9,000,000 in billings. L&N today said its current billing rate is $83,- 


sion by the Buick division of 
General Motors Corp., and the 
media concepts of its new agency, 
McCann-Erickson. 

Here’s the background: 

Newspaper men have been hear- 
ing alarming reports of McCann’s 
advice to Buick, traditionally one 
lof the heaviest users of newspa- 
pers, to cut the list of newspapers, 
and to emphasize television. Early 
in the summer, AA heard (AA, 
June 16) that a drastic cut in 
newspaper scheduling was forth- 
coming. 


® The introductory campaign for 
1959 models actually employed a 
record amount of newspaper space. 
But newspaper advertising men are 


Nobody’s Talking 


The four principal protago- 
nists in the Buick media hassle 
had little or nothing to say 
about the matter when queried 
by ADVERTISING AGE. Two of 
them—Mr. Lipscomb and Mr. 
Lord—acknowledged that some- 
thing was going on, but refused 
to comment further. The other 
two—Mr. Ragsdale and Mr. 
Harper—were unavailable for 
comment. However, a spokes- 
man for McCann-Erickson told 
AA that Mr. Harper would 
meet with top members of the 
Bureau of Advertising next 
week. 


| fearful that the emphasis ought to 
| be placed on “introductory,” both 
|because that phrase appears so 
| prominently in announcement re- 
| leases, and because of a promotion 
|and merchandising document in 
|the hands of Buick dealers. 

| This document is called “Buick 
| Advertising & Merchandising Re- 


(Continued on Page 94) 


‘Magazine Men 
Take a Look at 


} 


Own Shortcomings 


Interviews Reveal Three 
Major Obstacles Barring 
Boost in Ad Dollar Share 


New York, Sept. 25—The 
Magazine Publishers Assn., in a 
mood of critical self-analysis, 
today revealed some details of an 
incomplete study which high- 
| lighted three major shortcomings 
|in the industry’s approach to 
selling advertising space. 

The study, made by Nowland & 
Co., business consultant and re- 
searcher, consisted of depth-inter- 
views with top-level agency men 
and key marketing executives of 
major advertisers. 

These interviews indicated that 


|the three hurdles barring maga- 


spected medium of advertising | ness enterprises to find customers | 000,000. 
(Continued on Page 91) 


were of no importance,” the AFA (Continued on Page 91) (Additional News Flashes on Page 95) 
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How Should Advertising Agencies 
Be Compensated? 


Marion Harper |r. Vs. Paul B. West 


Marion Harper Jr., president of McCann-Erickson Inc., and Paul B. 
West, president of the Assn. of National Advertisers, discussed the} 
agency compensation question at the annual marketing conference of | 


the National Industrial Conference 


Board (AA, Sept. 22). To point up) 


their differing viewpoints, ApvertistnGc AGE is herewith running some of | 


their comments side by side. 


Marion Harper Jr. 


There is nothing magic or hal- 
lowed about a compensation sys- 
tem based on commissions and 
fees, but it appears to have a 
number of advantages that are 
appropriate to the advertiser- 
agency-medium relationship and 
to the services rendered by the 
agency. 


The agency’s principal work is 
to help develop consumer sales 
and to help build corporate rep- 
utations. Those are end-results 
that have been recognized in 
modern business as critically 
important. But there is no for- 
mula possible for calculating the 
agency’s precise contributions to 
these end-results. The media 
commission system helps do this. 
It relates agency compensation 
to the client’s success through 
the empiric fact that a company 
tends to increase its advertising 
programs as sales increase. This 
gives the advertising agency an 
obvious stake in the effective- 
ness of a marketing budget. It 
prospers as its clients prosper; 
it grows side by side with its 
clients. 


Ideas—the basic product of 
advertising agencies—are almost 
impossible to price. A compen- 
sation system should reward and 
provide incentive for generating 
ideas, and, at the same time, it 
should avoid the impossible, 
namely—it should not attempt 
to put a price on each separate 


(Continued 


Paul B. West 


In the state of affairs that ex-| 
ists today and in view of the} 
golden goals that are already | 
visible in the not too distant fu-| 
ture, it makes no more sense to 
try to maintain by debate and 
empty talk a fixed and un-| 
changeable system of agency | 
compensation, such as we had in| 
the past, than it would to try to 
put Humpty Dumpty back to- 
gether again. 


It would be unintelligent not 
to give the agencies and media 
well-deserved credit for this 
great growth under the 15% 
agency commission system. It 
would be even more unintelli- 
gent to argue that this system 
has been the sole reason or even 
the major influence in develop- 
ing advertising to the point it 
has reached today, and that to 
change or abandon the system 
would put the skids under the 
agencies and our whole business 
economy. 

It is a little short of ridiculous 
to think that until somebody 
comes up with a better system 
we must be blindly wedded to 
any fixed method which at best 
is impractical and at worse il- 
legal, for reasons that all of us 
need to understand clearly. 


For example, as one member 
of the ANA put it—How can I 
possibly justify paying my agen- 
cy a commission amounting to 
some $300,000 a year on tv 
package shows, which is over 
and above the sizable commis- 
sion we are paying them on our 
advertising in print media; and 

on Page 46) 


End Ad Abuses or Accept Government 
Rule, Bernstein Warns Detroit Adclub 


AA Editor Lauds Media 
for ‘Courageous’ Work; 
Urges More Support 


Detroit, Sept. 26—Government 
regulation and probably licensing 
will be clamped on the advertising 
business if admen do not under- 
take vigorous self-regulation to 
stamp out untruthfulness, bad 
taste and unbelievability, S. R. 
Bernstein, editorial director of 
ADVERTISING AGE, declared today. 

But he warned that self-regu- 
lation won’t work unless “every 
single one of us in this business” 
works at it. “We must be our 
brother’s keeper, whether we 
want to or not,” he asserted. 

Speaking at a luncheon of the 
Adcraft Club of Detroit, Mr. Bern- 
stein said that advertising is “pe- 
culiarly perishable, and rigid reg- 
ulation by government might very 
easily have the effect of killing it 
altogether.” 


= He said that self-regulation 
may seem bothersome or distaste- 
ful to admen but it is needed to 
stave off restrictive legislation, 
and preserve public belief in ad- 
vertising so as to avoid a decline 
in its effectiveness and a conse- 
quent excessive rise in its cost. 
Perhaps the most important 
criticism of advertising, Mr. Bern- 
stein said, “is the kind of spread- 


ing disbelief in advertising which 
afflicts so large a segment of the 
general public, and which may 
never result in any active opposi- 
tion to advertising as such—but 
which does result in a day-by-day 
wearing away of advertising ef- 
|fectiveness and a constantly in- 
creasing cost of selling.” 

Mr. Bernstein said that the fo- 
cal point of self-regulation is ad- 
vertising media, which can screen 
out “the kind of advertising that 
hurts all of us.” But he stressed 
that media are not getting the 
support they need from advertis- 
ers and agencies to do the job ef- 
fectively. 


said, “owe a tremendous debt of 
gratitude to those thoughtful, far- 
sighted and courageous media 
which have carried on the job of 
iregulating the advertising they 
|will carry—often at considerable 
financial sacrifice, and usually 
with little or no encouragement 
from advertisers and agencies 
whose interests they are protect- 
ing. 

“Not only have these media 
usually had no active support 
from advertisers and agencies in 
this distasteful and thankless job, 
but in most instances they have 
not even had their passive sup- 
port. Media are simply expected to 


(Continued on Page 96) 
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Nothing is as comfortable in a sanitary napkin as cotton ...and 
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t you ll never again buy the old-fashioned Kind 


EXPANDING—American Hygienic Corp., Chicago, is expanding dis- 
tribution of its Delicate sanitary napkin which has been sold 
primarily through dispensing machines. A print campaign in Des 
Moines is being supported by outdoor and radio—the first time a 
sanitary protection product has used the latter medium, American 
believes. American plans a market-by-market campaign to boost 
sales of the napkin through retail stores. Batten, Barton, Durstine & 
Osborn, Chicago, is the agency. 


| 


= “All of us in advertising,” he| 


Worthington’s 


Feldmann Sees 
Two Booms in ‘60s 


Company Sets Drive 
to Promote Its Newly 
Revamped Trademark 


New York, Sept. 23—Worth- 
ington Corp., a major producer 
of industrial power service equip- 
ment, unveiled its new trade- 
mark today at a press luncheon 
and explained its reorganization 
program. 

Walther H. Feldmann, presi- 
dent, said the primary purpose of 
the changes was “to make cer- 
tain every major business func- 
tion accurately reflects customer 
needs and wants. Any company 
today that fails to do this will 
not survive,” he declared. 

“We are on the verge of sharp- 
ly increased business opportuni- 
ties,’ Mr. Feldmann said, “but 


|customers will be very choosy on 


both products and services. In- 
dustrial companies must be tuned 
in advance to customers’ needs as 
this increased business develops, 
if we are to survive and earn 
good profits in the 1960s.” 


= Mr. Feldmann predicted “two 
great peaks in the 1960s. The first 
will be around 1962,” he said, 
“and the second, perhaps five 
years later, will literally be an 
explosion. 

“The largest concentration of 
marriages and births ever known 
in our history will take place at 
about that time, and there will 
be unprecedented peacetime mar- 
kets for products in the petroleum, 
chemicals, road construction, util- 
ity and consumer goods industries. 

“Industrial management,” he 


said, “must orient their organiza- 
tions now for this period so they 
(Continued on Page 93) 


Kehane 


Put More Research 


Money into Consumer 
Studies, Says Schruth 


WHITE SULPHUR SPRINGs, W. Va., 
Sept. 26—Advertising today is 
the yeast in the whole market- 
ing mix—the ingredient 
makes the cake rise. But, to be- 
come a_ stronger, sharper 
more effective tool, it 


that | 


and | 
needs | 


Chesebrough 
Acquires Vick 
Cosmetics Line 


_ Advertising Account Is 
| Not Expected to Remain 
_ With Morse International 


New York, Sept. 23—The cos- 
|metics line of Vick Chemical Co. 
has been purchased by Chese- 
brough-Pond’s effective Sept. 30. 

Included in the purchase, for an 
undisclosed amount of cash, are 
Prince Matchabelli and Simonetta 
perfumes and cosmetics, Seaforth 
and Black Watch men’s toiletries 
and Sofskin hand creams. All these 
products have been advertised 
through Morse _ International, 
Vick’s house agency. There has 
been no decision on the future 
status of the advertising accounts. 
But it is assumed that eventually 
they will leave Morse. 

The purchase was described as 
“a mutually beneficial sale” by J. 
A. Straka, Chesebrough Pond’s 

(Continued on Page 71) 


Hope Springs 
Subliminal in 


more consumer research, better | 


marketing coordination and _ in- 
creased acceptance in the con- 
sumer mind as a “respectable” 
business. 

This is the assessment of Peter 
E. Schruth, vp and director of ad- 
vertising of The Saturday Eve- 
ning Post, who spoke at the annu- 
al meeting of the Porcelain Enamel 
Institute here. 

“Let’s consider some of the 
ways we can improve advertising 
to keep pace with a changing 
market and the capricious cus- 
tomer,” Mr. Schruth said. “What 
can advertising do to keep the 
consumer from just sitting under 
the eucalyptus tree and contem- 
plating his navel—deprecating the 
vulgarian who still buys cars and 
washing machines?” 


s Mr. Schruth said that one way 
to keep up with consumer wants 
is more consumer research. He 
said that “heavy spending” of 
research money in business is still 
funneled into product research 
and development, with compara- 
tively little earmarked for study- 
ing the consumer who buys the 
product. 

“My point is this,” said Mr. 
Schruth: “You have to know your 
customer if you’re going to sell 
him successfully. There is no ‘av- 
erage man’ any more, and there 
is no longer a mass market in the 
marketing sense. We are contend- 
ing with a complex of little, spe- 
cialized markets, and each one 
has to be appealed to and influ- 
enced in terms of its own special 

(Continued on Page 93) 


Ramsey Feldmann 


NEW TRADEMARK—Discussing the old Worthington Corp.’s winged 

trademark and its replacement with a massive “W” are T. J. Ke- 

hane, vp-marketing; H. C. Ramsey, chairman; and Walther H. Feld- 
mann, president. 


‘Sponsor's’ Breast 


New York, Sept. 24—Bob Hope, 
who has managed to work in 
plenty of plugs in a stand-up com- 
edy bit or in a skit, now has 
demonstrated his equal skill in 
scattering free commercials 
through the script of a book show. 

The comedian’s NBC-TV musi- 
cal, “Roberta” (Sept. 19), was lib- 
erally sprinkled with mentions for 
at least half a dozen products, none 
of which had any connection with 
the program’s sponsor, Buick. The 
“free” plugs were for Stopette, 
Manischewitz wine, Clorets, Ar- 
pege, Slenderella, and there was 
even one for Colgate’s Gardol. 
They were tossed into the comedy 
routines like vegetables into a rag- 
|out, but Mr. Hope’s airy delivery 
|made them sound like legitimate 
|laugh-getters. If added at the 
| going rate of $100 or more for 
each mention, the free plugs could 
have constituted a considerable 
weight of silver for the star, or 
for someone on his staff. 

ADVERTISING AGE has noted pre- 
viously Mr. Hope’s liberality with 
unsponsored mentions. In a Gen- 
eral Foods NBC-TV program (AA, 
Oct. 18, ’54), he threw in no less 
than 13 references to products not 
in the sponsor’s script. 


s A few companies in New York 
and Hollywood apparently con- 
tinue to thrive on the business of 
free plug placements. Advertisers 
usually are charged a flat rate per 
plug. Some big-name performers 
are said to stockpile their credits 


as an automobile. 

Network policy has been that 
| the mention of a brand name in a 
| joke is acceptable if essential to 
| the humor. + 


|KWK Names Two Executives 

Hugh K. Boice Jr. has been 
named general manager and Wil- 
liam L. Jones Jr. general sales 
manager of KWK, St. Louis. Mr. 
Boice, currently a vp and director 
of the radio station, previously was 
general manager of WEMP, Mil- 
waukee, and Mr. Jones a sales ex- 
ecutive of the same outlet. Mr. 
Boice replaces V.E. Carmichael, 
and Mr. Jones replaces Gil John- 
ston, both of whom resigned. 


towards such a sizable product - 
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Paper Must ‘Select Ad 
Audience,’ Sell Market, 
Not Book, Says BBDO Exec 


NEw York, Sept. 24—Media 
selling practices today seem 
centered on supplying a “quick 
yardstick” for measuring effec- 
tiveness, but such a_ yardstick 
does not exist, according to T. R. 
Meredith, media supervisor, Bat- 
ten, Barton, Durstine & Osborn. 

“To my knowledge,” he said, 
“there is no existing yardstick—I 
doubt whether there will ever be 
one—that will measure the actual 
life and vitality, which is more 
the ‘reason for being’ of a publi- 
cation than, say, the number of 
advertising pages.” 

Joining with several other 
agency executives in giving busi- 
ness paper publishers the benefit 
of some blunt opinions, Mr. Mere- 
dith told the eastern regional con- 
ference of National Business, Pub- 
lications, “The exact value of any 
particular publication to any giv- 
en advertiser depends entirely on 
the accuracy with which it per- 
forms its duty of selecting possi- 
ble buyers in his line. 


# “The knowledge, ability and 
intelligence put into selection and 
grouping of editorial pages will 
lift out or attract these buyers,” 
he said. “The selection of plants 
and titles in itself, even in audit- 
able form, certainly does not in- 
sure the value of a publication. 
“The manufacturer offering his 
goods to an audience gathered to- 
gether by editorial content,” Mr. 
Meredith said, “wants to know 
the type and quality of audience 
that he is getting. He wants a 
graphic picture of your audience, 


Florida Board Bans 
Retail Promotion of 


Prescription Drugs 


TAMPA, Sept. 23—A rule forbid- 
ding Florida pharmacists and retail 
drug store owners from advertis- 
ing the name or price of any tran- 
quilizing drug, antibiotic or other 
drug which can be purchased and 
dispensed only by means of a pre- 
scription from a doctor has been 
enacted by the Florida board of 
pharmacy. 

“The direct and indirect adver- 
tising of the name or price of any 
drug or product, that is restricted 
in its sale and which can be legally 
purchased and dispensed only by 
means of a prescription by a phy- 
sician, induces a greater demand 
by the public than is warranted, 
and is harmful to the public health, 
safety and welfare,” the rule said. 
“A physician should be absolutely 
free and unhampered and unfet- 
tered by any means whatsoever to 
prescribe or not to prescribe a 
restricted drug.” 

The rule stated that the advertis- 
ing of such drugs “creates an arti- 
ficial and unwarranted large de- 
mand for such drugs by the public, 
which is inimical to the health of 
great numbers of the general pub- 
lic and contrary to normal prac- 
tices of physicians in selecting and 
prescribing drugs for patients pur- 
suant to diagnosis uninfluenced or 
unaffected by the medium of ad- 
vertising.” 

The rule became effective Sept. 
15. = 


Van Lear Woodward Moves 

Van Lear Woodward Associates, 
Westport, Conn., agency, has 
moved to larger quarters at 21 
Bridge Square. 


Advertising Age, September 29, 1958 


Editorial Content Decides Business 
Paper's Value fo Advertiser: Meredith 


! 


or market, along with the prob- 
lems that may exist in your 
ket. To me, this is selling 
market. 

“If the publisher knows 
mately his audience... his 
marketing job is half done. 
other half is action or good 

“It 


follows,” he concluded, 


“that the publisher who knows|| 


and understands his market sells 


this understanding. To me, this}| 


means he is effectively selling the 
market instead of the magazine.” 


= Howard G. Sawyer, vp and 
marketing director of James 
Thomas Chirurg Co., Boston, told 
the meeting that it’s not necessary 
for business papers to be dull to 
be technical. 

“IT don’t think,” he said, “that 
business papers get read any- 
where nearly to the extent that 

(Continued on Page 97) 


Inquiries No Test 
of Industrial Ad, 
Basford Exec Says 


BALTIMORE, Sept. 24—No stand- 
ard correlation exists between 
readership of industrial advertise- 
ments and readership inquiries, 
according to Hal Roberts, account 
executive at G. M. Basford Co., 
New York. 

Speaking to the Maryland chap- 
ter of the National Industrial Ad- 


mar- | ais 


vertisers Assn. here last week, 
Mr. Roberts stated that a lack of| 
inquiries following publication of | 
an industrial ad can mean that | 
sufficient information already ap- 
pears in the ad. He used case his- 
tories from two of his accounts, 
the Kidde Textile Machinery Co. 
and Pur-O-Lator Filters, to illus-| 
trate. | 

Elaborating on the axiom for in-| 
dustrial ads that nothing works so | 
well as a big picture with a single | 
point of focus, Mr. Roberts said: | 
“Ideally, illustrations in the ad/| 
should cause the reader to ask a) 
question. Somewhere in the copy 
should be the answer.” 


| 
| 


# When Basford took over the 
Kidde Textile Machinery Co. ac- 
count, the large market was in 
used, rather than new, textile) 
equipment, since machinery last- | 


ed 20 to 30 years, he related. A | Chicago, to present a promotional | gerined 


more volatile marketing picture 


was set up by designing textile | country. Featured is a new Roy| 
machinery so advanced in per-| Rogers corral, a self-service dis- | 


formance and output that old ma-| 
chinery was made obsolete. } 


Using the formula—a big pic- | show in New York this week, the | 


lea 


“Twas the night after ; | 


4 


' Christmas ~ 4 real 
Rey Rogers Christmas’ 


ee 


serv-|@ 
ice to hold his audience or market. |! 


— 


WELL EQuIPPED—Roy Rogers Fron- 
tiers Inc. will run this color page 
in the December Ladies’ Home 
Journal to promote the clothing 
and toys made under the Roy Rog- 
ers label by 80 licensed companies. 


Roy Rogers Sets 
Yule Drive for 
Licensed Wares 


Release of TV Films, 
Feature Movies for TV 
Will Help Boost Sales 


New York, Sept. 25—Roy Rog- 
ers Frontiers Inc. will advertise 
in the Ladies’ Home Journal, Dell 
comics books and trade media 
this Christmas to promote the 
clothing and toys manufactured 
under the Roy Rogers label. Last 
year, the company reports, con- 
sumers spent about $33,000,000 
on Roy Rogers merchandise turned 
out by 80 licensed companies. 

A color page will run in the 
December Ladies’ Home Journal 
with the theme: “ “Twas the night 
after Christmas—a real Roy 
Rogers Christmas!” The picture 
shows two boys asleep in their 
bunk beds, surrounded by 
enough western regalia to run a 
ranch. A column of store listings 
will run on the facing page. 

Trade ads are running in the 
Boys’ Outfitter, Daily News Rec- 
ord, Playthings and Stores. 

Honig-Cooper, Harrington & Mi- 
ner, Los Angeles, is the agency. 


= In an expanded merchandising 
program, the company has signed 
up Betsy Ross Martin Associates, 


program to stores across. the 


play. 
In its seventh annual trade 


ture with a single point of focus—)| company tied in with the All Na- 
Basford launched a schedule of}tions church nursery school. In- 
trade ads. After six months a sur- | stead of using professional models 

(Continued on Page 96) (Continued on Page 93) | 
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| WAS DRIVING MYSELF CRAZY 
‘TIL | TOOK THE TRAIN TO SEATTLE | 


THINK ¥. BEAT? 
WAIT TiLt YOU G€T 
MY REPAIR BILL 


1M ALREADY DOPEY F' 
ORIVIN' -NOW I'VE GOT To 
FIGHT CITY TRAFFIC! 


me y' 
<4 
Limits A 

pmenll ¥, 


AH-THIS IS THE LiFe! RELAKED- 
ALL THE WAY To oT 


concn $ eo k= | 3 FAST 4-HOUR SCHEDULES EVERY DAY for more information 
omy matinee Leoves Portiand 9:00 a.m., 1:30 p.m., 5:25 p.m. coll CA 77-3421 


‘HAPPY DRIVER'—A series of four-column cartoon-style newspaper 
ads plus radio are being used from September through December to 
boost railroad travel between Portland, Tacoma and Seattle. Pool 
line service between Seattle and Portland is operated by Great 
Northern, Northern Pacific and Union Pacific. The advertising is 
being handled by Richard G. Montgomery & Associates, Portland. 


|ideas 


‘In ‘57 Beer Ad Cost 


Rose 6.4%, AA Finds 


Per-Barrel Cost Hit 
_ $1.16; Ballantine’s 97¢ 
Low Among Big Brewers 


By Betty Cochran 


in 1957 in measured media to sell 
a barrel of beer, compared to 
$1.09 (revised) in 1956, an in- 
|erease of 6.4%, according to cal- 
culations by ADVERTISING AGE in 
its annual roundup of beer ad- 
vertising costs. 

This comes out to a 1957 aver- 
age of 8.3¢ a case, using 14 cases 
per barrel as the standard; in 
1956 it was 7.8¢ a case. 

The figures cover the expendi- 
tures of the 22 U.S. brewers who 
sold 1,000,000 bbls. or more in 
1957. Statistics for 1956 covered 
23 brewers. In this year’s list, 
two dropped out of the 1,000,000- 
or-more category—Burgermeister 
Brewing Corp., San Francisco, and 
Pfeiffer Brewing Co., Detroit. 
Blatz Brewing Co., Milwaukee, 
moved into the No. 18 spot with 


sales of 1,247,000 bbls., up from 
the 949,000 sold in 1956. (Pabst 
Brewing Co., Chicago, bought 


Blatz from Schenley this summer. 
AA, Aug. 4.) 

The 22 brewers sold 55,540,000 
bbls. in 1957; in 1956 the total 
for the 23 on the list was 55,504,- 
000 bbls. Barrelage figures 
taken from Research Co. of Amer- 
ica compilations. 

The 22 brewers spent a total 
of $64,315,045 in measured media 
in 1957, compared to $60,144,917 
spent by the 23 in 1956. 


s These expenditures include 
measured media only. Included 
are newspaper ad costs (including 
supplements) as measured by the 
Bureau of Advertising, American 
Newspaper Publishers Assn.; 
magazines and network tv as 
measured by Publishers Informa- 
tion Bureau; spot tv by the 


Cuicaco, Sept. 23—It cost $1.16 | 


are | 


|Television Bureau of Advertising; 
business publications by Associ- 
lated Business Publications, and 
outdoor by Outdoor Advertising 
| Ine. 


The advertising figures in this 
compilation are a rough indication 
only of comparable ad costs by 
|brewers. The measured media 
'figures are based on gross rates 
(Continued on Page 51) 


‘Dramatic’ Ads 
Boosted Rambler 
Selling: Chapin 


American Motors Exec 
Tells Management Group 
Usual Ads Are Obsolete 


26—A pa- 
of advertising, marketing 
jand merchandising executives 
|ticked off the ABCs of beating a 
selling slump this week at a spe- 
icial two-day marketing confer- 
ence held here by the American 
Management Assn. 

Roy D. Chapin, exec vp and 
general manager of American Mo- 
|tors, outlined some reasons for his 
icompany’s spectacular success in 
selling the Rambler in an other- 
| wise dreary auto sales year. 
| Mr. Chapin attributed much of 
|American Motors’ success in re- 
|cession-roped 1958 to a “dramatic 
‘and controversial” approach to 
| advertising. 
|= “We knew the futility of trying 
to match our bigger competitors 
dollar for dollar; it obviously 
\couldn’t be done. So our advertis- 
jing had to be different. Each dol- 
llar had to work harder. There- 
fore, we’ve intentionally made our 

(Continued on Page 60) 


New YORK, 
|rade 


Sept. 


New York, Sept. 25—Brain- 
stormers Anonymous was founded 
today by Anthony C. Chevins, vp 
of Cunningham & Walsh. The 
[rules and by-laws weren’t out- 
\lined, but the purpose was well 
in a speech before the 
|New York alumni chapter of Al- 
pha Delta Sigma. 

Obviously a man who has sat 
|through too many meetings, Mr. 
|Chevins urged all to join with him 
in starting a “trend away from 
mental togetherness, groupthink, 
me-too-ism, and _ pass-the-buck- 
ism,” and in encouraging “more 
lone-think, more guts.” 


s His case against brainstorming 
boiled down to three main points: 
It eliminates analytical criticism; 
it encourages the ‘“shallow-rooted 
ideas that grow in the top of your 
head,” and it substitutes quantity 
for quality. 

“What does it mean to get 187 
in 47 minutes?” he asked. 
“I’m sure you’ve known many 
people who have at least a dozen 
ideas a minute—all lousy. 

“They waste everybody’s time, 
he said. “Nothing is more irritat- 
ing than someone who submits 
hundreds of ideas in the hope that 
one will be acceptable. It is irk- 
some, to say the least, to work 
with associates who do not take 
the time or trouble to eliminate 
the obvious tripe. 


” 


es “There is nothing the matter 


|with a meeting per se,” he said. | 


Brainstormers Anonymous Is Formed to Fight 
‘Pernicious Panacea’ of ‘Shallow-Root Ideas’ 


\“Even brainstorming has some 
cathartic benefits—that of purging 
off the top of the head those 
worthless ideas that usually stand 
in the way of constructive think- 
ing. 

“But I am particularly against 
the use of brainstorming because 
it is the flagrant example of our 
innate desire to shortcut honest 


(Continued on Page 64) 


pirect—Semi-abstract art is being 
featured in Martin-Senour Co.'s 
fall campaign. This color page runs 
in American Home, House Beauti- 
ful, Living for Young Homemak- 
ers and Sunset Magazine in Octo- 
| ber. MacFarland, Aveyard & Co., 
Chicago, is the agency, 
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September 29, 1958 


4 Advertising Age, 
times associated with Young & 
Rubicam; S. C. Johnson & Son, and 


Tulicam: sc sonneoneson.and| Highlights of This Week’s Issue 


- m “ | 
starting his own marketing CON-| guick, MeCann-Erickson and the Bureau 


Ld « new one. Marketing executives in 
aming 0 risp = San Francisco office will re- 
port to Mr. Crisp. But all of the 


lagency’s creative work will con- Smith-Corona offers 10-day type course 


Revam S GB&B tinue to be handled on the West/sultant company in 1955, he was| of Advertising line up for media hassle} on LP records free with purchase of 
. : ; 

Coast, even that involving Rival|on the executive committee and | ge Ae oA — een aa its new portable en Page 21 

| Packing Co., the agency's only Chi-| was a major shareholder in Tath- 41+ by McCann te dealers ........... Page 1| 1™ Boston, its de rigeur to run away with ( 


. " | ‘our own wife—for the weekend—at th ' 
am-Laird, Chicago. + A new cigaret, Diplomat, is launched by seetal Since vibeoee ae oe 


ee ee PC em Page 24 
North American Cigarette Mfgrs. Inc. 


Market Activity “°° 


| 


With Only 1 Chicago 
Client, Agency Is 


'@ Asked whether the move meant 


that Guild, Bascom had its eye<on 
the acquisition of any new Chi- 
cago accounts, Walter Guild, pres- 


“Detroit Free Press’ Names 

Robert Wheeler Ad Director 
Robert M. Wheeler has been 

appointed advertising director of 


as “the safer cigaret’” with newspaper 
copy “acknowledging” cigaret health 
| threat 


New Medical Products, a new Hearst pub- 
lication for doctors, will be virtually 


KTTV, Los Angeles, offers sponsors three 
eight-show packages—all in prime time 
—to boost cumulative impact ...Page 26 


Advertisers will get much more value 
out of their advertising dollars if they 


¢ id ° ; i : : ll-advertisi: adi Page1| will merchandise their advertising pro- 
Amenable’ to More: Guild ident, told Avvertisinc AcE that|/tne Detroit Free Press, effective) * ‘advertising magazine “| gestp, tionel @&. Meson, Porede vo. 
nothing is on the fire at the mo- Sept. 29. Mr. Wheeler has been | Worthington Corp.'s president, Walter H.| says... Page 27 


New York, Sept. 26—Richard 
D. Crisp, who this week joined 
Guild, Bascom & Bonfigli, San 
Francisco, as director of market- 
ing, headquartered in Chicago, 
thereby giving that agency a Chi- 
cago base of operations, today told 
ADVERTISING AGE he had been 
working with the agency as a con- 
sultant for the past four months. 

Only marketing activities will 
be handled in the Chicago office, 
which will be in the location used | 
by Mr. Crisp’s consulting company, | 


ment, but that the agency is 
“amenable to accepting other cli- 
ents.” 

In the past four months Richard 
D. Crisp & Associates has worked 
on marketing activities of Best 
Foods, Heidelberg Brewing Co. 
and Ralston Purina Co., as well as 
Rival. 

Guild, Bascom & Bonfigli billed 
about $8,000,000 in 1957 and says 
it now is billing at the rate of 
$12,000,000 a year. 

A veteran ad and marketing 


classified advertising manager of 
the Akron Beacon Journal since 
1931. 


Calley Joins Ted Bates 

John N. Calley, former head of 
the New York office of Henry Jaffe 
Enterprises, tv producer, has been 
appointed director of new radio- 
tv program development of Ted 
Bates & Co., New York. Mr. Calley 


replaces Jerry Chester, who re- 
cently was named vp in charge of 


Feldmann, predicts two booms in the 
1960s: One around 1962 and “an ex- 
plosion” about five years later; unveils 
new trademark for Worthington .Page 2 


Advertising needs to use more consumer 
research, and to gain more acceptance 
by the public as a “respectable’’ busi- 

ness to become a more effective mar- 
keting tool, The Saturday Evening 

Post’s Schruth tells group 


| 
' 


Bob Hope manages to sprinkle in “plugs” 
for half dozen non-sponsoring products 
in his first-of-the-season broadcast of 
“Roberta” 


Advertisers must regulate selves to rid 
advertising of untruthfulness, bad taste 


Libby, McNeill & Libby increases its ad 
spending in fall and winter, chiefly 
by expanding its frozen foods cam- 
OE: cccnisitctbinniionnitionicrsettbtinnsmesmaniniints Page 38 


Leading U.S. companies will expand their 
internal sales promotion activities this 
fall and winter, Stanley Arnold, sales 
promotion consultant, says ....... Page 42 


Car makers outproduced, outpriced the 
mass market, Arthur J. Morris, orig- 
inator of the Morris banking plan, 
says wPage 54 


Philadelphia's education station may 
cease telecasting, buy time on commer- 
I: ND pecirctertterrerniopnttororinnscinns Page 65 


“ ‘ . . “ and unbelievability, or run risk of| pi, 
Fy ge sets up campaign to introduce new 
at 105 W. Adams St. The post is a man, Mr. Crisp was at various} ABC-TV daytime programming. | having regulation imposed on them by amowenn aan deh Sate 60 
ee ‘ the government, S. R. Bernstein tells a 
. omer ine a aoe : Adcraft Club of Detroit ............... Page 2| Consumer credit grew to record $44.8 
ie aM Pee billion in 1957, $3 billion greater than 


A 


Seattle 
E. L. BRUCE CO., Inc. 


“We concentrate where people are 
...and Tacoma has the people!” 


Mr. Martin says: 
“To get the best from our advertising dollars we must concentrate 
where people are! And the 308,000 folks living in the Tacoma market 
are worth a great deal of our sales and merchandising efforts. To sell 
Bruce Floor Products to these able-to-buy people we rely greatly on 
advertisements in the Tacoma News Tribune. We know that no 
outside newspaper approaches the circulation coverage of the News 
Tribune in its market.” 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 
Circulation more than 83,000 


Represented by SAW YER-FERGUSON-WALKER COMPANY, Inc. 
New York * Chicago * Philadelphia * Detroit * Atlanta * Los Angeles * San Francisco 


| Chesebrough-Pond’s buys the cosmetics 
Co. effective 


line of Vick Chemical 
Page 2 


| 
| Sept. 90 ....... ‘ 


There is no “quick yardstick” for meas- 
| uring the effectiveness of a medium, 
| BBDO’s T. R. Meredith tells NBP con- 
| ference. One of the best measures of 
life and vitality might 
he 


publication's 
be number of advertising pages, 
says 


in 1956, the National Consumer Finance 
Assn. reports 


Offbeat ads aren't good if they don't 
have “compatabilftty between the at- 
tention-getting device and the selling 
message,” Zlowe’s monthly newsletter, 
“Perspective,” says in noting anniver- 
sary of ad featuring Manhattan shirt 
ad with Baron Wrangell, the man with 
aes Page 74 


North Woods Coffee Ce. offers instant 


Florida bans advertising the name or 

| pies Soa = wh gp Rig hgh oa coffee with egg added in promo- 

| A tion running in 54 midwestern mar- 
saad ce tnncccee  cetl alcntamel aaa died at” “SERRE I Page 75 


| It cost $1.16 in 1957 in measured media 


| Richard Winkler, vp of French & Shields, 


| to sell a barrel of beer, compared | , . 
to $1.09 in 1956, Advertising Age | shows Creative Man was wrong in his 
SIL. cuisiandieeitiiasalsonbinlileansndseieesicniisietl Page 3) estimate of long-copy ad for Carter 
sR ita setitcttetinanientintincninsicabattots Page 80 
| Rey Rogers Frontiers Inc. sets Christmas 
| drive for clothing and toys manufac- | 
tured under Roy Rogers label ....Page 3 REGULAR FEATURES 
ther is no standard correlation between | Along the Media Paths 
readership of industrial advertisements Chain Stere Sales ........................ . 89 
and readership inquiries, Hal Roberts, Coming Conventions .. ae _ 58 
| G. M. Basford account executive,| Oreative Man’s Corner .......... 78 
| IID catenivncerteasenenecsssenniccccnesecocantensszionsesinnts Page 3 Department Store Sales ....0..00000000000.. 40 
| White House probe of possible over- | Drawthinks seenenssanenneneensencaneenccassenensetes 83 
| crowding of am, fm and tv broadcast I a I 
frequencies leaves broadcasters with | Farm Magazine Limage  ..........000.00000 73 
Ee SG Page 6 ELE TES ATOR 14 
| Information for Advertisers . Bo 
Air conditioning industry turns to moti-| Looking at Radio and TY .... 77 
vation research, advertising and an in- Looking at the Retail Ads ............ . 83 
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FIFTH LARGES 


HOME-DELIVERED 
CIRCULATION 


THE CHICAGO AMERICAN 


CHICAGO OWNED © CHICAGO EDITED © CHICAGO DEDICATED 


in Chicago and suburbs, 50.2% of all 
Chicago Americans are carrier-delivered 
(by far the largest home-delivery in the 
Chicago evening field). This is home 
penetration you can count on, 

because you can count if. 

Home-delivery is an important measure of 
a newspaper’s vitality, acceptance and 
need. When you measure newspapers 

in Chicago, look behind total circulation. 

_ Readership and response depend on 
feelings, not figures. There can be no more 
positive proof of a newspaper's place 
in the hearts and minds of its readers than 

‘their having it delivered daily, sight unseen. - 


Source: Six Month Publishers’ Circulation Statements, 
March 31, 1958, from newspapers which heve corrier-delivery 
circulation ovdited by the A.B.C. 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE INC. 
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The “Big Three” TIMES Service Weeklies and The American 
ARMY TIMES Weekend span the world to serve and sell military personnel. 
NAVY TIMES They are the fundamental answer to mass coverage of Military 


Advertising Age, September 29, 1958 


‘This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Sept. 25—The tv 


about an impending White House 
|move to investigate the use of the 
| radio spectrum. Broadcasters think 
|}such a study might show that the 
Defense Department hogs more 
frequencies than it needs. On the 
other hand, the report might go 
the other way and complain about 


AIR FORCE TIMES Consumers, as well as top procurement echelons—and af minimum the amount of space allotted for 
. cost. They are the final answer to sales promotion productivity tv, am or fm. 
throughout the gigantic $38,000,000,000 military market. | Only a few weeks ago, broad- 


REGISTER 


, Los Angeles, 
2020 M Street, N.W. © Washington 6, D.C. FOREIGN OFFICES 


|easters were united in arguing for 


nev S0¥y- 2 Danae Write for the new military market information book — a congressional commission to look 
= et ectaeneesne “MASS SELLING AND SAMPLING TO MILLIONS” ‘into the Defense Department’s use 


of spectrum space. Congress was 


ARMY TIMES PUBLISHING CO. be Beers: ripen nel cael 2 Sa Fase on the verge of acting; but broad- 


|casters got cold feet when the ad- 


Frankfurt, London, Poris, Rome, Tokyo | mp > 
lie Ale ete |ministration passed the word that 


iF itis BIG 


WHAS-T A = AnD IMPORTANT, 


Phyllis Knight 
Top McCall’s Winner 
for 1957 

hostess of “Small Talk” 
6-6:15 p.m. daily 


Live helicopter flights with landings on 
the studio roof, remotes from Churchill 
Downs and the state fairgrounds, a video 
taped jet plane ride . . . guests ranging 
from Billy Graham to Bourbon Beef 
Show winners keep Phyllis Knight’s 
“Small Talk” show sparkling. And Phyllis 
won McCall’s top Golden Mike Award 
for persuading thousands of women to 
submit to a cervical cancer test. 


Adroitly blending community service 


with entertainment and information, 
“Small Talk” is typical of the imagina- 
tive, IMPORTANT programming which 
viewers have learned to expect from 
WHAS-TV. Advertisers such as Tetley 
Tea, Breast O’ Chicken Tuna, FAB, VEL, 
Powder-ene and Zest recognize that 
“Small Talk” sells BIG. 


Your Advertising Deserves WHAS-TV Attention... 
— with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 


WHAS-TV 


\ ,  Fishie 
WS Foremost In Service 


Best In Entertainment 


* tae 


WHAS-TV CHANNEL 11, LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 


Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 


industry has mixed emotions| 


Enigmatic TV Spectrum Study May 
Be Boon (or Blow) to Broadcasters 


jit was for the idea—provided it 
| was broadened to cover civilian as 
well as military users. 

| While broadcasters got their 
| friends in Congress to kill the res- 
olution, the White House refused to 
drop the idea. It is reported ready 
to appoint its own five-man inves- 
tigating group, and go ahead, with 
or without the support of broad- 
| casters. 


@ While broadcasters apparently 
have lost their chance to influence 
the selection of personnel for the 
study, they are being assured this is 
no hatchet job. For example, equip- 
|ment manufacturers say such a 
|study is urgently needed because 
| the spectrum is overcrowded. They 
)even invited representatives of the 
| broadcasting industry to attend 
| private meetings on the West Coast 
last week in an effort to quiet their 
fears. 


Federal Trade 
FTC’sLightIs Commission 
Under Bushe] Chairman John 

Gwynne appar- 
ently was overly modest when he 
went before the Blatnik committee 
July 18 to discuss the commission’s 
problems in enforcing its cigaret 
advertising code. He lamented that 
the code had broken down last year 
when Lorillard set off a “tar der- 
by” by claiming that Kents had 
less tar and nicotine than other cig- 
arets. 

What he didn’t say—and what 
has now become known—is that 
FTC in June asked the federal dis- 
trict court in Richmond to author- 
ize a contempt action against Lor- 
illard for violating a cease and de- 
sist order dealing with tar and 
nicotine claims for Old Golds (AA, 
Sept. 22). Did he overlook this im- 
portant indication of FTC’s deter- 
mination to deal with the tobacco 
advertising industry’s problems? 
Or was he unaware of it? 

FTC’s information office had no 
knowledge of the compliance ac- 
tion until it was queried on it last 
|}week. FTC’s compliance people 
| take the position that their moves 
should not be publicized, although 
they are a matter of public record, 
and are open to investigation by 
|} anyone who finds them on a court 
| calendar. 

“We don’t try our cases in the 
press,” the compliance people say. 
That’s pretty sporting, considering 
the fact that Chairman Gwynne 
was hard pressed last July to con- 
vince the Blatnik committee that 
FTC is doing all it should in the 
tobacco advertising field. 


Commerce De- 
Japan Moves partment says 
to End Piracy _there’s real proof 

that Japan is se- 
rious when it promises to put a 
stop to design piracy by its busi- 
ness men. 

For years, Japanese manufac- 
turers made a practice of copying 
cigaret lighters, cameras and other 
consumer products which had 
widespread consumer acceptance. 

It gave Japan a bad reputation 
abroad, and led to demands for 
curbs on Japanese trade. 

Recently Japan has been telling 
its business men to stop parroting 
foreigners and come up with orig- 
inal ideas of their own. 

In the pottery field, the cam- 
paign has gone beyond the exhor- 
tation phase. Japan now has a spe- 
cial agency set up at Nagoya. For- 
eign manufacturers can register 
their patterns at this center. No 
Japanese firm is permitted to ex- 
port pottery if it infringes a reg- 
istered design. 

Already the pottery agency has 
handled complaints from 18 foreign 
producers. # 
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Proved: Your ad 
page is exposed 
more than 29 
million times to 
Post-Influentials in 
each and every issue. 
That’ penetration! 


The Saturday Evening 


POST 


— Sell the POST INFLUENTIALS 
- =they tell the others! 
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‘Ego-Involved Advertisers Break 


Good-Ad Rules, Hattwick Tells NAB 


KMRG‘s Lane Debunks 
1-Rate Talk, Says Rates 
‘Don’t Mean a Thing’ 
OKLAHOMA City, Sept. 
The regional meeting of 


National Assn. 
which closed here yesterday was 


urged to impress advertisers with | 


(1) the need for simplicity, (2) 
the promise of benefit and (3) 
believability. 

Melvin S. Hattwick, director of 
advertising of Continental Oil Co., 


Houston, told the NAB that while) 


the principles of simplicity, bene- 
fit and believability are well un- 
derstood, they are not practiced. 

Communications people, he ar- 
gued, are “victims of ego-involve- 
ment...a predicament 
makes it very difficult to think 
and act and write from the other 
person’s point of view (particular- | 
ly the consumer's point of view). 

“We would all agree that keep- 
ing it simple, headlining a bene- | 
fit and making the story believ- 
able are musts. But because of 
the egocentric predicament into 
which we all fall, what we say we 
do and what we do are too often 
quite different. 

“Today's advertising shows a 
shocking amount of doing what 
advertisers say should not be 
done, and because of ego-involve- 
ment such advertisers are seldom 
aware of the damage they do 
themselves,” he said. 


s He urged a periodic review of 
the fundamentals of communica- 


24— | 
the | 


of Broadcasters | ® Thad M. Sandstrom, WIBW 


which | 


tion and new emphasis on be- 
lievability. Truth in advertising | 
ought to be amended to “truth! 
and believability in advertising,” | 
he said. 

Mr. Hattwick listed the import- | 
ant principles of believable com- 
munication as: 


e “People’s beliefs are based on) 
feelings and emotions more than 
on reason (or even truth).” 


e “People believe what comes 
from an authoritative source— 
when the source is unquestion- 
able.” 


e “People believe what they want 
to believe and what fits into their 
own experience.” 


s In panel sessions and private- 
ly, the broadcasters mulled over 
the question of rates and better) 
selling tactics. 

In the radio sessions, George 
H. Bolling, head of his own rep- 
resentative company, was asked) 
about the “single rate,” which | 
some have hailed as the solution | 
to broadcasting’s problems. 

Mr. Bolling said he doubted it 
would ever come to pass, adding 
that the size of a market has a 
lot to do with it. He said the 
single rate is justifiable, but he 
added that circulation in broad- 
casting cannot be controlled, so 
that the borderline between local 
and regional or national is tough 
to define. 

He spoke up firmly for the firm 
rate card: “Rate is the heart and 
soul of this business—there’s no 
use putting out a rate card and 
not sticking to it.” 


s Frank S. Lane, KMRG, Tulsa, 
took a sharper and more cynical 
view. “Any rate or combination 
of rates in this industry doesn’t 
mean a damn thing, 
networks on down,” he said. “It’s 
spreading to tv, from what I 
hear, One-rate theory is excellent, 
but there’s going to have to be 
a different breed of cats in broad- 
casting to make it work.” 

On the question of how to get 


len 


from the| 


smaller stations on media lists, 


|Mr. Bolling believes that more 
promotion of the market is es- 
sential, and he noted that there 
is a trend to cooperative promo- 
\tion of a market by several sta- 
tions operating there. 


and WIBW-TV, Topeka, who re- 
ported that only 20% of his radio 
business is local, asserted that the 
solution to radio’s national prob- 
lems is thorough cultivation of 


district managers, jobbers, sales- | 
men and brokers—enlisting them | 


to put pressure on advertisers and 
agencies to use the market and 
the station. 

This echo of newspaper sales 


‘tactics was heard again on the 


local level. Mr. Lane commented, 
“There’s a new pattern of selling 
emerging. We must go to the 
pattern of newspaper selling. 
Newspapers use three times as 
many salesmen as we do; they see 
the prospect oftener.” + 


Uplitter of Medium ... 


RAB Uses Bras 
to Sell Radio 
to Set Makers 


New York, Sept. 25—The Ra- 
dio Advertising Bureau is deter- 
mined to sell radio set manufac- 
turers on using radio to sell radios. 

To call attention to what RAB 
calls the “absurdity of radio sets 
being advertised any other place 
than on radio,” the bureau is 


| bombarding its targets—the mar- 


keting and ad bosses of RCA, Gen- 
eral Electric, Westinghouse, Zen- 


‘ith, Motorola and Philco—with 


deliberately inappropriate gifts. 
This week, for example, 18 


|top executives—all male—opened 


their mail and found white bras- 
sieres. With each gift came a mis- 
sive from RAB’s president, Kevin 
Sweeney, who wrote: 


# “You probably know someone 


|who wears one of these contrap- 


tions. But a bra manufacturer 
with even a rudimentary idea of 
marketing strategy wouldn’t di- 
rect his advertising to you. 

“He'd aim it at the users—wom- 


“Radio advertising is clearly the 


|best way to reach the users and 


buyers of radio sets.” 
Though he is using frivolous 


| methods, Mr. Sweeney is dead se- 
rious about the job of persuading 
the people who make radios to use 
radio to “promote them for what 
|they will do—rather than as a 
part of the decor of a room.” + 


ROBERT RAIDT, an account executive 

with McCann-Erickson since 1955, 

has resigned to join Monroe F. 

Dreher Inc., New York, as vp in 

charge of merchandising, a new 

post, and a member of the plans 
board. 


fobrrcn Gotmwon 


Johnson & Johnson 
Uses Ad-Wrap in 
‘Ft. Lauderdale News’ 


—Subscribers to the Fort Lauder- 
dale News today received free 
samples of Johnson & John- 
son’s new Band-Aid Sheer Strips, 
thanks to a new advertising de- 
vice. 

Called Ad-Wrap, the device con- 
sists of a paper band, wrapped 
around home-delivered copies of 
the paper, on which sample band- 
age is tipped. The band also car- 
ries three-color advertising for 
the new Band-Aid. 

Ad-Wrap is the brainchild of T. 
T. (Ted) Gore, vp of Gore Pub- 
lishing Co., publisher of the News. 
The Band-Aid venture is the first 
for Ad-Wrap. Johnson & Johnson 
previously tipped samples in news- 
stand copies of The Saturday Eve- 
ning Post (AA, June 9). 


® In addition to the wrapper, on 
some 53,500 copies, the News car- 
ries a two-page two-color ad for 
Sheer Strips. The Johnson & 
Johnson agency, Young & Rubi- 
cam, will conduct follow-up stud- 
ies to determine consumer and re- 
tailer reaction to the new device. 

The Miami News and Palm 
Beach Post-Times also offer Ad- 
Wrap. + 


John B. Watson, 80, 
Leading Psychologist, 
Ex-Adman, Is Dead 


New York, Sept. 26—Dr. John 
B. Watson, 80, pioneer American 
psychologist and retired advertis- 
ing agency executive, died here 
| yesterday after a long illness. 

Dr. Watson was regarded as the 
‘founder of the behaviorist school 
lof psychology, whose members 
ibelieve that human personality 
and habits are shaped by social 
conditioning rather than heredity. 

Dr. Watson propounded the the- 
sis that by a system of “reinforce- 
ment’’—the withholding and giv- 
ing of rewards—a human being 
could be trained, like an animal, 


=| to be or do anything. 


He said he “would feel perfectly 
confident” in being able to bring 
up any “well formed baby born of 
ja long line of crooks, murderers 


Siand thieves and prostitutes... to 


|become any type of specialist I 
| might select—into a doctor, lawyer, 
artist, merchant-chief and, yes, in- 
to beggar man and thief.” 

Dr. Watson entered the adver- 
tising world in the 1920s, becom- 
ing a vp and account representa- 
tive at J. Walter Thompson Co. 

He joined William Esty Co. in 
1926 as a vp and account execu- 
tive. His major account responsi- 
bility was Lehn & Fink. Dr. Wat- 
son retired from Esty in 1945. + 


Fort LAUDERDALE, FLA., Sept. 25) 


Advertising Age, September 29, 1958 
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New BAND-AID Sheer Step . 3 
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HAVE ONE—This ad in the Fort Lauderdale News calls readers’ at- 
tention to free samples of Johnson & Johnson’s Sheer Strips, which 
| are tipped on wrappers for home-delivered copies of the News. The 
wrappers, called Ad-Wrap, are being offered to other advertisers to 
bring product samples or coupons into newspaper subscriber homes. 


‘59 Car Sales to 
Exceed 4,500,000, 
‘Look’ Forecasts 


New York, Sept. 25—New car 
sales for 1959 will range between 
4,500,000 and 4,750,000 passenger 
cars. 

That’s the prediction made in 
the 22nd annual “National Auto- 
mobile & Tire Survey,” released 
today by Look, which took over 
the research project a year ago. 
Previously it was sponsored by its 
originator, Crowell-Collier Pub- 
lishing Co. The survey is conducted 
by Alfred Politz Research Inc. 

A year ago the estimate of new 
ear sales for 1958 was between 5,- 
500,000 and 5,800,000. 

It is pointed out in this year’s 
survey that estimates are based on 
buying intentions as of May, ’58. 
At that time 71% of the respond- 
ents did not expect their financial 
status to improve in the next year. 
But any change in this mental at- 
titude, Look notes, could have a 
major effect on 1959 passenger 
car sales. 


s Of all the private passenger cars 
on the road today, the survey says, 
slightly over one-half are at least 
five years old or older, indicating 
a ripe potential for both new and 
used car sales, if consumers can 
be persuaded to replace their pre- 
sent models. 

Highlights of the survey include 
data such as the following: 


e Multi-car households have in- 
creased at a tremendous rate, 
growing by 55% in the past five 
years. 


e Families with the head of the 
household under 46 years of age 
represent the biggest proportion of 
new car prospects—65.5%. 


e In giving their reactions to the 
1958 models, by far the greatest 
proportion of respondents men- 
tioned body styling as one of the 
things they liked, and the greatest 
proportion mentioned high main- 
tenance costs in answer to “What 
needs improvement?” 


e The study shows that there are 
now 6,450,000 multi-car house- 
holds, compared with 4,150,000 in 
1954, a growth of 55%. 


e The middle class will account 
for the largest proportion of new 
car sales. About 44.5% of new car 
prospects live in households where 
the annual income is between $4,- 
000 and $6,999. With 20.5% in the 
$4,000 to $4,999 income group and 
24.0% in the $5,000 to $6,999 group, 
prospects in households where the 
annual income is $7,000 or more 
make up 29.5% of the market, and 
those in households where income 
is below $4,000 make up 26.0%. # 


Weiss & Geller 
Sticks to Guns in 
Bon Ami Switch 


Settlement Reportedly 
| Sought; Cole, Fischer 
| Rejuvenates Baby Chick 
| 


New York, Sept. 23—“A con- 
tract is a contract and should not 
be disregarded.” That’s what 
Weiss & Geller has officially in- 
formed Bon Ami Co., which ap- 
| pointed Cole, Fischer & Rogow as 
\its agency—ignoring a contract it 
‘signed a year ago with W&G (AA, 
| Sept. 15). 
| Bon Ami’s retort to this is, 
|“‘Damn the torpedoes; full speed 
ahead. We’ve appointed Cole, 
Fischer & Rogow as our agency,” 
according to Jack Shaw, ad man- 
jager. “We have a job saleswise 
|to do, and we feel Cole, Fischer 
can do it for us better than Weiss 
& Geller. In a case like this we 
don’t feel a contract matters; what 
does matter is getting the job 
done,” he said. 

The dispute is now in the hands 
of the company’s lawyers, and it 
is generally expected there will be 
“some sort of settlement.” The 
Weiss & Geller contract, signed 
last February, has no cancelation 
clause and runs through May, 
1959. 


@ Jack Geller, who was a prac- 
ticing lawyer before joining his 
brother, Dr. Max Geller, in the 
agency business, told ADVERTISING 
AcE that the agency decided “to 
stick to its legal rights after talk- 
ing to a number of agencies which 


have been involved in _ similar 
cases.” 
Meanwhile, over at the new 


agency, the Bon Ami ad program 
is getting a general overhauling. 
One of the first changes was a 
quick buy into the “Giant Football 
Game” (WRCA-TV) for Sept. 13 
and 20—at first glance rather a 
strange buy for a kitchen product. 
Arthur A. Fischer, president, how- 
ever, explained the purpose was 
not just to reach women custom- 
ers, but also to reach retailers, 
who are usually busy minding the 
store when Bon Ami is advertis- 
ing. 

The agency is also “doctoring 
up” existing tv spots and working 
to use up Bon Ami’s barter tv 
commitments as quickly as pos- 
sible. 


# Another project in the works is 
the revival of the Bon Ami chick 
and the once heavily promoted 
slogan, ‘““Hasn’t scratched yet.” 

“A lot of people still remember 
that slogan; it’s too valuable an 
asset to be abandoned,” Mr. Fisch- 
er said. The plans are to modern- 
ize and revitalize the chick, and 
use it as an advertising character 
—perhaps even promote it as a 
franchised toy. The chick is al- 
ready back at work in time signals 
on WRCA-TV. 

On the subject of contracts and 
whether they should be broken, 
Mr. Fischer had this to say: “I 
certainly feel my contract should 
be honored, and I’d be outraged 
if it weren’t. On the other hand, if 
new management came in—as it 
did in this particular case—and I 
couldn’t get along with the new 
people, I’d realize it would be 
hopeless and try to go on, even 
if I did have a contract.” # 


Kaufman to Johnson & Lewis 

Allan Kaufman, formerly copy 
chief of Doyle, Dane, Bernbach 
Inc., Los Angeles, has been named 
to a similar position with Johnson 
& Lewis Advertising, San Francis- 
co. 
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We love the way department store figures keep piling up on First 


And department stores are never careless with their figures... 
advertising linage figures, that is. They’re either backed up by daily 
sales figures or the linage piles up somewhere else. 

That’s why here at The Times we’re proud of the figure we cut 
in department store linage. Again— through June of this year, as for 
the past several years—The Times published as much department 
store linage as the other three metropolitan newspapers combined. 


Los Angeles department stores place more than twice as much 
weekday linage with The Times as they do with the second Los 
Angeles newspaper. On Sunday that figure becomes a rousing 61.7% 
to the second newspaper's 38.3%. 

First Street in Los Angeles is a very popular—and productive — 
spot to place your sales message. 

PS. It’s where The Times lives. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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if you want to cover 


ARIZONA 


nd Citizen are ® 


ee S& Ii... 
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@ ABC City Zone Population* 


222,160 


@ Retail Trading Zone Population* 


388,948 62.6% 


$425,942,442 


Ne other paper covers this area like the Star and Citizen do. 


The Arisona Daily Star 


Produced in the Same Plant 


womcseso Tucson Daily Cilizen . 


Represented Nationally by Cromer & Woodward, Inc. 


EVENING 


Advertising Age, September 29, 1958 


Cuicaco, Sept. 23—The air con- 
ditioning industry has turned to 
motivation research, advertising 
and an industrywide promotion in 
an effort to cure the ills plaguing 
the field. 

Oxtoby-Smith Inc., New York, 
currently is conducting an exten- 
sive motivational study in an ef- 
fort to find out why the industry 
is falling short of its sales poten- 
tial. Results of the study will be 
released later this year. 

These facts and others came up 
at the 6th All-Industry Air Con- 
ditioning Conference which closed 
here today after two days of dis- 
cussions of sales, advertising and 
marketing problems facing the in- 
dustry. The confab was sponsored 
by Heating & Air Conditioning 


from the heart of Pittsburgh 
to the entire tri-state area! 


v CHANNEL 


IL 


= oe 


REPRESENTED BY 


BLAIR-TV 


BASIC 


NBC 


AFFILIATE 


WIIC PITTSBURGH 14 PA. — 


Telephone: FAirfax 1-8700 
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‘Air Conditioning Field Seeks Sales 
Pickup in Motive Study, New Ad Unit 


Contractor. 

SMAC (Sell More Air Condi- 
tioning), the industry promotion 
group, was founded last Novem- 
ber, when the Air Conditioning & 
Refrigeration Institute, whose 
members are air conditioning 
manufacturers, advanced $20,000 
to establish it. 

J. S. Robinson was hired as di- 
rector of SMAC with headquarters 
in Washington. SMAC hired Bat- 
ten, Barton, Durstine & Osborn to 
help Mr. Robinson prepare an in- 
tegrated marketing and advertis- 
ing program for the industry. 

About 25 air conditioning man- 
ufacturers have been invited to 
become charter members. of 
SMAC. The companies have until 
Oct. 15 to join. Those who join 
will give about one-tenth of 1% 
of their yearly gross sales into the 
SMAC advertising kitty. 

It is estimated that SMAC will 
have a 1959 advertising budget of 
$350,000, with the ante jumping 
to some $700,000 for 1960. Tenta- 
tive plans call for SMAC to do 
some trade publication advertising 
and a minimum of consumer ad- 
vertising next year. A good por- 
tion of next year’s funds will go 
for the m.r. study, which is esti- 
mated to cost $75,000. 


= The air conditioning industry 
came into its own in 1952 when 
10,000 residential air conditioning 
systems were sold. These systems 
are installed in conjunction with 
central heating systems in private 
homes and small businesses and 
are not to be confused with room 
air conditioners. 

In 1953, sales jumped to 55,000 
systems, and 1954 sales rose to 
70,000. Sales in 1955 soared to 
120,000, and in 1956, an industry 
record of 160,000 was attained. 

The first indication that the in- 
dustry was in trouble occurred 
last year when sales dropped to 
145,000 units. Some blamed the 
slump on the business recession 
and the cool summer weather. 
However, there were others who 
felt that there were more serious 
problems confronting the industry. 

On the face of it, a sales drop of 
15,000 units does not appear to be 
serious but the situation appears 
to be more grave when it is 
pointed out that the air condition- 
ing field has a minimum of satur- 
ation. The industry hopes to sell 
145,000 units this year, which 
would halt the downward trend. 

“The real competition is not be- 
tween brands of air conditioners 
but between all air conditioners 
and other items such as cars, ma- 
jor appliances and power mow- 
ers,” an industry spokesman told 
ADVERTISING AGE. “We have to sell 
the public on the benefits of air 
conditioning. Until we do this, it is 
meaningless for one brand of air 
conditioner to claim that it is bet- 
ter than others.” 


# The industry has its largest dol- 
lar sales volume in the sale and 
installation of large commercial 
systems in such structures as the- 
aters, office buildings and banks. 
Sales have been increased steadily 
each year with record equipment 
and installation sales last year of 
$700,000,000. The steady growth 
of commercial systems has been 
attributed to the fact that most 
new major buildings being con- 
structed are being air conditioned. 

Despite the impressive sales be- 
ing racked up in commercial 


equipment, however, the industry 
is aware that its largest future po- 
tential lies in residential air con- 
ditioning. In order to realize this 
potential, the industry must sell 
the people who will buy this 
equipment—the general public. # 
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Does merchandising get short shrift 
in the advertising trade press? 


Obviously I’m about to remark that (in my rarely moderate opinion) advertising’s business press gives 
inadequate coverage to merchandising! 


You've never stopped to think about it (why should you?)—but really, although just about every- 
body talks merchandising, there’s no analytical reporting service devoted exclusively to merchandising. 


So with no thought of putting the advertising trade press out of business—this is to announce 


merchandising idea file edited by E. B. Weiss 


It will marka break with business publishing tradition as radical as when Kiplinger originally exploited the 
now sadly over-done four-page bulletin. But permit me to give you the details in 1-2-3 telegraphic style: 
1—Each month we will report and analyze 30 currently used and broadly usable 
merchandising ideas. 
2—Each idea will be covered in about 200 words—30 seconds reading time per idea. 


3—Each idea will be printed on a separate pocket-sized card—30 cards in each 
monthly packet. 


4—Each card will be indexed for filing. 
5—A file box (adequate for over 1,000 ideas) and a filing system will be provided. 


6—No editorials—no theories—nothing but currently used merchandising ideas 
from every merchandising classification. 


7—Each idea will be not merely reported—but analyzed, interpreted, its 
broader use suggested. 


8—Ideas will be examined critically—weaknesses as well as virtues will be covered. 


9—In time, on your desk, in your “Merchandising Idea File” box, you will have 
hundreds of tested merchandising ideas—instantly available for reference. 


10—360 top merchandising ideas a year (plus a $10 file box for charter 
subscribers) for $37.50 annually. If you‘re not pleased in 3 months—a full refund. 


Specifically, what subjects will be covered? Over 100 merchandising practices are included in our 
editorial dragnet. You get— 


IDEAS ... on price lining IDEAS ...0n the full-line trend 

IDEAS ... on store fixtures IDEAS... 0n private brands 

IDEAS . . . on capitalizing new distribution trends IDEAS ... on trading up—trading down 
IDEAS... on introducing new items IDEAS ... on demonstrations, tests 
IDEAS .. . on disposing of old models, packages, etc. IDEAS... on premiums—coupons 


IDEAS .. . on all trade allowances including co-op 
IDEAS ... on changing the sales unit 
IDEAS ... on out-of-stock problems 


IDEAS ... on sampling 


IDEAS... on in-store display, on the guarantee, 
fads, loss leaders, price promotional 


IDEAS . . . on related-product merchandising events numbers, shipping cases, handling returns, 
IDEAS .. . on winning support of jobbers’ salesmen open stock plans, minimum order plans, 
IDEAS ... on trade-in plans seasonal problems—and more; many more. 


That’s it. Except to direct your attention to the attached coupon—and to mention that Vol. 1 No. 1 
will be mailed very shortly—on October 15th. I do hope you will be one of our charter subscribers. 


Cordially, €. ©. Bhi 


Charter Subscribers include: 


The American Tobacco Co. 
Young & Rubicam, Inc. 
Four Roses Distillers Co. 
Best Foods, Inc. 

W. A. Sheaffer Pen Co. 
The Quaker Oats Co. 


merchandising idea file, 55! Summer St., Stamford, Conn. 


Please enter my subscription to MERCHANDISING IDEA FILE for one year at your subscription 


McCann, Erickson, Inc. price ef $37.50 

Jos. Schlitz Brewing Co. 

Grove Laboratories Inc. name. 

Simmons Co. 

Benton & Bowles, Inc. title company 

The Fuller Brush Co. 

Erwin Wasey, Ruthrauff & Ryan, Inc. 

Philadelphia Inquirer address 

American Express Co. P 
cily C—O 
C) bill company Supply my FREE leatherette covered desk top file box in 
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The Editorial Viewpoint .. . 


A Sermon for Business Men 


There is an advertisement for Zippo lighters in the current issue of 
The New Yorker that ought to be read out loud and with emphasis to 
every board of directors and every product-planning and management 
group in the country. Here it is—and you can write your own sermon 
about it. 

“The man who made the first Zippo, and who still runs the show, 
learned his trade in his father’s machine shop. 

“He developed manual skills. He mastered the sweet science of 
machinery. And he learned one thing more. 

“He learned to love and respect workmanship for its own sake. He 
became a craftsman in the 19th century American tradition—the 
breed of men who made things that worked. And lasted. For a long, 
long time. 

“Today he makes a cigaret lighter that works. The Zippo. He con- 
structs each Zippo so carefully that he is able to offer the most sweep- 
ing guarantee in the annals of American business. 

“If a Zippo ever fails to work—he'll fix it free! 

“Some modern business men who make products that become obso- 
lete on a schedule don’t have much respect for the Zippo man’s busi- 
ness sense. 

“But he does pretty well. And he has a rare good feeling when he 
goes to bed each night. The feeling that comes from making a product 
that works, Every time. Year after year. Generation after generation. 

“Always—or he fixes it free.” 


Ads and Editorial 


Three years or so ago, Clarence E. Eldridge, then executive vice- 
president of Campbell Soup Co. in charge of marketing, delivered a 
provocative talk to the Advertising Federation of America. 

“Advertisers have the right to decide,” Mr. Eldridge said, “on the 
basis of their own self-interest, what publications and other media 
they will and will not use. 

“They have the right,” he said, “to ask not merely whether the 
medium in question will sell goods, but whether the publication is 
decent and loyal; whether, while pocketing the advertiser’s money 
and publishing his advertising, it is permitting its editorial writers or 
its columnists or commentators to discredit business and business men, 
and to lend insidious assistance—consciously or unconsciously—to 
those who would destroy our economic and social system.” 

At that time, while Apvertisinc AGE sympathized with Mr. El- 
dridge’s viewpoint, we came to the conclusion that “there is a great 
element of danger in advertisers attempting to become watchdogs 
over the editorial content of the media they use. On balance,” we said, 
“it seems to us far better to have the editor responsible to his readers 
for the content of the editorial columns, and the advertiser using (or 
not using, as he chooses) the medium as a device for delivering a sales 
message to a worth while audience.” 

Now the whole subject has been reopened, with two developments 
in the news last week. One was a speech by the president of Chrysler 
Corp. of Canada in which he severely criticized Canadian newspapers 
for lambasting the North American automobile industry and its prod- 
uct in its editorial columns when millions are being spent by the car 


—Charies Pumpian, Henri, Hurst & McDonald, 


Advertising Age, September 29, 1958 


Chicago. 


“He’s lost every account he ever worked on here—didn’t want to be 
a do-nothing account exec.” 


\makers in newspaper ads. 
“Frequently,” said Chrysler president Ron W. Todgham, 


“T have 


observed that our advertisements and those of other domestic auto- 
motive advertisers were in direct competition with a considerable 
amount of editorial material printed free of charge extolling the sup- 
posed virtues of the foreign-built product and deprecating those which 
we manufacture ... How could car manufacturers as advertisers buy 
enough space to counteract such comments? Why should we subsidize 
with our advertising dollars publications which continually deprecate 
the products in which we expect the public to have confidence if the 
public is to buy them?” 

The other event was the opening of a new nightly television series 
by Ben Hecht, in which the author and critic did his best to murder 
the whole concept of commercials, the while running a sponsored 
program. 

To Mr. Todgham we can only say what we said to Mr. Eldridge 
some years ago—‘“on balance it seems to us far better to have the edi- 
tor responsible to his readers for the content of the editorial columns, 
and the advertiser using (or not using, as he chooses) the medium as a 
device for delivering a sales message to a worth while audience.” 

We say the same thing to those who feel impelled to buy commer- 
cials on Mr. Hecht’s show ... but with the added suggestion that any 
sponsor who likes the idea of having his advertising and all other 
advertising continually sneered at is a strange creature indeed—al- 
most as strange as the character who seeks advertising sponsorship 


Advertising Age 
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and then goes out of his way to run it down. 


What They're Saying ... 


Use Plain English 

The advantages of using plain 
English in correspondence are 
many. Short, understandable sen- 
tences can be used, too, in official 
documents. Many a muddle could 
be avoided, many a_ headache 
would never develop, if the “plain 
English” rule were followed. . . 

Testifying recently before a 
House committee, W. C. Grover, 
who is U.S. archivist, strongly ad- 
vocated means of getting govern- 
mental agencies to abandon the 
lofty, hard-to-understand writing 
style, so beloved by petty official- 
dom, in favor of straightforward 
and understandable talk. . . 

The truth probably is that some 
official, years back, decided he 
sounded like a more important fel- 
low if he ground out letters and 
documents in high-sounding, in- 
volved terms. It caught on and now 
we’re stuck with it. 


—Editorial in The Evening Day, New 
London, Conn. 


Language Butchers? 

Can’t you do something about 
the horrendous things the flannel- 
suit boys of Madison Ave. are do- 
ing to the English language? Don’t 
these guys know any grammar or 
do they consider themselves above 
the rules of grammar? They have 
a ballyhoo man saying that some- 
thing “dissolves away” something 
or other. Did your high school 
chemistry teach you that anything 
could be dissolved away? 

Some cigaret “travels the smoke 
further.”” Weren’t we taught that 
travel is an intransitive verb? A 
person or thing can travel but I 
don’t believe you can travel a 
thing. 

These are only two of the minor 
things these language-butchers are 
putting on the air to confuse our 
youngsters.. 


—Excerpt from letter to Nick Kenny, 
New York Mirror columnist, from 
Guy Wilson, Brooklyn, self-styled 
“cranky old retired hack newspaper 
copyreader.” - 


Rough Proofs 


Ron W. Todgham, Chrysler Ca- 
nadian head, deplores the fact that 
newspapers, while carrying heavy 
schedules for domestic cars, boost 
the foreign product liberally. 

He doesn’t agree with the critics 
who say advertisers control the 
press. 


. 
| While Harry Truman doesn’t 
want advertising men to take over 
in the political field, he admits 
frankly that his ideas might change 


if more of them were on his side. 
7 


Since grocers are permitted to 
| Sell Bufferin, they may also sell 
aspirin, a Washington judge has 
decided. 

Aspirin with buffering won’t be 
given an unfair advantage. 


“The tv quiz show,” says AA’s 
Eye & Ear Man, “is still the cate- 
gory nobody likes but the people.” 

You can’t convince them they 
ought to try to shoot Santa Claus. 


Len Matthews says the major 
advertising bureaus spend _ too 
much time in negative selling. 

In this business every fellow has 
to have research to disprove that 
of the competition. 


tells how 
not 


“Sinclair’s Braeckel 
company cut promotion fat, 
muscle.” 

It’s a smart business anatomist 
who can always tell the difference 
between fat and muscle. 


Post Office hints it’s likely to 
ask new postal rate hike, the 
Washington news story says. 

Arthur Summerfield is going to 
win recognition as the new Oliver 
Twist. 


Womanpower, explains the La- 
| dies’ Home Journal, is “when, after 
la day of dishes, dust and diapers, 
a siren in a cocktail dress meets 
you at the door.” 

Sometimes the diapers win out. 


“Big city folk are top liquor us- 
ers, Time says.” 

They’re in the places where the 
correct combination of gin and 
vermouth is a Grade A conversa- 
tional topic. 


Federal Reserve Board depart- 
ment store sales figures for the 
week ending Sept. 13 showed an 
increase of 4% over the corres- 
ponding week of ’57. 

Looks as if those higher con- 
sumer incomes are being spent. 


“T know everything about radio 
and tv,” says a classified advertis- 
er looking for an agency job. 

Better grab him quick. 


Hoyt Wilhelm’s no-hitter against 
the Yankees suggests that the boys 
may have been relaxing after they 
clinched the pennant, but Casey 
Stengel will remind them that the 
time for relaxing is now over. 

Copy Cus. 
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Docs’ BEST FRIENDS are a majority in Inquirer 
families. Take the case of the foundling Fidos at the 
City Pound. Each year, on page three, The Inquirer 
sponsors a campaign themed: ‘“‘Adopt a Dog for 
Christmas.” And how the readers of this newspaper 
respond! For The Inquirer awakens emotions as 


well as minds. It, frankly, tugs at heartstrings .. . 
inspires its readers, as it informs, amuses and 
entertains them. Such a climate provides a welcome 
atmosphere for advertising. And advertisers know it 
well... have made The Inquirer first choice in 
Delaware Valley, for 24 consecutive years! 


The Philadelphia Pnguiver 


Constructively Serving Delaware Valley, U.S. A. 


NEW YORK CHICAGO DETROIT 
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Delaware Valley, U.S.A. —14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphia is the hub. 
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CAPITAL CITY 


The Fabulous Southwest 


EL PASO 
City Zone Population 
288,000 
—according to estimate based on official 
school census completed September 1. 
Here is a Fine Place 
To Do BUSINESS! 


Che Zl Paso Times 


Morning and Sunday 


E] Paso Herald-Post 


Evening 


Reach America’s biggest families 
. THE FIRST OF THE BIG SPENDERS! 


BIG FAMILIES have more wants and needs 
than small families. More kids mean that 
parents must buy more of the goods you have 
to sell. More foods. More shoes. More clothing. 
Bigger homes. Bigger cars. More of everything 
from baby products to new red bikes. 


It's no secret that Catholic families are big- 
ger families. 4.69 members per household 
compared to a U. S. average of only 3.61. 
Sure, you reach many of these families with 
general mass media. But for proved greater 
impact on Catholics and their larger families, 
nothing can match the Our Sunday Visitor- 
Register Unit. 


DID YOU SAY READERSHIP? 


Statistical Tabulating Corp. recently made a blind 
study of both Our Sunday Visitor and Register 
readers to determine their reading habits with re- 
spect to leading national magazines. A few results: 
Among Our Sunday Visitor housewives, 32.4% 
rated OSV as the publication they read most thor- 
oughly; 11.1% said Reader's Digest; 9.4% said 
Better Homes & Gardens; 6.7% said Ladies’ Home 
Journal; 4.4% said Good Housekeeping. Ask to 
see all the surprising facts! 


LOW COST 


June 30, 1958 A.B.C. Publishers’ Statements show 
that the Our Sunday Visitor-Register Unit has a 
circulation of 1,662,522. This is an actual 27.9% 
BONUS over the Unit's guarantee of 1,300,000 
and represents a gain of 5.9% over June 30, 1957. 
Cost per page per thousand delivered paid circula- 
tion is only $2.53. Compare that! 


Qur SuNpAY Visitor - REGISTER UNIT 


21.8% COVERAGE OF THE ENTIRE U.S. CATHOLIC MARKET 


Represented nationally by 
c. DBD. BERTOLET & COMPANY, INC. 
q CHICAGO-30 WN, Dearborn St./CEntral 6-0481 © NEW YORK-10 E. 39th St., Room S19/Lexington 2-8188 


Advertising Age, September 29, 1958 


Getting Personal 


William G. Seiler, NBC film division, Covington, La., may stay 
away from meetings for a while. While attending a National Assn. of 
Broadcasters regional conference in Biloxi on Sept. 18-19 he (1) 
was arrested for speeding and (2) rammed his boat (which he 
keeps in the Biloxi harbor) into a floating log and had to bail it 
out and beach it... 


Ben Allen, senior vp at Curtis who is retiring as a director of the 


, Audit Bureau of Circulations, was presented with a gift and a cere- 


monial certificate by his fellow directors at a dinner Sept. 11... 


my 


HARD-WORKING ADMAN—Not only is Robert Kelly (right) the account 
supervisor for Standard-Triumph Motor Co. at Doherty, Clifford, 
Steers & Shenfield; he also goes out and brings back tournament 
trophies for the client. Here he presents the winner’s trophy for the 
MG International 1,000-mile sports car rally to David R. Allen 
(left), Triumph ad manager, and Alan F. Bethell, president. Ad- 
man Kelly drove one of the three Triumph TR-3s on the winning 
team that took the manufacturers’ team prize and second and fourth 
place in the over-all competition. 


Leo Gutman, director of advertising, Ziv Television Film Pro- 
grams, was married in Cincinnati Aug. 10 to Georgia Jacobson... 

Jules Alberti, Endorsements Inc. president, has been awarded the 
Navy’s meritorious public service citation for his “outstanding 
services” on the campaign for public support of the Navy-Marine 
Corps Memorial Stadium... 

Ted Sanchagrin, eastern editor of Advertising Requirements and 
Industrial Marketing and Rollieflex fancier, has won a first prize 
and an honorable mention in the World Telegram amateur photo 
contest. His winners are a shot of an Irish Setter streaking through 
an open field and a close-up neck view of a saturated pelican... 


Bon BF Genders 


Ui-the Sureri < lob 


FOR LEADERSHIP—John V. Sandberg (left), a vp of J. Walter Thomp- 

son Co., receives a plaque citing “two years of outstanding leader- 

ship” as president of the Off-the-Street Club, the Chicago ad 

fraternity’s particular charitable project. At right is George H. Hart- 

man, president of the agency bearing his name and incoming pres- 
ident of the club. 


Warwick & Legler are the undefeated champs of the agency Car- 
dinal League of the Center Recreation Assn., ending up with a rec- 
ord of 14 wins, no losses—a mark that has not been approached for 
the last six years in the league... 


International Correspondence Schools has set up its own “Hall of 
Fame,” and listed among the correspondence students who made 
good are H. C. Bonfig, sales vp, Zenith Radio; George W. Cecil, vp, 
N. W. Ayer & Son; Walter Chrysler, founder of Chrysler Motors; 
Walter D. Fuller, chairman, Curtis Publishing Co.; Arthur Godfrey; 
Jerome B. Gray, head of Gray & Rogers; and Joseph Katz, head of 
Joseph Katz Advertising Co. . . 
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Department stores gave 


The Washington Post and Times Herald 


a gain of 240,000 lines 


for the first 8 months of 1958 


over the same period in 1957 


while the Star lost 370,000 lines 


and the News lost 70,000 lines 


Media Records 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck , The Comic Weekly; Robert S. Farley—Financial Representative in New York. 
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THE QUAD-CITIES © 


E. MOLINE 


national average. Rock Island, 
Moline, East Moline are rated 
as “preferred cities” by Sales 
Management magazine for the 
first 6 months of 1958. You too, 
can expect above-average sales 
if you BUY WHBF-TV NOW! 


: RETAIL SALES are above the 


ROCK ISLAND 


f NOW THE NATION'S 


47° IV MARKE 


ACCORDING TO TELEVISION AGE MAGAZINE 


WHBE-IV 


CBS FOR THE QUAD-CITIES 
Rock Island, Ill. Moline, Ill. 
East Moline, lil. Davenport, Ia. 


REPRESENTED BY AVERY-KNODEL, INC. 


This year IN 


WISCONSIN 


Advertising Age, September 29, 1958 


‘New ARB Measuring 
Techniques May End 
Rating Week Abuses 


| WASHINGTON, Sept. 23—The| 


| American Research Bureau aimed 
|a lethal blow at tv “rating week” 
by coming up last week with a rat- 
ing package for 1959 which relies 
heavily on ARB’s newly developed 
“one-week four-week” reporting 
technique. 

The one-week four-week rating 
will be offered for 101 markets 
which are covered two to six times 
'a year each. For 16 larger markets 
|which are studied on a monthly 


ventional one-week report. Three 
top markets—New York, Chicago 
and Los Angeles—will be reported 
by Arbitron, the new wired tech- 
nique which provides continuing 
audience measurement informa- 
tion. And there will also be a sev- 
|en-city composite Arbitron report 
‘using information from New York, 


the world’s biggest dairy farmers will take in 


548 million dollars* from MILK... 


There's 
a third partner 
in the picture 


Father and son partnership of 
Walter and Kenneth Haberman, 
Footville, Wisconsin, produce a 
quarter of a million quarts of milk 
a year—plus 40,000 pounds of pork. 

e Habermans are good mana- 
gers and that’s where the third 
partner comes in. 

The third partner in the picture 
is Wisconsin Agriculturist. The 
Habermans look to Wisconsin 
So first and last for the 

ormation they must have to keep 
their business growing. Both on 
the editorial pages and in the ads, 
if it’s in Wisconsin Agriculturist, 
it has a head start with the Haber- 
mans. 


This 1968 milk income figure is 
the educated estimate of the 
Wisconsin Agriculturist Research 
Department. 


And the biggest slice of this will be 
spent on products advertised in 


Wisconsin Agriculturist...will you be there? 


Wisconsin’s 548 million dollar-plus bankroll from milk, places it 
first in the Nation. This is spendable income to the world’s biggest 
dairy farmers—part goes for producing more milk—part goes for 
better living—more is spent on products advertised in Wisconsin 
Agriculturist than any other publication. Wisconsin Agriculturist 
goes to over 35,000 more Wisconsin farmers than the next nearest 
farm publication. In preference studies, Wisconsin farmers and 
dealers repeatedly name Wisconsin Agriculturist over all other 
publications. No other publication comes close—invest your pre- 
cious advertising dollars where the influence is. 


rist 


MIDWEST FARM PAPERS 
36 E. Wacker Drive, Chicago 3 
CEntral 6-3407 
250 Park Avenue, New York 17 
YUkon 6-6264 


Townsend, Millsap & Co. 
110 Sutter St., San Francisco 4 
159 S, Vermont, Los Angeles 4 


basis, ARB will stay with the con- | 


|Chicago, Cleveland, Detroit, Phil- 
adelphia, Baltimore and Washing- 
ton. 

ARB’s package, which will be 
officially introduced next month, 
will continue to include two na- 
tional monthly ratings. As a new 
| feature ARB reports for the first 
|time will provide information 
about the composition of the day- 
time audience. 


s The one-week four-week meth- 
od, which was tested in 20 markets 
this year, is particularly useful in 
markets which are studied at rela- 
tively infrequent intervals, ARB 
contends, but it is not needed in 
markets which are studied on a 
monthly basis. 

The one-week four-week report 
gives the rating for each program 
during the rating week, and the 
average rating for each time peri- 
od for the full month. Because the 
rating week figure can be checked 
against the average, fluctuations 
due to weather, programming dif- 
ferences or other variables become 
readily apparent, ARB says. 

On the other hand, it contends, 
this kind of control is not needed 
in markets which are studied at 
frequent intervals, because a large 
volume of information accumu- 
lates, and rating week distortions 
do not readily occur. 

With respect to the effectiveness 
of one-week four-week reports in 
dealing with rating week distor- 
tions, one ARB executive com- 
mented, “Not much can be hidden. 
Not many best feet can be pushed 
forward under the double scrutinv 
of the one-week four-week tech- 
nique.” 


® ARB’s Arbitron, which has been 
'used experimentally in recent 
|months, will offer instantaneous 
j}information for the three largest 
cities, and for the seven-city com- 
posite group when it goes com- 
|mercial next month. Ordinarily 
|the Arbitron rating will be deliv- 
| ered in printed form on an over- 
|night basis. However, ARB is also 
|offering special instantaneous serv- 
‘ice for subscribers who wish to 
avoid delay. 

Addition of information about 
| the composition of the daytime au- 
| ones represents an expansion of 
ARB information. Audience com- 
position data had previously been 
supplied only for nighttime pro- 
grams. 

James Seiler, director of ARB, 
said the new package is designed 
to provide advertiser and agency 
clients with the most comprehen- 
sive and reliable tv timebuying 
and audience evaluation tools ever 
made available. With tv costs ris- 
ing steadily, such flexibility be- 
comes increasingly essential to 
sound programming and buying 
decisions, he said. He said the one- 
week four-week report meets a 
long standing need for regular re- 
search information which will en- 
able network advertisers and spot 
buyers to study the perfermance of 
network and local programs in a 
large number of markets. 

He said Arbitron will be par- 
ticularly valuable in a close rating 
race in pinpointing the moment 
when audience interest rose or 
fell. + 


| 


Friedman to Jordan, Sieber 

George A. Friedman, M.D., a 
|member of the surgery staff of 
|Manhasset Medical Center, Long 
Island, who also maintains a gen- 
eral and surgical practice in New 
York, has been appointed medical 
director of Jordan, Sieber & Cor- 
bett, Chicago and New York, phar- 
maceutical advertising and mar- 
keting agency. 


‘Boat’ Adds Issues 

Boat & Motor Dealer, Skokie, 
\Ill., a quarterly, will come out 
‘six times a year starting in 1959. 
The publication months will be 
January, March, May, July, Sep- 
tember and November. 


os 
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PROVED POST 
SELLING POWER 
IN THE 
BUILDING-MATERIALS 
FIELD... 


a caer 


In 1957 advertisers of BUILDING MATERIALS, 
EQUIPMENT & FIXTURES invested more in the 
POST than in any other general magazine! 


> #paGeS =: REVENUE | 


POST : 186.88 $5,013,158 ' 


3,291,676 
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LIFE 


LOOK ° i639 394,120 ; 


104.30 
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EQUIPMENT, FIXTURES & SYSTEMS 
(Includes plumbing ana sanitation, heating and 
air conditioning, wiring and lighting fixtures 


and accessories, misc.) 
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$2,187,151 


1,318,086 
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BUILDING MATERIALS — 


(Includes insulation, wallboard, roofing and 
siding lumber and woodwork, misc. materials) 
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PAGES REVENUE 


72.81 $2,000,723 
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1,183,614 
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PROTECTIVE COATING & FINISHES 


(Includes paints, varnishes, miscellaneous coat- 
ings and wall coverings.) 
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789,976 
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MATERIALS, EQUIPMENT FIXTURES 


eee ae : a : i Sy BBO Ages te Ms . F bs 7 
HAMS fae 29 WES $ pera: a ae ci. ee A en eee ae wer sana oe, Me : Se ifn ee oe x 
i "ed Ss , ae ee Bas a af : ge fs ie 3 Sov ; ; : 

ae, po wei : ; ce yay Fs oe oc a ey a ae 2 : r é ; a 
Mae eae Sa oe ee ee he pit ee Sei, Te ee a ge ae te er est ila <p teamrcg a: : aes 

ae -— fee a ea “Sere a eae Oe Ae ober ye. ee ater ae ' é i . ee? f 4 ape | ae Ree rl ae 

> it 4 ; : ie " aA i a 

fa $ 
ed <a 
al ae . 
° . 

m B40“ PROVED By 
een = me 4S POWER E 
ies, ——A . i. zi 
eh — rats - = eS 
Sees 21 we at 
i = Sd GDP WA. 

——~ %< ‘ale. = i 
~ : ° . we 1 2 
=e . eo we Be 
. ae 
ea 
see te 
4 zt 
z= of Pie 

irs a 
as ed a 
cm 9 sat 
erie oe ee 
ae oS 
ae ris 
deo Pena 
pil Se 
si ae 
ae rs 
ae Beperans 
: ieee 

: dee 

” tye pe 
“ ae 
oll Br fee 
Sige’ enn 
aed ae 
2 a 

eS oe 
tg a. 

os a ea 

ssi 

; tian 
set 
gee 

ae 

: tice dane 

_ te, 
as Sg 
ou i 
sia fr 
ee ead 
i gat 
me ee a Haas 
ee Ake 
is ee cs ee 

ad ahicgatere 

wae eo 

ioe pe: 

Ar acre a 
rem P ica eee oer 
ie ne eis 
ca ~* sas ee feet nee 
en . Sage ae" pea ame Be Se ay 

‘ Aa Be a, 2 a eel vata TMT te eral 
ae o Speke ey Po \ ‘ Roca 
ine iat ok BS a? : ie a rine ; Bea 

Ef 4 Naas ant os eo eine coh n tease eae ple 

: Pics ce va gic Ar . iti i maaree es & 9 Thee sh jesaree YC oe 

e A pp area ene tyr ie oc Ai rie r are RS eis : ce way? : wee vat if shee 
es * ie PER ee oo ee oe er see oThucd ‘ eter? yo Pre mys man . ae 
ae Dave et i 7 ea Fe a 2 Be Parte Ses SS Ae ea eee eee ee merers TERE) hee re ee Dee ? ually 
of i ee aul ere Sa Se ee soa a cealtean ee els geste. 2 ln ei NG Ec Pain 2 un) aay es 2S SNe 
hua po ae se NEOPRENE fe eS ES A, yw LINC) Sic aaa ow gi, eb a 5 seiebs Re cl oeai al on rahe Seite. a 
ne oe coh ait feass Sonia Se ) alae Tae po pM IRE Sg oe 9 cE si Be 2: eae es RNS ere ira aa 5 Fe 
es od, eae es. | ose een SES cS Ce ep ar egy te es ae ae heen See Ree Ct een Gees nee eae bee ee 
ae . Seton 25 5 Sa aD Baa Ot Sk eee ae ne MIN Tr, 343 a ie lie pune es aaa TE De aeaberanas ale epee SS oa Sane eee ate Smee rie ee sei ia 
a RRM So Re 5 aan Sc aR a eee 2 is PEW as 2 5 oak a easier taes SON poi peta tee ig 
are rth gre aae Reeder ey (RS oe eee Beat aig ORE gee Pee sen ee are Sayed cash vata’ initiaec 1, Vecsibee ee ea eee Bo RR Cah aA Wer atyn Gals Bs Yc Ie 4 

et pane: Soe ae sy eee oa et aN i 3 : nap Abas, ven pol ig oa “ eae Be : me oa z 4 oaks a : "aNplor aid =i Vint ii, a 

Z me cae ‘ pe ee Str Pacino nae a ie eee Rie. en ae a : 7 ee pn te ; Ay me i Fine 
aes ae ; 24 pte hy pels nen a é ae on og a Ct | SI A? ra el a ‘ Copan pen ee 
she ‘ oa Sane meh Reh es * Ne ie or > Cm ers ae aes Fy af ; = ‘ oe eo x igh ooa) 

Gm : Rad i ? : “és . : Bee fore a Pei) oe Ga beh ae ¥ ee . S eae : +7 sales 

Z a Pas GOST I ; ‘ Seer ise ae, at ae Driers S : % * a 
i oe eee : ee eee Pe iia ne 3, ners LER 5 epee Se eM DRE IT Pa, 7 Cogs ate SERNA Cie age ee Ss es Se oun es 
ae =f a a a Se i Paele a ene eos ey ge 7 aia 8 A See Se ey ee er . 

Ag ieee ae eee ees on oe ane eee peat, 8 sla i) Seana ed: 2 te ote alee ep OSI pas See oe Ho 
ae a Pe ee a et eS ee een Gl pee ee Sota $ SPEC Te ne I ey ne 7 eb ata: 
ie a Te. Se ke Sane: eS eteaee eee o> oe a Digs Sabor PAG So A bieel ee Mee oie acl Poa uA = pe re, ee Ss i ees a Fem ea ; aoe 
tt a ee ae bis ahd Rta St aaah oi auger eye me ee eagle i) ie ye ea a Tea ae 
abs a Pye 1S ERAN I Eph NGR iret Peet gnc qe ae Beeecaneee es Fruita a ht ek y cm a 

=a eee eet a og ae he ak i lic seaaltie 5a sane ae ik DA Seat) an ere eae 
ag Be tap Sie ok Bea Bs 3 ey Ac cea ame 3 Me a See 
ay me ay een hee 3p eae — ens 4 way yea ? eS) ee 
ieee P. ? 2 are ou a ) ae eat ee PP es 
oe Oe : fi é. : i, bs Sack ce eee? i te ee 

oe Ss ; dee? ae 
ais pf 2 : a eetate {gee eo See 
oe oe as ite moni A 7 5 5 bpd tg a ae 5 
Hef 4 oe id ; a lh eae ay ace = ee iB es eee eee 
oe SE i oe Dee ei Marae pa aad Ma Ce Hi rent FRR See rae + is ee 
ee An ee ee sia) Ms eyes ak a ee TALENT er Saar REET Gere: i aa 
Me Best ae Se ie ma it ge Ie pe i aes 
ae ede Bx oN eae “e a RCL, Bic te ae a - ard 
eed ‘aie Boe eae 2 Bec . # = ee ee arte eA tue. Saies i rte rake 4 , ee 
R35, reas, Cena, ss eee ee ee See sien een tae Weert y, Byres ¢ . alias) 
ie . Sena en .— Nipemitag Piya 2, era ae Cen te . Ser Pacging See See 5 st See ‘ ee i 
1* iy Ree ieee ee Shc. Saas ohne ea : Bc an, ee aster oe RA ie eee Its iy Over Soa es] 

a Rete. Shen es > a eek pet ar Ss oc 0 i : cea oat Oe aa ky GoM 
Sit iy. Sd NS Bee ek ee | 55 eae te eee NES ln Sa 
ie ORM sack” gee 3 ea ees ja eramen it titel, el ee ae ee 
ae ys ee yeas eee ey are | ar es Be 

“ ay aeons fe ae Sines Mens. "ales eh dale S55 ee pee 
eS oe ec ee TS Eo es . gn er eT RPC 5 SS aaa ee aK waaay in 
sas ee GL ar: a ot, ee See RM ue ey, IN ta Lapa’, ri ie ere eee 

A pag ag i See See ye PS ye ene a eae : ce OS hi a ea ae ee 

Pee J “ a + AE * i! Tae ee mn ee oo er SMe eS) ey : A Spee 
Mace Does ah. oak DE ee SS, COL as eer eS ee , ' ee oe ec Pane ak og a ee Mp ee ee a we - 
abl ae eee Teak ea Ree Mie eee R any a i a a ee cae ig Soy ie Pe ey Perc ine co er ON pane ae = 
win Sy: =. 2 tn rr a i i sa Tepe ak He sl i tala Ae Sie a ME Cee CO Tay bl So siel rao. Agee ace PS ae a oe Be LS epee ae ee sii 
ex eee et ee ee Sash ict ie Bolger aa Pes. vee ee | eee rma ds Fike LAE a oe sor sie Se ee 
si Scere Pa eeetan Pape ne tans Pech ears ay Set es pein | ak Piabelr! Vea ae Same ey eee a ee betty © 
Es sn mega ee ener yD ye ak aro : A Be ag ett 1 apse, Bly ben |B aee e Nee e aeoe ah a , pee ey eer 
= ee; Re A ee oe ae Pee! “Saat Sa ae Se “i g 

fe MA es. a 9 Spe ae ep bee aa ee ee Coe, Ba BAP ar hos Wie eal. 7 nS i Sas see a : iy 
ig ae eee <2 ena pberehcae ese b ‘ a utili Re aad gn reel Sogou inc one eNerRMe ee Wlag hi.  - — 
iat Pe ae ed ee Cen Re eeA er Wa irae ai nae eo ip aire) tien Ng vee ~~ eae We 

oe ialtbagines,. ee ee ee ri RS eRe els Ode te Neca Pei el ae ca a Tt b 
ae: i FF S , ER eed tee Au a ” a ee OR Vk. eri hh Ely eee eS faa Sl RES rarer os 
net ‘ ees Gee TO gt 38 delat: Pet tnF deg" fo A ge ” : ie 
ope ee * a ae i ts, @ ° . ' 4 . ee ~ : Ae ‘ r t 
%% vy es : : : Pete Ray tee SAI Gt Oy Aan irhet FoF ie Dad at SS heersie 1: | 
i m a: 

Pik: 

os a r 

cas 18 

: AW 

ge. OES 

q 

is re, 
a Ne hg. S - 
e a as 
i ce 
: a Ey 

° . Be 

eee n Ollars tnan tne otner Oo magazines combine zs, 

o i 

. Pe oe 

| ae 

_ Te) Sige 
mae tek K- 
ae hn Ds 

, ee 
a a! 
i ete 2 

: hg 

: eee 
nw eae 
7 ¢ é . 0, 
Re ee apie ne aL RE eM Ne MeN ON ge Hoenn (mT eee ee i ne i mee 
ie aay ol at a 7 o > a ae eer 7 ts Sem tr fe Ne ~ = ‘ ee is ee OS Want ese ee gs ; , 3 a 
eth SGA bem ose, ines ee baie tee vo Gee ee een oe eee A te = re ee Ey a= as No sa's nee gig eR Re Soe me 
a ne sage A ih, hae pea Yin pen ey, | Pear OH, one 5s om oe 


Why? Home buyers and owners—the Post's got ‘em. They're 


young, settling down, with money to spend on better living. They're 


proven Influentials, who talk about, recommend things they read in 


the Post to millions of others. Their influence works fastest because 


it moves sideways on every spending level — neighbor tells neighbor, 


do-it-yourselfer tells do-it-yourselfer. 


ee ee ee 


Home builders — the Post sells 'em. Builders clamor to qualify for 


the Blue Ribbon S Home Promotion — they must use Post-adver- 


tised materials to do so. 


Post page selling power—lots of it. Only the Post gives your ad page 


more than 29 million proved contacts with its readers in every issue. 


See why building materials feel at home in the Post? 
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| BY OOM Mi Sells the POST @ INFLUENTIALS -they tell the others! 


A CURTIS MAGAZINE 


5 sie a eae ail oe co: — Cie: | OMe: se Mn bc. | aia eas ; oe ee ig ae Pa 
ye “= $ i is ica . ee Pie Ss Re - ty ary 3 ie < 3 x can i! je 
i Be ees ee ns bee ll oad PAS, cgi ens sae ieee aus ee. s ts Oey ‘ in 
ihe PL Sg: SPO er oe age ¥ . ties aes ee ei he oo ee ge poate oie Pah eee ‘ apt iss vas. eae ors | 
i ecg a ee ie ea i oes ie eee oe Pg eae Mi . Sie ee ea < yaceeae e are 
> ; s g. ; “ Z ; ' = E : 5 f , oad : ees 
a , 5 ee 
Be: . “<i 
i te 
. = 
e a 
a ne 
‘ _ \ 5 ras 
wl aa oa Lod t P 7 
a _—~ » ml : 
e te of = 
- shies = 
>» es, we of 
= — [= Lal, @ retina <i 
i - (7 ade ith 
. . =a Bee 
5 O° 2: ‘ Tes 
’ A ’ as er 
he ie ag 
7 ie 
ss aa 
a ube 
= f aa 
4a a 
a ren 
a er 
ey a ee Bee 
ja ar, 
a ca 
i ae 
7. aoe 
a i 
ae ; 
a ‘ 
3 foe 
4 i Pee cad 
val: orks 
na eae 
ait _ 
ae 2 
ii a 
ech = pre 
me Bye 
x shits 
ees, ae 
a sin 
‘ Pe = 
ne aby 
= pode 
ens 
. ited 
pe ee 
.f eee Be 
ee > =e, Bae 
ee , aes 
a Cera 
> ee 
ae Bers Sere 
a ' on: “. an 
a : cae 
Wa Shih Vata 
ee PAGS 
ee 4 stem ey, 
=a 3) ie 
es fee sin 
re Fe a 
eh eh a 
™ ee 
ms ee 
rl : 
pe nn —Eee ‘“ 
ie ee aes 
Si , oe i. 
i = 4 7 ‘gt he. 
eC re oa g 
8 aes 
ot Bes ic 
ve : aS, 
ae } i 
i f ie 
ee io oe 
ett ( s : 

: E | aioe 
rr, z r co ae, 
wks ay et al Bg 
sl og eee Ee tan 
al m : fine 
Ft ‘ ai 

ares ‘7 . re 
De ee : . \- = 3 
cal = . he - Mr : 
ae iy ae a ‘i ‘ LP : ; 
i : 2 is G ” i Sa! . F : 
; - ieee Be “eae? Ag: ek a : 
3 Pacis fy ud aie s ? ~~" 2 ae ’ 7 ine 
F fi f : a wes i , | 
¥ ‘ = j ia f ee 4 ay On, : ; ft bei 
Sil a i : ca 
4 ae a F #4 q : 
ey, SAE mt} Oe 
¥ mem Os ake a a Oe oo A ae > - y Fa : 3 ' 
: ‘ ———es Het ce c - © ¢ es a. ae 
F & Rees cps Pyare: Pe or f ae ie a” 4 4 all © ; 2 f 
7 ; Renae tog ts ae ag ae Sy e eA %. te. . “i ‘ Su Nae i 
eT Cae mee oy - : ig ~~ ee a . —_. i 
on a2) eee ag’ aa sa . Tits =< Ategatie 
pia y SN Fg SY 2 a ae ae rh, tle . a : oe - eee 
sr ed ae get : “a gets ay a ; slat 
Fiabe ys nee ‘a 2 k Fee , : ~ Fs A: 
ave ee cae i ee mene all isis ace wales 
Ree evaces iy oe BA Th Piney 4 ii ie ‘ pe re 
a or A a ee f * —- rt of wR x - Nac! 
a ete” 4 a Re 2 Co aie 
te, ‘ee Eom ea eS ee * i Fy 
ae ea j ae. ae aie oe fe 
A oe Ey i " ee a ieke ORs (Owe eRe : ee 
— 4 “gee ; Zs & ae aad OT ze — . Pasi. 
cay ate ag scx a ls Be er eRe es Sheo ee. << Cais 
= Bes. pS a Ml oo i " EAR: , is : ee ee : RDN 
i ar ieee ya Me ' ‘ oo, = ie eee sg ee . ce 
Be fone re ey = Bs OSes Sr. 
Be ee 2 OT RE EEE 3 sod cg pe is ge 4 : Ree ae = : “ aoe 
ees aie “3 ~ a De Sate amen ictal a cal ie he * Be ie ei” 
Wh ‘ oan ; ere were eo a a ° if ey oe “ad _ iii Bote 
ca : Ra aes > iy ME cp # Sad eer ; : 2 ar : ite 
aut ‘ ee CRIS - ae pee ara ee A Wee 8 : Fae 5 : he ice ar 
ae Sel ee . an ne ES eee < ee Ree ‘ Y a) eee geeky: 4 a pean 
ae + alle ee ee ek oo ts "ee eee res on oo, — = 
ae a LS eect ea De gies S . ree ee ll ata =” teak 
“Saal og See pcre Eta ene ee) %. Rai eZ jee g ” ules 
om if aes Sica 2 ae Bes a a ly f 4 by: ee — a Gites 
ich a ees ee pa ‘aa a Oe ee eee ae eh 
a - . eee . Sais os re ves te haar PS ey ae eee ay seek i eae 
Se ge cos ae, = - “> fe eer Ee Bi : ee Pe seem - a 
oe { baa . 2) ae eur oe EE ‘ ae pace SM Male: REO <a a 
ee : Pe, cae ee an Sek eae ea ene ME hE pe RO a hain 
, 2 : ar vel cp Bee “ame weer ee: 
, ‘ he Ere & we = We , k at . 
: — \ yaaa. RET +e i ‘ & * = - bs or cuit ti . 
j _ = ¥ ai 5 ae i 4 s ; 
‘ 1 ——————oe nr | ml we : i 
{ rie e me 
ioe ee ba Sa ter ae 
veer or Ps ite ca . 
gens at areas ee 
ae *, rast eae =f) ig 
_ saree 
: as Z, 
5 a : 
yr » 
Pr: | Fe 
+t : 
oi i 
on Par? 
= 3 Mee 
& ee 
4 fered 
i : _ 4 
es, 2 5 ee = sree een 
Ma 
oe ad 
a 3 = < Gs 
aoa ag 
‘oe ee th 
“ale ie 
Bea gt 
te % ae - 
vee ee 
at are: 
oe ot 
ay 
Sa oe 5 a ieee tata : i Oem yey ee a _ hires Ae a 
Res. ,* i? 
- 
wep, Yes 


x: 
a 


oe 


Sue Ann Food Plans 
Drive to Push New 


Dariworld Cheeses 


Cuicaco, Sept. 23—A new kind 
of cheese that ages fully within 
two weeks and maintains a con- 
stant flavor level thereafter is be- 
ing marketed nationally this fall 
under the name Dariworld. 

The process, developed by the 


Wisconsin Alumni Research Foun- | 


dation, Madison, Wis., ages cheese 
within ten days to two weeks, com- 
pared with the three months to a 
year usually required. The cheese 
will then retain a constant flavor | 


“indefinitely,” the foundation says, | advertising and sales promotion) WNEM Promotes Gohring 

manager of Westinghouse Electric 
Corp.'s electronic tube division,) moted from assistant general man- 
| Elmira, N. Y. He succeeds Joe C.| ager and vp of WNEM-TYV, Flint 
'Lane Jr., who has become admin-| Mich., to general manager and vp 
istrative staff assistant to the gen-!of the station. 


thus simplifying shipping and stor- 
age time limit problems. 


#® Sue Ann Food Products Corp., | 
Chicago, has been licensed by the | 
foundation to market the first| 
cheese made by this process, a line | 
of 13 flavored cheese spreads. Na- | 
tional distribution of the spreads | 
through food outlets is now being) 
undertaken. 

The ad program supporting this, | 
though not yet fully worked out,| 
will include tv, newspapers, radio 
and outdoor. The advertising im-| 
pact will be “very heavy,” accord- | 
ing to Milton Brav, Sue Ann pres- | 
ident. 

Julian J. Jackson Agency, Chi-| 
cago, will handle the Dariworld ad 
and pr account. Other food prod- 
ucts put out by Sue Ann will 
continue to be handled by Arndt, 
Preston, Chapin, Lamb & Keen,) 
Philadelphia. 

In addition to the exclusive 
license to Sue Ann to make Dari- 
world spreads, the foundation plans | 
to give other licenses in the near 
future for the manufacture of 
natural Dariworld cheeses. Sue 
Ann will be among these licensees. | 


Smith-Corona 10-Day | 


Typing Course Uses 
LP Records, Text | 


Syracuse, Sept. 23—Johnny may | 
not be able to spell, but while 
typing he wouldn’t turn out “ftf; 
jyrgh’’—tthat is if Smith-Corona’s 
latest campaign succeeds. 

The typewriter company, with 
headquarters here, has introduced 
two LP records which it claims 
will teach touch typing in 10 days 
—with just half an hour a day at 
the keys. The typing course—re-| 
cords plus a text book—comes free 
with the purchase of a new Smith- 
Corona portable. 

Before introducing it, Smith-| 
Corona launched a $400,000 con- 
sumer-level test campaign in mar- 
kets including Syracuse, Columbus, | 
O., Indianapolis and’Providence. | 

The course is designed to teach | 
typing skills equally well to chil-| 
dren and adults, but the typewrit- 
er maker stresses its educational 
value. Smith-Corona says that 
Johnny and Jane can learn, spell, 
read, punctuate and think better | 
at a typewriter. 

However, a cloud bigger than a) 
man’s hand is seen by the Hand- 
writing Foundation, which is in-| 
terested in the promotion of hand- | 
writing materials. A newsletter by | 
the group last month alerted its 
members to plug harder for the 
handwritten word in order to 


combat Smith-Corona’s “ dis- 
paragement.” + 
Egg Group to Foltz-Wessinger _ 


Pennsylvania Egg & Poultry Pro- 
ducers, new egg marketing group, 
has named Foltz-Wessinger, Lan- 
caster, Pa., to handle its advertis- 
ing and public relations. The new 
organization is made up of five in- 
dependent egg-producing coopera- 
tives representing 6,250 farms in 
44 Pennsylvania counties. It is the 
second largest egg-marketing or- 
ganization in the U.S., processing 


Advertising Age, September 29, 1958 


| over 30,000,000 dozens of eggs an-| eral marketing manager. 

|nually. Plants are located at Beth- | 

|lehem, Coatesville, Worcester, Gottschaldt Adds Two 

| Doylestown and Butler. Gottschaldt & Associates, Coral 
Gables and Miami, has named 
|Winona Adds Mrs. O'Toole Frank Fong art director and added 
| Winona Interviewing Service,| 4tthur Scateni, formerly advertis- 
| Minneapolis, has added Mrs. Ruth |i™& and sales promotion mana- 
| O’Toole to its staff. She will assist |8¢T of Lyon-Healy, Chicago music 
| Marian McCullough, president of store chain, to its creative staff. 
the service, in all phases of the 
company’s activities. Mrs. O’Toole 
| was previously with Campbell- 
Mithun as market research super- 
visor. 


Barcalo Appoints Becker 

Paul Becker has been named ad- 
vertising and sales promotion man- 
ager of Barcalo Mfg. Co., Buffalo. 


Westinghouse Boosts Lynch 


|He previously was assistant pro- 
motion director of Sattler’s depart- 


ment store in Buffalo. 
Joseph P. Lynch has been named 


Russell A. Gohring has been pro- 
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.... A*-COOPERATIVE EFFORT” 


Between Industry and Publication 
Throughout 18 Years Achieves 


ACCURACY * COMPLETENESS * AUTHENTICITY 


Give-and-take between the publishers of elec- 
tronics BUYERS’ GUIDE and the electronics 
industry over the years produced the detailed 
wealth of information contained in the 
GUIDE'S product listings. 

The BUYERS’ GUIDE is literally the elec- 
tronics industry’s own data and buying book, 
for manufacturers, users and service groups 
have made as positive contributions to its 
evolution as have dedicated editors and re- 
searchers. There are countless examples in 
the files where the breakdown of electronics 
components, materials, services and equipment 
for easy reference has required years of refine- 
ment before manufacturers were satisfied with 
nomenclature, and where in the GUIDE their 
products were listed. And it has taken patient 
policing by the research staff to make certain 
that all products fall into correct categories, 
with those categories broken down wherever 
necessary for clarification. (Since producing 
the GUIDE is a full time, year around opera- 


tion, questionnaires are already being proc- 


essed for the 1959 issue.) 


These years of cooperation and experience 
result in the BUYERS’ GUIDE of today— 
needed and used by the electronics industry 
because it simplifies buying in a complicated, 


intricate field. 


QUICK FACTS FOR YOU TO EVALUATE 
THE 1958-59 BUYERS’ GUIDE 


¢ Advertiser Acceptance — 667 advertisers 
used the current BUYERS’ GUIDE to sell 


their products, materials and services. 


¢ Product Listings — More than 2,000 elec- 
tronic and allied product categories, with ad- 
vertisers’ names in boldface type. More than 


4,000 manufacturers and service organizations. 


e Editorial Content — Handbook-: ‘pe, refer- 
ence material of lasting value on components, 
circuits, etc. with accompanying schematics, 


charts and graphs. 


e Guaranteed Distribution — Copies go to 
the more than 52,000 paying subscribers to 
electronics —a great American business pub- 


lication. 


EVERY INDUSTRY HAS ONE ACCEPTED DATA AND BUYING BOOK— 
AND IN ELECTRONICS IT’S THE @lectronicS BUYERS’ GUIDE 


@ A McGRAW-HILL PUBLICATION ARD 


330 WEST 42nd STREET 


NEW YORK 36, N.Y. 
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In the refining - petrochemical 
market, PETROLEUM REFINER 
consistently offers BB 


you greater coverage 


Advertising Age, September 29, 1958 


‘Int'l Salt Sets Winter Push 

| International Salt Co., Scran- 
/ton, Pa., has scheduled a winter 
| advertising campaign in print me- 
|dia and spot radio plugging Ster- 


\ling Halite crystals, a rock salt! 
| product used for ice and snow re-| 


/moval. Cartoon ads will run on 
|sports pages in newspapers, and 
| regular format ads will be used in 
|trade publications. Spot radio in 
| key markets is set to tie in with 
| bad weather. Batten, Barton, Dur- 
|stine & Osborn is the agency. 


| Harold Oldham to Sargent 


Harold Oldham, formerly adver- | 


tising manager of National Gro- 
'eery Co., has joined Sargent & 
|Co., New Haven, manufacturer of 
|hardware products, as assistant 
|advertising and sales promotion 
| manager. 


| 

_AFA Moves in Washington 
The Advertising Federation of 

America has moved its Washing- 

ton office to larger quarters at 1320 

'G St., N.W. 


; TASTES LIKE BEER!” 


sales problems and advise you on current availabilities. 


Chicagoans watch Channel 9 


The station that puts "GEE!" in your Chicago sales! WG N =“1V 


| | JE J, THIS BEER REALLY 


He’s taste-testing a product he saw advertised on WGN-TV. And he’s sold! 
The program he saw was Sea Hunt, where he and 974,200* other viewers 
watch—and buy as a result—every week. (*Nielsen: July 13-Aug. 9, 1958) 


Viewer enthusiasm for top-rated shows is what you expect to get on WGN-TV. 


That’s why Top Drawer Advertisers use WGN-TV. 


Let our specialists fill you in on some exciting case histories; discuss your 


‘Run Away with Your 


Own Wife? In Boston 
It's Now de Rigeur 


Boston, Sept. 23—A weekend 
plan, “Run Away With Your Wife,” 
|is working out fine for Hotel Som- 
| erset—and couples, too. 

| The plan involves a packaged 
offering for $25, including a twin 
bedroom with large screen tv, din- 
|mer and dancing, a Sunday morn- 
| ing continental breakfast and, in 
| Season, the use of the hotel’s swim- 
| ming pool. 

| Somerset sales manager Frank 
| Hignett says 125 couples have “run 
|away” since the plan started in 
June. “Many business firms in the 
New England area,” he added, “are 
interested in it as a sales promo- 
\tional campaign for their em- 
| ployes.” 

| To promote the plan, the Somer- 
‘set has run ads in the Berkshire 
| Eagle, Pittsfield, Mass.; the Union 
| Leader, Manchester, N.H., and the 
|Hartford Times, plus one minute 
| radio and tv spots in the New Eng- 
jland area. 

| The flat fee takes in all charges, 
| from the doorman parking your 
|car to the time he returns with it 
at your departure. 

“The plan also has been used 
as a gift by persons wishing to 
surprise friends or relatives with 
a ‘different’ present,” Mr. Hignett 
isaid. “Generally, many persons 
have found the problem of getting 
away on long trips a difficult one. 
They either don’t have the time to 
get away or have small children 
to be cared for. 

“Our weekend, which usually 
| involves only one night away from 
|home, eases the baby-sitter prob- 
lem. Several couples have told us 
it seemed like a second honeymoon, 
even those who have ‘run away’ 
from communities within a short 
cab drive from the Somerset.” + 


Hy-Test Dealers Set 
First Co-op Fuel Oil Drive 

A $200,000 tv spot drive to pro- 
mote Hy-Test 303 fuel oil addi- 
tive, a product of Hy-Test 303 
Corp., Rutherford, N. J., started 
in September and will continue 
through the fall heating season 
until Jan. 1. Reported to be the 
first cooperative tv campaign by 
‘more than 200 franchised fuel oil 
dealers in the U. S. and Canada, 
the drive will point out the ad- 
| vantages to house owners of pur- 
chasing the additive-added premi- 
| um fuel oil from their dealers. 

The campaign will use 20- and 
|30-second spots with provisions 
|for 10-second live local dealer in- 
|serts in approximately 40 markets. 
|The films, which combine live 
}action with animation, will fea- 
|ture a cartoon character, Hy-Test 
Red, the wonder fuel dragon. Os- 
car A. Kaufman & Associates, the 
‘agency for Hy-Test, developed 
the campaign in cooperation with 
|H. W. Kastor & Sons, the agency 
'which handles the account for 
Berry Refining Co., Chicago, one of 
Hy-Test’s major distributors. 


(Blair Tinkess to Klemtner 

Blair Tinkess, formerly with 
|Lewis & Gilman, has joined the 
|copy department of Paul Klemt- 
/ner & Co., Newark, N. J. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


| Akron, Ohie 
FRanklin 6-6175 
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The New Yorker is attuned to its readers’ needs and desires. It 
stimulates* and persuades. This is a quality many advertisers have 
found valuable in promoting their products, services, and ideas. 


*The New Yorker sells the people other people follow. 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, Atlanta, London 
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KTTV Plan Puts Sponsors on Alternating 
Show Packages to Boost Cumulative Impact 


Los ANGELES, Sept. 23—-After 18 | 
months of research into Nielsen | 


cumulative ratings, KTTV here is 
offering three different eight-show 
packages to advertisers with the 
assurance that over a month they 
will reach 85% to 95% of all 
Southern California tv homes. 

The packages are all in Class 
AA time, between 7 and 10 p.m., 
and at the beginning of this fall 
season they represent approxi- 
mately 50% of such time. Ten of 11 
of this season’s new programs are 
in the packages. This does not in- 
clude three new programs which 
are sponsored through the NTA 
network. 

21 programs have been set 
aside for the plans. Each week 
sponsors participate in four of the 
eight shows in each package. On 
alternate weeks a different set of 
four programs is used. 

The packages are named “The 
Big Search,” “Cover-All,” and 
“Family Plan.” Taking the first as 
typical, a sponsor participates in 


“Mackenzie’s Raiders,” “San 
Francisco Beat,” “You Are 
There,” and “Dr. Hudson” dur- 


ing the first week and in “U. S. 
Marshal,” “Tugboat Annie,” “Sci- 
ence Fiction” and “Parole” in 
the second week. The advertiser 
may participate on a 60- or 20- 
second basis. Such sponsorships 
are non-preemptible. 


= John Vrba, vp of sales, points 
out that for approximately the 
same cost, a co-sponsor of a pro- 
gram who gets 90 seconds a week 
and a cumulative monthly rating 
average of 33 can, by buying a 
package, get 4 minutes a week 
and an 85 to 95 cumulative rat- 
ing. 
Each package is made up in 
terms of time and type, on the 
basis of a formula reached after 
studying Nielsen cumulative re- 
ports to determine how to achieve 
the desired coverage. Although 
some of the programs studied 
have been replaced by new pro- 
grams this fall, the replacements 
were chosen for similarity of type 
and time. The new programs are 
expected to do as well as those 
they replace, and probably bet- 
ter. 

To baek up this coverage claim, 
and presumably to spot any soft 
periods in the packages, KTTV 
will furnish participating adver- 


tisers with a _ special Nielsen 
cumulative report every four 
weeks. 


= Presenting the plan around the 
country, Mr. Vrba says: “The new 
KTTV plan offers advertisers pro- 
gram identification with eight 
different shows, big program 
prestige and merchandisability, 
commercials locked into the pro- 
gram, and repetitive impressions 
through habit-viewing. 

“It makes it possible for the first 
time for a sponsor to combine all 
the advantages of spot announce- 
ments with the advantages of pro- 
gram sponsorship at a low cost 
per 1,000,” he said. 

The response of advertisers to 
the plan is attributed in part to 
what is said to be a current em- 
phasis on getting maximum cov- 
erage in major markets. 


= Since Sept. 1 the station has 
received orders from White King 
Soap Co.; Leslie Salt Co.; Italian 
Swiss Colony; Andrew Jergens 
Co.; General Cigar Co. (Robert 
Burns); Warner-Lambert Phar- 
maceutical Co. (Super Anahist) ; 
Peter Paul Inc.; Interstate Bak- 
eries Corp.; Sears, Roebuck & 
Co.; Falstaff Brewing Corp.; Lig- 
gett & Myers (L&M); M. J. B. 
Co. (MJB coffee); Kellogg Co.; 
American Tobacco Co. (Hit Pa- 
rade); Jersey Maid; Langendorf 
Bakeries; General Toy Co.; Frito 


Co.; Anderson Foods; Capella 
Wine; General Foods Corp. 
(S.O.S.); and Procter & Gamble 
Co. (Clorox). # 


Boston Adclub Elects Harklow 

Arnold Harklow, manager of the 
Boston office of Ward-Griffith Co., 
has been elected president of the 
Advertising Club of Boston for the 
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1958-59 season. Other new officers | tive secretary of the Greater St. 
include William J. Williamson,| Louis Appliance Dealers Assn. and 


WBZ, and Frank S. Christian, Ken- 
yon & Eckhardt, vps; Edwin E. 
Leason, Dickie-Raymond, 


secre- 


former account executive with 
Clayton Davis & Associates, and 
Irven Hammerman, vp, who has 


tary, and Carlton M. Strong, Rum-| been a St. Louis business man for 


ford Press, treasurer. 


Savan & Hammerman Opens 
A new St. Louis agency, Savan & 
Hammerman Advertising, has been 
established, with headquarters at 
2311 Hampton Ave. Principals are 
Sidney A. Savan, president, execu- 


15 years in the appliance field. 


Atlanta Fact Book Issued 

The 1958 edition of “Facts in 
Figures About Atlanta” has been 
compiled and published by the in- 
dustrial bureau of the Atlanta 
Chamber of Commerce. Copies of 


the 40-page booklet may be obtain- 
ed without charge, from Paul Mil- 
ler, Manager. 


Durham to Gather Execs 

Durham, N. C., will be host to 
some 75 business executives and 
their wives during the Oct. 3-4 
weekend, for a soft-sell tour of the 
city’s facilities and advantages. The 
visitors, invited by a group of Dur- 
ham business men, will do sight- 
seeing and watch the Illinois- 
Duke football game. 


eb 


YOU PFEPANNLFe TOGASY ecccccccccccccccce 


Tomorrow’s big sales in the $41-billion Original Equipment 
Market are yours if you pass a crucial test today.. 


Shortly, more new machinery and more new equipment 
than ever before will be in production. Materials, com- 
ponent parts and finishes—your products—must get into 
these specifications now. And now is the time for you to 
direct more advertising to this huge, highly active market. 


Lg SALES GROWING MORE RAPIDLY THAN GROSS NATIONAL PRODUCT 
ra 
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Source: Product Engineering, 1958 


Product Engineering The McGraw-Hill weekly magazine of 
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Stratford Names Klein, Cheen 
Elmer Klein, formerly vp and 

Stratford sales manager, has been 

appointed vp in charge of market- 
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distribute Family Weekly, bringing 
the total number of distributing 
newspapers to 181. The added 
newspapers are the Star-Beacon, 
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which surrounds it.’”’ Of the news-| potentiometers, has named Bon-} 
paper’s personnel, only executives! field Associates Inc., Oakland, to 
were present at the ceremonies. |handle its advertising. 


What widows can tell you 
about Wills... 


| 


Ashtabula, O., the Telegraph, 
Painesville, O., Citizen-News, Hol- 
lywood, Cal., and Ledger, Lake- 
land, Fla. 


Public Press Ltd. Moves 

The Public Press Ltd. has moved 
to new quarters at 1760 Ellice Ave., | 
Winnipeg, Man. The company pub- 
lishes Country Guide and Canadian | 
Cattlemen. 


ing, merchandising and sales of 
Futorian-Stratford Furniture Co.’s 
three divisions, Stratford, Strato- 
lounger and Avon. Harry H. Cheen, 
formerly director of merchandising, 
succeeds Mr. Klein as sales mana- 
ger of the Stratford division. 


‘Family Weekly’ Adds Four 


Four additional newspapers will 


‘Times Herald’ Dedicates 

The Dallas Times Herald’s en- 
larged and modernized plant has 
been “rededicated to the service of 
the people of the city and the area 


Spectrol Names Bonfield 
Spectrol Electronics Corp., Los 
Angeles manufacturer of precision 


|General Coal Names Jenkins 


has appointed William Jenkins Ad- 
vertising, Philadelphia, to handle 


General Coal Co., Philadelphia, 


its advertising. 


Young Joins ‘Yankee Grocer’ | 
Edward Young, formerly with 
National Foods Corp., has joined | ¥ 
the sales staff of Yankee Grocer, | 
Boston. 


In this booming market, design engineers hold the key to 
your sales future. Product Engineering heads its class in 
providing these initiators of OEM buying with the most 
useful information first. That’s why reader enthusiasm 
runs so high. 


Many feature articles pull over 2,000 individual reprint 
requests! Compared to a year ago, there are 57% more 
inquiries per ad per issue! ...83% more catalog requests 
per offer! ...61% more inquiries per new component item! * 


To win tomorrow’s OEM orders, you must make the grade 
with these hard-to-reach men today. Your best OEM cus- 
tomers respond to advertising in Product Engineering. 


*Ask your Product Engineering representative to show you our 
just-published 1959 FACT FILE. It’s crammed with facts that 
point toward unequalled advertising opportunities for you. 


Design Engineering and Product Development »* 330 West 42nd Street, New 
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REPEAT—The Detroit Bank & Trust 
Co. says this newspaper ad was 
so successful when it ran a few 
months ago (bringing thousands of 
requests for the will booklet) that 
it will be re-run this fall. Ross Roy 
Inc., Detroit, is the agency. 


Consider Dealers 
in Merchandising 
Ads, Moses Urges 


Cuicaco, Sept. 23—Advertisers 
will get much more value out of 
their advertising dollars if they 
will merchandise their advertising 


properly, Lionel B. Moses, 80- 
year-old vp of Parade, said here 
last night. 


In a talk before the Merchan- 
dising Executives Club of Chi- 
cago, Mr. Moses, who has had 60 
years’ experience in the selling 
and advertising fields, said that 
in order to do an effective mer- 
chandising job, admen must be- 
lieve in the power of advertising, 
and they must be convinced that® 
effective merchandising of their 
companies’ advertising will pro- 
duce far more sales for the com- 
panies and their wholesalers and 
retailers. 


s Following are three suggestions 
made by Mr. Moses to improve 
merchandising practices: 


e “Make a serious study of ob- 
jective thinking. Put yourself in 
the other guy’s place. Think first 
of how your advertising can help 
the dealer, with help for you or 
your company as the secondary— 
not the primary—consideration.” 


e “Cultivate the habit of distri- 
buting ideas. Watch for something 
a dealer is doing which other 
dealers might do profitably. Write 
down the ideas and pass them on 
to other customers.” - 


e “Give the dealer something that 
will help him build store traffic.” # 


Pentron Adds Magazines 

For the first time in its history, 
Pentron Corp., Chicago, will use 
consumer magazines on a continu- 
ous monthly or weekly basis. Ads 
for the producer of tape recorders, 
components and accessories are 
scheduled for Holiday, National 
Geographic Magazine, The New 
Yorker, Playboy and U.S. News & 
World Report. A regular schedule 
will also run in hi-fi publications. 
Herbert Baker Advertising, Chica- 
go, is the agency. 


York 36, N. Y. 


© @ 


Campbell Packaging Formed 
Campbell Packaging Co. has 
been formed by H. Addison Camp- 
bell, president, with offices at 52 
E. 19th St., New York. Mr. Camp- 
bell says the new company will 
|provide a creative package devel- 
|opment service. 
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Watson Appoints Bouman 


Maryland Liquor 
Dealers Agree to 
Halt Price Fixing 


prevent price fixing on alcoholic) Angeles office of Watson for the 
beverages in Maryland. | past two years. 

With the filing of the settlement | 
in Baltimore last week the anti-|‘MeCall’s’ Offers Awards 


Advertising Age, September 29, 1958 


women broadcasters and execu-| Milwaukee, replacing John B.| girls’ lingerie division in Minne- 
Ken Bouman will take charge of | tives in radio and tv are being} Soell, who resigned both posts. Mr. | apolis. 

the Portland, Ore., office of Ray C.| invited 

| Watson Co., Los Angeles publish-| Awards to Women in Radio & Tel-| WISN and WISN-TV; Mr. Good- | ‘Orlando Sentinel-Star’ 

ers’ representative, effective Oct. levision for distinguished public| now formerly was local sales man-| Reduces R.O.P. Rates 

'1. He will cover northwestern | service. Competition for the 1958) ager of WXIX, Milwaukee. | ‘The Orlando Sentinel-Star will 
WaAsHINGTON, Sept. 23—The De-'| states, including Oregon, Washing- | awards closes Oct. 31. Winners will | 

partment of Justice has secured ton, British Columbia and Alaska.|be announced in the May issue of |Munsingwear Names Reed 

a consent judgment designed to Mr. Bouman has been with the Los | McCall’s. 


to compete in McCall’s| Butler was assistant manager of 


|inaugurate, effective Oct. 1, new 
| lower color rates, with a single 

A. Byron Reed, manager of mar-| premium charge for any size ad 
‘keting of the Hollywood V-ette-| from 1,000 lines to a full page. The 


WISN Names Butler, Goodnow = Vassarette division, will take over | new color prices are $150 for black 
James T. Butler has been named | new duties, effective Oct. 1, and| and one color; $200 for black and 
manager of WISN and William| become vp and general manager | two colors, and $250 for black and 


trust division put the finishing) or the eighth consecutive year |Goodnow manager of WISN-TV,/|of Munsingwear’s women’s and| three colors. 


touches on a series of moves which | 
began more than three years ago | 
with a complaint that dealers and | 
dealer associations were seeking to | 
induce distillers to refuse to deal | 
with the Montgomery County) 
(Maryland) liquor dispensary un- | 
less it respected fair trade prices. 

In this consent decree the 
Maryland Institute of Wine & Spir- 
its Distributors and seven of its 
members are enjoined from seek- 
ing to induce distillers to fair trade 
their products, or from agreeing to 
promote a beverage, with the un-| 
derstanding that the manufacturer 
adhere to resale prices. They also 
are enjoined from agreeing among 
themselves to boycott manufactur- 
ers who sell to monopoly counties. 


= The case arose when Maryland 
dealers objected to cut prices avail- 
able at the Montgomery County 
dispensary. County liquor officials 
contended they were meeting the 
competition of nearby liquor stores 
in the District of Columbia, where 
resale price maintenance is not 
permitted. 

In earlier stages of the case, 55 
companies pleaded nolo contendre 
to criminal indictments and were 
fined a total of $160,500. An indict- 
ment against Hiram Walker went 
to trial, and an acquittal result-)| 
ed. # | 


‘Indiana Farmers Guide’ Sold 
The publisher of Kentucky 
Farmer and Tennessee Farmer & 
Homemaker has bought Indiana 
Farmers Guide. The Guide will 
tontinue to be published “in the 
interest of Indiana agriculture,” 
according to the new publisher. 
Editorial and business offices will 
remain in Huntington, Ind. The 
new group of three magazines will 
be known as the Indiana-Ken- 
tucky-Tennessee State Farm Paper 
Unit and combination discount 
rates for any two or all three are 
available. The unit publishing of- 
fice remains at Middletown, Ky. 


MUNICIPAL 
MARKET 


These mayors and city managers, 7,500 strong 
from coast to coast, are heavy spenders in the 
municipal market. Your sales message in their 
quarterly magazine can help them make better 
investments of public funds. Give them your 
facts and figures! 


RS 


MP ANAT Gea 


ee ee ee aw ne eee 


This monthly textbook on law enforcement com- 
mands the respect and attention of more police 
chiefs and executives everywhere. its focused 
issues can spotlight your products and services 
for this field and help you make volume sales. 
Five year success record. 11,325 audited 
circulation! 


ood 
MAYOR and MANAGER 
LAW and ORDER 


72 West 45th Street + New York 36, N.Y. 


©Dow Jones & Company, Inc. 1958 


YOUR ADVERTISING CAN GET MORE SALES# 


Many AN ADVERTISER DOESN’T REALIZE how good his advertising 
really is—until it appears in The Wall Street Journal. 


Then, watch your story come alive! Something dramatic happens. 
Companies you've besieged for years now contact you. And you uncover 
new prospects you hadn’t really expected. Your salesmen become more 
enthusiastic. 


And all because the right message has been exposed to the right 
people. And now, of all times, is the right time . . . because you're 
sitting on top of the greatest selling opportunity you’ve had in many 
years. The biggest customer in the world—American industry—is now 
choosy. Industry is re-appraising everything— including its buying rela- 
tionships. Some old suppliers are in jeopardy. New suppliers are moving 
fast. 

You have an outstanding chance now to sell companies you've 
never been able to sell before. The key executives behind this sweeping 
re-evaluation are the kind of decision-makers you reach so efficiently 
through The Wall Street Journal. Your advertisement is an integral 
part of a flow of information that helps them meet today’s business 
challenges. To get that information, more of them read The Journal 
than any other newspaper or magazine. 


That’s why something really happens when you advertise in The 
Wall Street Journal. Let it happen to you. 


YOU CAN GET IT WITH 


THE WALL ST 
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Martin H. Bridges and Carter M. counselor for trade associations. He} Wizard Mfg. Co., North Holly- Porce-Len Inc., Hamden, Conn., 


Smith Jr. have been named to the | succeeds William Blanton, who re- | wood, Cal., has appointed Morgan and New York, producer of — maker of a free automatic shoe 
Chicago advertising sales staff of | signed several months ago to go to|Co., Van Nuys, Cal., to supervise lain enameling on aluminum and shine machine, has appointed Ross 
national advertising for its Trim | aluminized steel. Advertising, Jersey City, to han- 
Form division, effective Nov. 1.) 'dle its account. The machine has 
Ahrens Publishing Co.; Mr. Smith Niles Moves Division Trim Form, a table-type home re-| Bergelt Joins Marsteller 1? |space on the sides and top for 
was a sales representative at Reu-| Freq A. Niles Productions, Chi-|@ucing unit, ‘will be advertised edward C. Bergelt has joined | advertising messages. During the 
ben H. Donnelley Corp. |eago-Hollywood, has moved its|im November issues of Cosmopoli-' the New York office of Marsteller, |next few months locations will be 

| syndicated tv spot division to Chi- | '@" and Harper’s Bazaar. Rickard, Gebhardt & Reed as an/concentrated in northern New 
Matanky Heads Consultants cago from Hollywood. All tr | account executive. He formerly | Jersey where advertisers will be 


Family Weekly and Suburbia To- | Los Angeles. 
day. Mr. Bridges formerly was with 


: “es ees Ad Adds Porce-Le " ici |offered a minimum of 500 viewers 
i - nd billing of the division ler Ss rce-Len was advertising manager of the off 
ee Se, Sy ee. ee ee od ti William Hart Adler Inc., Chi- agricultural division of Chas. Pfiz-|daily who will either see or use 


president of Information Consult- | headquarters. | cago, has been appointed to handle | er & Co. | the machine. 


eral manager, has been named! will be handled through Chicago 


" } 
: | 


cial Management Group has elect- 
ed Irving J. Paulus, secretary, 
| treasurer and director of Warwick 
|& Legler, to the post of president. 
|He succeeds Clayton Huff, Batten, 
| Barton, Durstine & Osborn. The 
|group is composed of financial 
| representatives of 61 agencies and 
|is affiliated with the New York 
|Credit & Financial Management 
| Assn. 


YOU, T00, CAN GET RESULTS LIKE THESE! 


"In six mail delivery days, Geiss- "Since we started our weekly Vari- 
American has received 2,314 in- fax program in your paper, in- 
quiries from your audience of exec- quiries have been substantial, of 
utives and businessmen." high | quality, with good conver- 
° sion. 
, "We have received over 1,000 in- "Our series of ads in The Wall 


-  quiries . . . Considering that our Street Journal for Lyon Van & 
(Clary) computer sells for $15,000, Storage Company must have been 
and that the ad ran only in the seen by every subscriber, judging 
West Coast Edition, we feel that from comments heard by Mr. 
the results have been unusually Frank A. Payne, president of 
good." Lyon." 


S i "We advertised Dictet in only four 
You a i. oe to a werd publications. All did very well. The 
successtul the Minnesota Industria Wall Street Journal, however, 


Promotion Program is progressing brought in the greatest number of 
as expressed through The Wall leads—and at an exceptionally low 


Street Journal advertising sched- cost per inquiry. Most important- 


ule. We have received 500 re- ly, these low-cost inquiries came 
sponses. This is truly unprece- from men who were not just curi- 
dented." ous, but able to buy." 


REET JOURNAL 


PUBLISHED AT: 


NEW YORK & WASHINGTON, D. C. CHICAGO DALLAS SAN FRANCISCO 
44 Broad St. 1015 - 14th St., N.W. 711 W. Monroe St. 911 Young St. 1540 Market St. 


\Finance Group Elects Paulus 
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Two Join Supplement ‘ants, Chicago pr and advertising) Morgan Gets Wizard Mfg. | advertising and public relations for Fanfare to Ross Advertising 


Fanfare Corp. of New Jersey, 


The Advertising Agency Finan- 


New York is new art, 


new homes, new 


suburbs, 5 million 
growing families. 
New York is The 


New York Times. 


New Yorkers live 
by it-—with the 


most news, and the 


| most advertising. 
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Information for Advertisers 


American Restaurant has com- 
pleted its “1958 Subscriber Analy- 
sis.” The entire study from initial | 
questions to final report was con- 
ducted by the Recording & Sta- 
tistical Corp. of Chicago. Copies 
are available upon request to Pat- 
terson Publishing Co., 5 S. Wa- 
bash, Chicago 3. 


e Philadelphia is the subject of | 
the ninth market data book just! 
issued in the continuing series by 
NBC Spot Sales. The study points 
out that the Philadelphia metro- 
politan area, with 4,349,100 resi- 
dents, has increased in population 
by 18.5% during the past eight 
years. It ranks fourth among 
markets in population, number 
of households, effective buying! 
income and sales of food, general 
merchandise, apparel and furni- 
ture, and fifth in total retail sales 
and automotive sales. Market! 
data books previously issued by| 
NBC Spot Sales cover Cleveland, | 
Seattle, Washington, Miami, Lou- 
isville, Denver, Honolulu and St.| 
Louis. The 10th book, providing 
facts and figures of the Pittsburgh 
area, is in preparation. Copies of 
the studies may be obtained from | 
the research department, NBC | 
Spot Sales, 30 Rockefeller Plaza, | 
New York 20. 


e Just issued is the 1958 edition 
of “A Sound Approach to the 
Railroad Market,” compiled by the! 
Pocket List of Railroad Officials. | 
This 16-page booklet up-dates 
market data on 50 leading rail-| 
road systems, comprising some 
85% of the total railroad market. | 
Figures include annual income, | 
purchase volume, expenditures on 
rolling stock and fixed plant and 
investment in shop and roadway | 
machinery, work equipment and | 


tools. The booklet also guides 
newcomers on current trends| 
within the market, research aids| 


available and railroad buying and 
test procedures. Copies are 
available at no charge from Rail- 
way Equipment & Publication Co., 
424 W. 33rd St., New York 1. 


e “If You’re Selling to the Petro- 
leum Industry” is a 4x9” directo- 
ry of lists, offered on a rental 
basis, covering the drilling, pro- 
duction, pipeline and perpene 
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divisions of the petroleum indus- 
try. In addition to actual mechan- | 
ical rates, the booklet offers an 
easy means of estimating costs of 
various forms of mailing pieces. 
Lists, which incidentally are com- 
missionable to agencies, are of- 
fered in combinations of occupa- 


tion and geographic selections. For 
a copy write Dan Miller, manager, 
direct-by-mail division, Oil & Gas 
Journal, P.O. Box 1260, Tulsa. 


| 
| 
| 


e Coronet has completed a new 
circulation analysis by states, 
counties, cities and metropolitan 
areas. The study is based on the 
February, 1958, issue, which had a 
total net paid circulation of 3,- 
268,375. Copies of the report are 
available from Robert Green, 
Coronet, 488 Madison Ave., New 
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York 22. 


e “Modern Charleston Is Big,” 
new market study issued by Radio 
Station WCSC, Charleston, S.C., 
tells the story of the growth and 
history of this market. Copies of 
|the study can be obtained by writ- 
jing John M. Rivers, WCSC, 
| Charleston, S.C. 


e WBNS-TV, Columbus, O., has 
reissued its cost-per-thousand 
“circular slide rule” calculator. A 


list showing the number of tv 
homes in other top markets has 


a|been added on the back. Copies 


are available to media men and 
women from Bob Thomas, sales 
director, WBNS-TV, 33 N. High 
St., Columbus, O. 


e Two new market information 
booklets have been produced by 
the Indianapolis Star and News, 
giving detailed data on the Indi- 
anapolis metropolitan city zone. 
The importance of the suburban 
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shopping plaza is recognized in a) 
data book covering 13 new shop-| 
ping centers and three more pro- 
posed or under construction. 

The second booklet, the third 
annual “facts” booklet produced 
by the Star and the News, gives 
information condensed from the 
1958 “Consumer Analysis.” This 
“profile” of the metropolitan city 
zone includes family growth, in- 
come, employment, working wom- 
en, housing, home-building and 


home improvement plans, auto- 


mobiles, household 


vacations, 
goods, shopping centers, food buy- 
ing habits and newspaper cover- 
age. Both are available on request 


through the general advertising 
department, the Indianapolis Star 
and News, 307 N. Pennsylvania 
St., Indianapolis 6. 


e Stovel-Advocate Publications 
Ltd., 365 Bannatyne Ave., Win- 
nipeg 2, Canada, is offering “The 
Agricultural Chemicals Market in 
Canada,” a booklet describing the 


physical size of the market, its 
structure and the requirements of 
desirable marketing outlets. It 
also contains statistics on the to- 
tal factory value of agricultural 
chemicals sold in a 12-month pe- 
riod ending June 30, 1957. 


e Columbia Magazine announces 
the completion of a 32-page audi- 
ence characteristics study. The 
report covers readership, educa- 
tion, income, home tenure and 
other facts of interest to adver- 


by writing for Report 401, Colum- 
bia Magazine, 360 N. Michigan 
Ave., Chicago 1. 


e Kiwanis Magazine, 520 N. 
Michigan Ave., Chicago 11, is of- 
fering a report, “The Market 
Study of the Kiwanis Magazine 
| Audience.” Copies are available 
from William Hart Jr., advertis- 
ing manager. 


e “42 Ways to Help Customers 


rath 


Aviation Week 


Te 


AIRCRAFT 


BUYERS 
GUIDE 


MISSILES 
AVIONICS 
SUPPORT 


AIRPORT 
& AIRLINE 
EQUIPMENT 


SPACE VEHICLES 


THE STANDARD PURCHASI 
THE AVIATION 
50,000 MANUFACTURERS’ 


cally different aircraft 


NG REFERENCE FOR 


INDUSTRY; LISTING OVER 


PRODUCTS IN OVER 


1,800 SEPARATE PRODUCT CATEGORIES. 


In today’s tight competitive market your 
aviation advertising dollars must work 
doubly hard. Space technology and its re- 
lated hardware — Lunar Probes, Manned 
Space Vehicles, Earth Satellites, Missiles, 
Dyna-Soar — have opened new horizons for 
the aviation industry. Developments in buy- 
ing practices are rapidly changing. Radi- 


and missiles are 


taking to the skies. Engineering manage- 
ment men are hard pressed for new sup- 
pliers, and new prospects. The only source 
where they can obtain complete aviation in- 
dustry buying information is in the pages of 


AVIATION WEEK’S ANNUAL BUYERS’ GUIDE... 
the ideal medium to reach over 70,000 key 
buying influences the year round. 


BENEFITS TO READERS 


Complete — Covers the entire aviation industry. 
Five major product divisions, sub-divided into 


1800 individual product c 
Quick and easy to use. 
Products are cross referenced. 


ategories. 


Complete listing of government procurement agen- 


cies. Tells: Where to go; 
they buy. 
Alphabetical manufacturers in 


BENEFITS TO ADVERTISERS 
Year long ad life. 


Who to see; What 


dex. 


Multiple exposure of your message. 


Advertisers receive bold face pr 


oduct listings which 


include “advertisement page reference.” 
Advertisements are product indexed in addition to 


regular advertisers index. 


Reader service cards to supply you with key in- 


dustry sales leads. 


Buyers of aviation products and equipment for air- 
craft, missiles and space vehicles will be looking for 
companies and products in the FOURTH ANNUAL 


AVIATION WEEK BUYERS’ GUIDE. 


The new 1959 edi- 


tion is more complete, more up-to-date, more essen- 
tial than ever before. If you sell in the aviation 


industry, your advertising belo 


ngs in the Buyers’ 


Guide — as well as your company product listing. 


Aviation 


INCLUDING 


Space Technology 


BE SURE TO RESERVE SPACE IN THIS EXCLUSIVE ISSUE~NOW! 


Week 


tisers. A copy may be obtained, 
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Communicate Their Needs 
Desires ... and Suggestions to Su- 
permarket Operators” is now 
available from the marketing de- 
partment of Batten, Barton, Dur- 
stine & Osborn, 383 Madison Ave., 
New York 17. 


e Nation’s Business has recently 
released another in its series of 
research projects entitled “A 
Study of the Corporate Personal- 
ity.” This report, designed to 
measure the public relations quo- 
tient of typical electronic manu- 
facturers, asks respondents— 
80.8% of whom are executives in 
industry—which one of the listed 
electronic companies they would 
recommend for employment, and 
which they would select for per- 
sonal investment. Respondents’ re- 
marks concerning their selections 
are quoted and listed among the 
findings. Copies of this 28-page 
report are available upon request 
from Herman C. Sturm, director 
of advertising, Nation’s Business, 
711 Third Ave., New York 17. # 


— 


Weekend 


MAGAUZENE 


The 
biggest 


single 
selling 
force 
in 


Canada 


Greatest Circulation 


—500,000 more than any 
other magazine 


Greatest Coverage 


— 2 out of 3 of all the Eng- 
lish speaking urban families 


Greatest Dollar Volume 
Almost twice as many adver- 
tising dollars as any other 
magazine 


Represented in the United States by: 


O'Mara & Ormsbee— 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 


MAGAZINE 
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, liam E. Payne memorial award for 
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|Davis: Makes Awards | the best locally prepared ad of the 
| Richard A. Davis, Wisconsin|¥e2". The group named the Wis- 


/consin Telephone Co. as the “news- 


o uU T Db © © ] Fe A DV Ee R T ‘ Ss t bad Le | on HA pons end oo, | paper advertiser of the year.” 
JUNIOR PANELS _iess thon .05¢ for every 


paper Advertising Executives Assn. 
WRITE OR CALL... thousand impressions 


, Wisconsin NAEA Elects 


Other new officers include Neai| Ryder Moves Ad, PR Units 


|Rothman, Wausau Record-Herald,| All advertising and public rela- 
'YP, and David A. Lindsay, Appleton| tions activities of Ryder Systems 


pow 7 cy IN 
NATIONAL COVERAGE ae 
130 UNION ST. 8600 EAST 77th ST. ‘ = 


SPRINGFIELD, MASS. | KANSAS CITY, MO. _ 


| Post Crescent, secretary-treasurer.|Inc., since 1952 centered in Jack- 
John K. Peters of the Kenosha sonville, Fla., will be moved to 
|Evening News received the Wil-| Miami on Oct. 1. 


- 
a 
es 
“9 


There are only 26 letters, ten figures and a dozen- 


odd punctuation marks. That’s all there is to any 


advertisement. 


So what’s so important about setting it up? 


Well, a creative typographer can take the 
thoughts made up out of those letters, figures 
and marks and make them sing, shout, whisper, 


persuade, emphasize, explain, attract and sell. 


ATA members are listed on this page. They 
charge no more to do it better. 


S It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. _ 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 


Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Mahoney Typographers, Inc. 


LOS ANGELES, CAL. 
Adtype Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. _ 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House _ 
Imperial Ad Service 
King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

ris. F. Olsen 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidr, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 

e Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


PITTSBURGH, PA. 
Davis & Warde, Inc. 


PORTLAND, ORE. 
Paul O. Giesey Adcrafters 


ST. LOUIS, MO. 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 


Advertising Age, September 29, 1958 


‘New Outdoor Curbs 


| Are Discriminatory, 
Charges AFA’s Proud 


New York, Sept. 23—Protests 
against the proposed new stand- 
ards for outdoor advertising are 
beginning to mount. 

The Advertising Federation of 
America and the Brand Names 
Foundation last week sent two- 
page letters to B. D. Tallamy, fed- 
eral highway administrator. 

The American Assn. of Adver- 
tising Agencies is currently consid- 
ering the situation and “probably 
will” protest the new standards. 
The outdoor committee of the 
Assn. of National Advertisers 
plans to meet with representatives 
of the outdoor advertising industry 
shortly to discuss the regulations. 

Signed by C. James Proud, 
president and general manager, 
the AFA letter labels the Depart- 
ment of Commerce’s proposed na- 
tional standards for standardized 
outdoor advertising “specifically 
discriminatory against this medi- 
um” and says the rules “would 
limit to the point of near prohibi- 
tion the display of brand name 
advertising.” 


s “While the purpose of these 
standards, in preserving the beau- 
|ty of nature and the safety of the 
travelers, are meritorious enough, 
it seems to us that the friends of 
nature and of safety have allowed 
themselves to be carried away 
with their day dreams. Neither the 
small (60 sq. ft. maximum) signs, 
the monotony of sign-less speed- 
ways, nor off-the-highway infor- 
mation centers offer sanctuary for 
the traveler. 

“The standardized outdoor ad- 
vertising industry, as a respected 
member of the advertising frater- 
nity, welcomes sensible regulation 
for itself and for all signs along 
all highways. It actively cooperates 
with many states and communities 
in the development of sensible 
regulations. 

“But, it has every right to pro- 
|test any proposal by the govern- 
ment which tends to regulate a 
legal and valuable tool of the com- 
| munications industry off the major 
| highways where it has been a pub- 
\lic servant for many years.” 
| AFA requested the right to par- 
ticipate in any hearings that may 
|be held before the regulations are 
| made final. 


® The BNF letter, signed by Hen- 
|ry E. Abt, president, protested that 
| the proposed standard “was draft- 
}ed by someone solely concerned 
| with the wholly proper objectives 
|of protecting the attractiveness of 
|public highways and of traffic 
|safety, but without the considera- 

tion of the services to the traveling 
|public which highways properly 
| should render.” 

The restriction against brand 
identifications is “prospectively de- 
priving travelers of the custom- 
ary basis on which they seek or 
choose a majority of products,” the 
letter said. + 


Alcoa Names Ketchum 
Aluminum Co. of America, Pitts- 
burgh, has named Ketchum, Mac- 
Leod & Grove, Pittsburgh, to han- 
dle advertising and sales promotion 
for the Alcoa closure division, 
manufacturer of aluminum clos- 
ures used in the food, pharmaceuti- 
cal and cosmetics industries. Fuller 
& Smith & Ross, Pittsburgh, for- 
merly handled the account. 


General Binding to Reuland 
General Binding Corp., North- 
brook, Ill., has named Reuland Ad- 
vertising Agency, Aurora, IIl., to 
handle all publication advertising 
and publicity on all products for 
the company and its subsidiaries. 
Irving J. Rosenbloom & Associates, 
Chicago, is the previous agency. 
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THE HOUSTON CHRONICLE COLOR STUDY... 


THE HOUSTON CHRONICLE...IN BLACK AND WHITE 


as well as color... publishes 


MORE GENERAL ADVERTISING 
MORE RETAIL ADVERTISING 
MORE CLASSIFIED ADVERTISING 
MORE TOTAL ADVERTISING 
THAN BOTH OTHER HOUSTON PAPERS 


THE REASON.... culés/ in color and black and white 


JOHN T. JONES, President 
THE HOUSTON HRONICLE R. W. MeCARTHY, Advertising Director 


M. J. GIBBONS, General Advertising Manager 


THE BRANHAM COMPANY—wNetional Representative 
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Catholic Administration Book | tion, Greenwich, Conn., will launch | 


Launches Canadian Sister a sister publication, Canadian 
Catholic Property Administra- | Catholic Institutions, a magazine 
for Canadian Catholic administra- 


tors, with the first issue scheduled 
- for Jan. 8, 1959. The bi-monthly 
Keep | will be published by Administra- 

|tive Publishing (Canada) Ltd., 


Top Brass 3409 Yonge St., Toronto. 


| Canadian Catholic Institutions 


Informed will follow the editorial pattern a 

and format of Catholic Property| flies am : 

: Give your management ali the facts! | Administration. Ross Randall is di- ; : ee tee é& A 
Keeping up-to-date on what's going | rector of advertising. 


a = eineen | wh. a ; BBR ay aie Novak Kahler Lindsey Destache Rothman Von Schrader 


Davis 
pctet 4 Le Aas angen leted "a Baltimore Tax Case Appealed ELECTED—New officers of the Wisconsin Newspaper Joseph Novak, Janesville; Maxine Kahler, La Crosse, 


" Bacon's Publicity Checker gives you § The Maryland court of appeals| Advertising Executives Assn. are Richard A. Davis, and Freeman von Schrader, directors for classified, 
. the assurance of acomplete clipping | 7 Advertising Executiv } 
“ service. Check into our complete | last week took under advisement wisconsin Rapids, president; Neal Rothman, Wausau, national and retail advertising, respectively, and 
f ee | an appeal by the city of Baltimore} vp; David A. Lindsey, Appleton, secretary-treasurer; Austin Destache, Green Bay, Bulletin editor. } 
BACON CAN GIVE YOU CLIPS ON: _— that it overrule a lower court de-| “ , 4 
* Publicity + Subject Research |cision which held the city’s adver- | 


‘ 'tising tax was unconstitutional |it already has collected. The high-| Gazette, Worcester, Mass., has been T C il I 
+ Competitive Publicity & Advertising (AA, July 14). The state has since | er court did not indicate when ——— associate publisher of @a ouncl S 
Mt sg bend for Booklet No.56 passed a law prohibiting all ad| will reach a decision in the case. these newspapers. He will continue 
“a eens enna | taxes, and Baltimore’s ad tax stat-| as general manager. Mr. Steele is 


BACON'S CLIPPING BUREAU Worcester Dailies Name Steele board chairman of the New Eng- Winner in Blair i 


14 E. Jack Bivd., Chi 4, I. | utes will expire next Jan. 1. But if ; 
oe weaonhs a9 | the tax is held unconstitutional, the Richard C. Steele, general mana-|land Newspapers’ Audit Bureau 


city will have to return the taxes|ger of the Telegram and Evening |of Circulations. R di A d C i : 


New York, Sept. 25—John Blair 
iy of & Co. this week announced the 
if : winners of its third semi-annual 

: awards for outstanding spot radio 
commercials. 

The winners: Tea Council of the 
U.S.A. (Leo Burnett Co.); Winston 
cigarets (William Esty Co.) ; Pepsi- 

Cola (Kenyon & Eckhardt); Bud- { 
weiser (D’Arcy); Slug-a-Bug 
“ (Wesley Associates); and Tetley 
. Tea Co. (Ogilvy, Benson & Ma- 


i ee ee ed 


ea ther). 
oe | The most votes went to the Tea 
iter ke len Seal PE |Council for its soft-sell jingle : 


——— , a | treatment. 
| The Blair awards are distribut- 
MORE R.O.P. COLOR ed on the basis of a _ national 
: survey of 2,000 advertising and { 
each desired the broadcast executives and 1,000 


Oklahoman consumers. 
and Times The participants are asked to sin- 
color ads gle out the most effective spot ra- 


dio commercials they have heard. q 
| This competition was started by 
the radio station representative 
to put the spotlight on radio ad- 
vertising of unusual interest. 


950 


s Winners in the regional competi- 
tion were Pepperidge Farm (Ogil- 
vy, Benson & Mather) for the 
Middle Atlantic states; Busch 
Bavarian beer (Gardner Adver- 
tising Co.) for the West South 
Central states; Hamm’s beer 
(Campbell-Mithun) for the moun- 
|tain states, and Butter-Nut coffee 
(Buchanan-Thomas Advertising 
Co.) for the Pacific states. + 


$24,000,000 for air facilities 
to grow with Oklahoma! 


Simonson Publishing Acquires 
Ver Halen Magazines 

New publishing control and 
management of the three maga- 
zines published by Ver Halen Pub- 


1955 1 1956 ! 1957 | 1958 


. ‘ ‘ ate a ~ + a : With 937 R.O.P. color ads lishing Co., Los Angeles, has been 

a) } p , _ , ’ 
Oklahoma City s Will Rogers field is This civil aviation investment is an dinll S54. cline elittsiied Mamenee. inane ix C. &. Vor Walon Jr. 
expanding, $24,000,000 worth. About other evidence of growth in capital last year was another record and Harry C. Simonson. All three 
$14,000,000 is the value of the Civil jnyestment in Oklahoma that foretells color year for the Oklahoman magazines will be published under 


the name, Sidale Publishing Co., 
headed by Mr. Simonson. They are 
Film World & A-V World, Teach- : 
ing Tools and Home Movies. Also | 


Aeronautics Authority’s new “Univer- eyen more growth of population and 474 Times, a color ad increase 
. . . et Go + r 
sity of the Air’ which administers the of 8% over the previous year. 


government’s program of air safety and annual payrolls. Some of the nation’s finest news- 


: fi gate ta The Oklahoman and Times give paper color reproduction ap- under the Sidale name will be Lab 
er ee oe oe ee advertisers unequalled coverage of this Pears in the Oklahoman and World, which was established in 
instruction to civil aviation administra- Times, the result of 40 years ex- 1950 by Mr. Simonson and Louise 


growing market. Are you getting your 


tors from all over the world. ! ee perience in printing color in edi- O. Simonson. Offices of the three ; 
Another $10,000,000 is for expansion share? Schedule your advertising in the torial, advertising and Sunday former Ver Halen publications will | 
> ’ es ‘ 
of municipal facilities—runways, } . Oklahoman and Times to achieve the color comics. be moved to 672 S. Lafayette Park 
p ‘ ys, hang ; : aan a Ge wane, . Place, Los Angeles, adjoining those { 
ars and other facilities. best sales results in Oklahoma! Times booklet “Production Methods for of Lab World. 


Better Newspaper R.O.P. Color.”’ § s 


Gittelman Joins R. E. Adams 
Bernard M. Gittelman has joined i 

Robert E. Adams Co., Philadel- 

phia, as an account executive. He 

formerly was with Arndt, Preston, 

Chapin, Lamb & Keen, Philadel- 

phia. 


SUNDAY 
FAMILY COVERAGE 


35% or greater 
ia Payntar Gets K-9 Tag Account 
15% to 35% K-9 Tag Co., Evanston, IIl., has 


ma OKLAHOMA CITY TIMES cy, Nertibron, iy to hanes 
Published by The Oklahoma Publishing Co. 7, Serereen, Es, Wi RENE Os- 


vertising, sales promotion and mer- 
Represented by The Katz Agency chandising for the company’s pet 


tags and personal identity tags. 
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A NEW SERVICE! 


Shown here is one example 
of the extra selling power 
available to you because of 
our gravure printing and 
sharp, localized editing. 
(THIS is more fully illustrat- 
ed in the booklet offered be- 
low along with other localized 
selling techniques.) The use 
of attention-pulling local ac- 
tion photos is just one phase 
of STRAIGHT-LINE Ad- 
vertising. We will arrange for 
action photos of your prod- 
uct. in use in Ohio, with brief 
testimonial if desired. The 
pictures can be stripped into 
your advertising quickly at 
no extra mechanical cost. No 
bother about a plate because 
of our gravure printing. Here 
is sharp, new advertising im- 
pact without straining your 
budget! 


to sell 


STRAIGHT-LINE Editing gives you the background of 
“service readership’’ — Edited by Ohioans for Ohio 
farm conditions and problems. All articles are timely 
and fresh, reach readers twice each month with up- 
to-date farm know-how. Sparks and serves the inter- 
ests of Ohio Farmers in more efficient farming. 


STRAIGHT-LINE Coverage supplies the direct channel 
to an active market — In THE OHIO FARMER, your 
advertising gets preferred attention in 4 out of 5 Ohio 
farm homes. And, when Ohio farmers are well sold, 
they can buy! Income is big and steady — year ’round. 
Ohio is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely selling information can be supplied by our able 


1010 Rockwell Ave., 


it PP 


Cleveland 14, Ohio 
STRAIGHT-LINE Advertising Service available also in PENNSYLVANIA FARMER and MICHIGAN FARMER 


r product being used in te eeee eoecessee® 
ee 


ar ae 


Use STRAIGHT-LINE Advertising 


more 


staff members who talk regularly with your local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials (il- 
lustrated top of this ad). 


Plus No. 3 — Local Prices or Terms or Down Payments. 
Nothing helps close a sale like the facts that tell a farmer 
how he may buy. We can strip in your Ohio prices and 
selling data — no cost for a plate. 


Plus No. 4— Local Source of Supply and Information. 
We can insert the names of your Ohio distributors, dealers 
or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. We can insert the 
name of your Ohio sales offices for fast selling action. 


Send for this booklet — a full story on ‘“‘STRAIGHT-LINE Advertising.” 


You may find a timely answer for a welcome lift in your advertising and sales in Ohio. 
You'll want to have this valuable reference on the real advantages of our gravure printing 
flexibility which makes possible STRAIGHT-LINE Advertising. Here is new penetration. 
with localized advertising, test campaigns, full color. All at great savings. Write! 
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TIME. The w2¥_° = 


as Presents aa 


p SUPERBIA 


the superlative market 


of executive and professional families 


AWS 


ye LION’S SHARE of your market for almost anything sold to busi- 
ness goes home after five o’clock to a certain kind of suburb in 
which the readership of TIME is thickly concentrated. 


Here the incomes and home valuations and standards of living 
are the highest in the world—and here a great many of the men 
who read TIME each week talk and think and eat and sleep and 
have their being. 


Here they consult with their TIME-reading hostesses and home- 
executive wives about the thousands of purchases for home and 
family that make SUPERBIA truly a superlative market for every- 
thing from appliances to automobiles, from drugs to travel. 


And here, in the course of uncounted millions of conversations 
with other executives, or with editor, doctor or lawyer friends and 
their wives, the names of America’s leading businesses are ban- 
died about in a give and take that can make or break a corporate 
reputation anywhere in the world. 


The readers of TIME are a powerful and numerous market— 


2,700,000 families of them all around the world. Alone, they could 
consume the entire output of many American businesses. Tell them, 


sell them and keep them on your side. 


ach Americas ©Xecutiye an 


SS 5 oS eV 


Profesg; onal famidie® 


4 ™ 
— | 
B Sette oO ~ & 
of ae ve De bo 
> aon i eerwts 
g [/ la Ifa 
: vy Me, . ae =< sie if) <a "Kee | 
POT gp fe | 
2 \ Ng GE? , hu | 
> if oF , A . me Orig 
B +Z Sg ee ae, eS S i 
a wi we Ly, e CY) 1. Sa OD | 
= 7 HWA MBS BY 
J v 1s wr eee RS 
=) TIME ime | 
a y, ait? nt ww 
. So” © ae S04 
F 
. OBE 
> Sore i 
oe) oS ae 
ot : <> A 
; ee =a\ hl |i al op . 
; — “Sas |] : 
mn “aie E 
‘ ee ILE Pe 39 4 
sf ? oly ies. i 
| | eet set OaP ; ay 
, CELE RIS 
Z r= 1 . pen 
te Ml A AN \ pe (64 
, aNd) Ot fe oh ' 
ee Alisha 
e + ey! St 2 
- i \y TIS ., Poy l r 
i ee / a 
, ) Pn | Se Sau . 
=. i Lee mee % Fy, ; 
: Se aes cha PROG 
Tne Stee. I 
Fvwe MOCK © a 2 ay Cy. ray 
e came ren o () ao % 4 
re KOANES ' 
| Spee faa? N y \io . 
| go ‘Eyl 1 ] 
e , Be! AY C / i: 
te 5 %, =| / ae yy, we ‘ 
{___ roy ea a, Pr pie 7 iy 
_ SS a ~~ >< >a aT ihe | 
asks a" : ie all wok 


38 


Leonerd S$. Dovidow, Publisher 
153 NORTH MICHIGAN AVENUE, 
CHICAGO |! 


NEW YORK 22: 405 Pork Avenve 

DETROIT 2; 3-223 Genero! Motors Bidg 
CLEVELAND 15; 604 Hanne Building 

LOS ANGELES 5: Bionchord Nichols, Assoc. 
633 South Wesmeoreiand Avenve 

SAN PRANCISCO 4: Blanchard Nichols, Assoc . 
33 Post Street 

MIAMI 32: |. Bernard Cashion, 

Chamber of Commerce Buiiding 


7 
a 
—— THE SMART ,~ COLORGRAVURE MAGAZINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES. 


Advertising Age, September 29, 1958 


“Well, | guess we'd better get started storming down the take windows.” 


How about you and the SUBURBIA TODAY representative 
sitting down together to discuss a new homogeneous, 
identifiable, concentrated, merchandisable, high-income 
suburban family audience? In your office at your 
convenience ... . or in the porner cub! 


Include SUBURBIA TODAY now in your 1959 advertising 
schedules . . . first issue January, 1959. 


1. Employment ratio tops the state's 
major areas. ; 

2. Industrial and public expansion ' 
is booming at an unprecedented 
rate. 

3.Sales growth nearly doubles the 
healthy population growth. 

4. The last two recorded months 

have shown retail sales gains 

over 1957. 


usess oil ee 
7 oy 


NA 


Business is good in Kalamazoo! 


an area possessing outstanding sales opportunities 


Business is good 
market for those 


Like the local store which stepped up its adver- 
tising and enjoyed the greatest sales volume in 
the history of the store for the comparative 
month. Like the store that sold 65 power 
mowers with a $90 Gazette ad. And like the 
department store that launched a new price 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 


line of dresses with a 21-inch ad and sold over 
100 advertised dresses—as well as many from 
other lines. 


Yes, business is good in Kalamazoo for those 
who sell aggressively in the Kalamazoo Gazette. 
If you want to light a fire under your retail 
outlets, use the medium they rely on for their 
own advertising. 


in the prosperous Kalamazoo 
who go after it aggressively. 


KALAMAZOO GAZETTE 


@ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972, 


A Booth Michigan Newspaper 


PROMOTION FRONT—Libby, McNeill & Libby publicizes its Gold Rush 
of Values and Harvest of Values with this photo. 


Libby Increases 
Ad Budget, Expands 
Frozen Foods Push 


Cuicaco, Sept. 24—Libby, Mc- 
Neill & Libby plans to increase 
its ad spending in the coming fall 
and winter campaign. Most of the 
| increases will go into an expand- 
ed frozen foods campaign which 
includes color pages in Life and 
Sunday newspaper magazine sec- 
tions. 

Libby’s plans include the con- 
tinued use of magazines and tv, 
with major expenditures on three 
spearhead products—tomato juice, 
corn, and fruit cocktail. Tv shows 
/again will include the “Arthur 
| Godfrey Show” and “The Verdict 
Is Yours,” and Libby will add the 
jnew “Jimmy Dean Show,” “As 
|the World Turns” and “Love of 
| Life.” 


|@ Nearly all of Libby’s print 
|budget promotes tomato juice. 
| The schedule will include Better 
|Homes & Gardens, Extension, 
Ladies’ Home Journal, Sunset 
| Magazine, This Week Magazine 
|and_ store-distributed magazines. 
| Ads for canned meats will run in 

Ebony, and Look will be used for 
several product merchandising 
ads and storewide tie-ins. 
| Promotions include the cur- 
rent “Gold Rush of Values” and 
|“Harvest of Values” to be fol- 
lowed in January and February 
by “Best Buy Days.” 

J. Walter Thompson Co. is the 
|}agency for Libby’s canned foods, 
including tomato juice; Batten, 
Barton, Durstine & Osborn handles 
the company’s frozen food adver- 
tising. + 


Newspaper Guild Calls Strike 
at ‘Brantford Expositor’ 

The American Newspaper Guild 
went on strike Sept. 23 against the 
Expositor, Brantford, Ont. At issue 
are demands for a modified union 
shop, undisclosed salary increases, 
working hours and overtime pay. 
Local 86, which seeks a first con- 
tract, represents about 70 employes 
in the editorial, circulation, busi- 
ness and advertising departments. 
Typographical and pressmen’s un- 
ion members did not cross the 
picket line. 


want better TV spots? 


Fed up with 
“ho-hum" com- 
mercials? Get 
crisp, lively, at- 
tention retaining 
stories—live or 
animated—that get your message 
across—with dignity. Warning: 
select a professional producer. 
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“Asa contributor, we’re most anxious to know the 
results of your survey. Can we get an advance 
copy? We hope to make a comparison with the 
national average and particularly with other 
members of the automobile industry.” 


The writer? A research clerk looking for a media 
study? On the contrary, the above communication 
comes from the desk of a major executive at one of 
the “Big Three” automotive firms. It’s one of many. 


Subject of the queries? Publication of the 8th Inven- 
tory of Metalworking Production Equipment. Due on 
Nov. 17, this Inventory will (as it has at 5-year inter- 
vals since 1925) provide its readers with a unique 
statistical picture of all the production machinery used 
by Metalworking. 


Breaking down over three million machines by type, 
age, industry and location, the Inventory provides 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


get oiants 
to hold 
their breath? 


Metalworking engineers and executives with an “‘ob- 
solescence yardstick” to measure their equipment 
against competition, local plants, the whole nation. 


It takes little imagination to see the impact of this 
study. In atime when industry emphasis is on reducing 
production costs, obsolescence costs money. Deter- 
mining this is the best argument for modernization. 


On the other side of the picture, suppliers to Metal- 
working have in their hands a comprehensive market 
analysis; a clear-cut definition of areas and industries 
with the greatest sales potential. 


This kind of service to both readers and advertisers 
spells publishing leadership. It’s made American 
Machinist the “must” magazine for Metalworking pro- 
duction engineers and executives. It’s the best reason 
why more of them subscribe to American Machinist 
than any other Metalworking publication. 


American 
Machinist ABP 
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IF YOU ARE IN TELEVISION IN ANY WAY 


monvfacture @ sales © advertising © service 


YOU HAVE A WEALTH OF PROMOTIONAL IDEAS IN 


COIN SAVER BANK 


Looking for a novel promotion? With TINY TV you can give 
your imagination full reign! This realistic miniature offers unique 
and sparkling applications for promoting television stations and 
agencies . . . set manufacturers, dealers and service organiza- 
tions .. . and any business using TV advertising. The savings 
bank feature makes it ideal for banks and loan companies. TINY 
TV Bank is styled for stopper appeal and long life; priced low 
for self-liquidater or give-away. 
Write for prices and descriptive Werature today. 


Chapel Aut Studios 


1123 Washington Ave., 
Dept. AA, St. Lovis 1, Mo. 


Beautiful scale model mod- 
ern lowboy TV in gold- 
trimmed mahogany plastic 


7 
Only 34% x 2% x 3” high with 
1Y% x 1-7/8” screen 


4-line message on screen 


Individual gift box 


Eh gant ba 


Advertising Age, September 29, 1958 


| Department Store Sales... 


Sales Rise 1% in Sept. 20 Week 


f SERVING Wichita PLUS 


; 14 OTHER IMPORTANT 
KANSAS COMMUNITIES 


t @ s10010s IN HUTCHINSON AND wicuita HOWARD 0. PETERSON, GEN.MGR. 


WasHINGTON, Sept. 25—Depart- % Gane ae 
. _— = eek Ending 
ment store sales in the week end Se aan Get. 
ing Sept. 20 rose 1% over sales for} nissrict, Area. and City 6 13 
the similar week of 1957, the Fed-| | sey srarss .............. +2 44 
eral Reserve Board reported today. 
Boston District 0.0.0.0... +9 +412 
| For the four weeks to that date! ‘wetropolitan Areas 
sales rose 2%; for the year to that Se Ra +33 +413 
i Downtown Boston ............ 0 +2 
date, sales were 1% behind. Suburban Boston ............ +39 +33 
Of the 12 FRB districts, five Cambridge +16 + 8 
reported losses: San Francisco, Quincy ........ +28 425 
3%; Cleveland, Richmond and -— sashetatieosininbnaphinatits +3 —2 
Minneapolis, all 2%, and Dallas,| “goringtietd voce. +2 +6 
1%. Chicago reported no change.| New York District +c «8 
The other six districts reported| Metropolitan Areas 
gains: Boston, 7%; Kansas City, 0 
5%; St. Louis, 4%; Philadelphia, 410 
3%; Atlanta, 2%, and New York, +1 
+5 
1%. +8 
A detailed breakdown of the +3 
sales for the districts will be avail- a 
able next week. Meanwhile, sales| Metropolitan Areas 
for the previous two weeks broke) W!!mington +8 
P Trenton +13 
down as follows: Lancaster ... +29 
Philadelphia +7 
Reading +7 
re +13 
Wilkes-Barre—Hazleton . — 6 + 6 
Cleveland District .................. r— 3 +1 
| Metropolitan Areas 
Se — 8 +8 
| Akron ....... — 6 —10 
-  “Sniocerety —19 —8 
} Cincinnati .. — =e. +3 
IEE  snicnicstesthmabertisseinnces —3 +2 
Downtown Cleveland ... —10 — 8 
| Columbus 0 +4 
| Springfield ..... —-14 + 5 
Youngstown —7 —1 
See o —¢ 
| Pittsburgh +2 +4 
Downtown Pittsburgh .. + 1 +3 
Wheeling-Steubenville ... + 3 +32 
Richmond District ................ r+ 8 +14 
Metropolitan Areas 
IS | ccstscmenicenmetnones r+ 9 +19 
Downtown Washington .. r+ 6 +18 
II ciisinitrnieaseineceeneresescce +7 +10 
Downtown Baltimore ... + 6 +6 
SE drteetdtcensertsestevciecions 6 +7 
Atlanta District S #44 
Metropolitan Areas 
ee +6 +1 
oo +5 +11 
Jacksonville +1 +3 
ES crnesestiteesapnttons r+ 3 + 5 
Downtown Miami r— 2 +4 
PERRIER neccsesesssecceressee +10 +5 
Augusta ........... ih. a 
New Orleans _—7 ° 
IE cittiindiontapinncesccichienie +12 ° 
Chicago District ...................... —5 0 
Metropolitan Areas 
iia sii actcnincemechinattile —T7 +1 
Indianapolis ...............0000 — 8 +4 
EY iceunetapicicareninnsttinbneienen —7 —2 
Grand Rapids ................... —3 0 
Milwaukee ........ _—6 ae | 
St. Louis District .................... mil +1 
Metropolitan Areas 
Sp a <9 
Louisville 0 +i 
St. Louis ..... —7 —1 
Memphis ................. ae eee. 
Minneapolis District ............ . —1 — 5 
Metropolitan Areas 
ae eee —1 —4 
| Mpls. and Suburbs ......... — 1 5 
hi ghee Sos aaa ae al 
| Cities 
| Duluth-Superior .................. —2 —10 
| Kansas City District ............ + 2 —3 
Metropolitan Areas 
SII erseteesictiesinpeescsceneczanecse +7 +1 
Topeka +6 — 5 
EEE CT —10 —13 
Kansas City +2 —4 
St. Joseph . —9 —6 
Lincoln _............ | es 
Albuquerque ..... . +8 ° 
Oklahoma City... r+ 1 +4 
Tulsa +6 +5 
City 
SEED? iepintbcaeibcdsedeiccctetasernoevites —3 ° 
Dallas District ................0.... +2 —1 
Metropolitan Areas 
Dallas —1 —2 
El Paso a 42s 
Fort Worth +7 +5 
Houston + 3 —Iil1 
San Antonio —4 +4 
San Francisco District +2 r+3 
Metropolitan Areas 
Los Angeles-Long Beach 0 +1 
| Downtown Los Angeles .. — 7 —12 
| Westside Los Angeles... —4 — 6 
Sacramento ............cccec-ceseseees +3 +12 
 Y eo —2 +11 
San Francisco-Oakland .. 0 —2 
San Francisco City .......... 0 —1 
aR eee uw —13 —9 
} Portland. ......... +9 +10 
Salt Lake City —7 —5 
Seattle .............. +7 +9 
Spokane + 6 +12 
TOOT eens cssereeorsecsee - + © + 3 
| r—Revised. *Data not available. 
Keeshan Joins Frank Lee Co. 


William F. Keeshan has joined 
Frank H. Lee Co., New York hat 
manufacturer, as vp in charge of 
sales. Mr. Keeshan has been with 
DeHaven & Townsend, Crouter & 
Bodine, investment company, since 
last fall. 
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utdoor Advertising ¥ 


Poster designed by Dancer-Fitzgerald-Sample Inc. 


In short, Outdoor sells! 


Mr. Alvin Griesdieck, Jr. avertising Director 
Falstaff Brewing Corporation, says: 


“For 25 years Outdoor Advertising has been a major medium in our Falstaff 
advertising plans and has helped materially in Falstaff’s growth to the third 
largest brand in the brewing industry.” 


8 out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO A ' 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON . CHICAGO - DALLAS - DETROIT - HOUSTON « LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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Companies Hiking 
Efforts in Sales 
Incentives: Arnold 


WiILMincTon, DeL., Sept. 23— 
“Leading U. S. corporations will 
spend more money on internal 
sales promotion activities this fall 
and winter than at any time in 
history. 

“They will concentrate on in- 
ternal incentive programs, de- 
signed to (1) link their salesmen 
with customer and trade adver-. 
tising, (2) get salesmen and deal- 
ers to make more calls, (3) pro- 
vide more demonstrations and (4) 
increase on-the-line results from 
selling efforts.” 

That forecast was made here! 
yesterday by Stanley Arnold, sales 
promotion consultant, in releasing 
some of the results of a survey to 
the Sales Executives Club of Wil- 
mington. 

Mr. Arnold, formerly head of 
the sales promotion division of 
Young & Rubicam, New York, 
was introduced as a consultant to 
IBM, Lever Bros., Esso Standard | 
Oil, and Du Pont. | 


s The current trend among busi- 
ness leaders, he said, is “to pay | 
more attention to internal selling | 
efforts and to try to give them! 
some of the glamor and excite- 
ment of drives directed at ulti-| 
mate consumers.” 

In the past, he said, such ef- 
forts have often failed because 
“internal sales promotion efforts 
were often treated as the poor 
relation. 

“In too many instances the in- 
ternal sales promotion is an after- 
thought, rather than a basic key 
to the consumer sales eifort,” he 
said. 

Mr. Arnold suggested six es-} 
sentials for successful internal in- | 
centive programs: 


e “Keep your internal sales pro- 
motion contests short and sweet 
—six weeks preferred, eight at 
the most. Too many campaigns 
are stretched out over too long 
a period. Moreover, don’t repeat 
the same formula too often.” 


| 
e “Give imaginative prizes. Our) 
survey shows that the most pop- 
ular prizes in order of preference 
are merchandise, trips, money. 
All can be vital in motivating 
both salesmen and dealers to sell 
more. They can also serve as a 


WE'LL TELL YOU 


where YOU stand | 
among the 


TOP 


BRANDS 


IN THE CHARLOTTE MARKET 


For the first time, The Charlotte Ob- 
server is now able to provide accurate, 
ay. te-eate informa- 
tion on consumer 
buying habits, brand 
preferences and prod- 
uct availability § in 
Metropolitan Char- 
lotte. 

For your personal copy 
of this fact-filled, 80- 
Page report write, on 
your company letter- 
head, to: TOP TEN 
BRANDS, Dept. A 


he Charlotte 
Observer 


Charlotte, N, C, 


3417 


distributor, dealer and! 
together in meetings) 
problems can be| 


i 
i 


facturer, 
salesman 
where mutual 
discussed. 
“But unless incentives are live- 
ly, imaginative and designed to 
make sure that they increase ov-| 
er-all sales rather than simply 
channel them from one spot to 
another, all that happens is that | 
one company seeks to buy busi-| 
ness from another by out-doing | 


|vital vehicle to get the manu- ter giveaways.” 


e “Have lots of winners, so that 
everyone really feels he has a 
chance, and so that everyone up 
and down the line makes the ex- 
tra effort. For example, it some- 
times helps to give an incentive 
at the bottom—a booby prize for 
the lowest man is something to 
be avoided and often stimulates 
salesmen into greater activity.” 


e “Provide effective follow-up. 


its competitors in bigger and bet- | Contests simply can’t be announced 


Advertising Age, September 29, 1958 


,and then expected to go on their 
|own steam.” 

|e “Keep it simple. Some compan- 
ies go in for point deals that are 
so involved only a bookkeeper can 


actually fill them out.” 


|e “Make your men aware that a 
| sales contest is a way in which 
| they can make a record that will 
lead to their advancement.” 


s “The responsibility for stimu- 
lating the interest of salesmen,” 


Mr. Arnold said, “lies with man- 
agement. Executives charged with 
sales must plan, plead, inspire and 
stimulate the sales force and give 
their men help in practical ways. 
“This is a day,” Mr. Arnold 
said, “when alert companies must 
strengthen the soft spots in their 
own business organizations.” + 


Walker Names McDonough VP 

William H. McDonough has 
been promoted to vp of Gene K. 
Walker Co., San Francisco agency. 


How to make a point 


Seasohed traveler. KOMO. Its remote coverage of news and sports events* of vital 


interest to Seattle and western Washington viewers makes two simple points — once 


pondered, worth remembering: The busy buying audience of western Washington 


knows from experience that it can look to KOMO Radio and TV for top entertainment 


*Royal Henley Regatta at Henley, England: University of Washington-Russian crew race at Moscow, Russia; hydroplane races: 
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Advertising Age, September 29, 1958 


McGraw-Hill Shifts Sales Execs 

Ray Kelly has been named ad- 
vertising sales manager, mid- 
western district, Chicago, of Na- 
tional Petroleum News. He was 
formerly on the New York staff 
of Fleet Owner. Harvey Wer- 
necke, formerly a district manag- 
er of Food Engineering, has been 
appointed district manager in Chi- 
cago of Electronics. L. B. Seegar, 
formerly in charge of the Chica- 
go-South area, has been named 
district manager for the Chicago- 


North territory of Food Engineer- 
ing, and John G. Grant, for- 


| 


Zellerbach Boosts Townsend | 


Warren E. Townsend has been 


merly in the Detroit office, suc-| promoted to advertising and sales 


jceeds Mr. Seegar as 


district | promotion manager of Crown Zel- 


manager for the Chicago-South|lerbach Corp.’s western Waxide| 


area. All are McGraw-Hill pub-| division, San Leandro, Cal. 


| lications. 


| Shorthand School to Flax 

| The School of Machine Short- 
|hand, New York, has appointed 
| Flax Advertising, New York, to 
‘handle its advertising. Newspa- 
pers and spot radio will be used. 


He | 
succeeds Joseph C. Tobin, who! 
was named manager of distribu- 
tor sales for the division. 


Vacudry Names Chase 

Hal M. Chase, former vp and | 
director of marketing of Hawaiian | 
Pineapple Co., San Jose, has 


43 


been appointed marketing con-|Grey Adds Unit of Canadian 


'sultant of Vacudry Co., Oakland, 


manufacturer of low moisture 
content fruit products. He will 
work on new product develop- 
ment and retail distribution. 


Davis Joins Barkas & Shalit 


Steve Davis, formerly in the 
television publicity department of 
Young & Rubicam, has joined Bar- 
kas & Shalit, New York public re- 
lations company, as senior account 
executive on AMF Pinspotters Inc. 


” 


woe Tewe 3? 


by being remote. . . 


and accurate information—be it news, weather, music or sports... And to advertisers, 


such audience influence plays sweet music at cash registers—in a market with a lot 


of them. Do as most important advertisers do—look to KOMO & KOMO-TV 


Seattle 


Lake Tahoe, Nevada; Gold Cup, Seattle, Washington; Lucia Festival, Stockhoim, Sweden; Alaska Elections from Fairbanks. 


| nition for safe flying with this 


You’ll rate applause from deal- 


Flyin’ High with VINYL-STIK 


| thru wind, snow, rain, or heat. 


Industries; to Open in Montreal 

Canadian Industries Ltd., Mon- 
treal, has named Grey Adver- 
tising Agency, New York, to 
handle promotion for its textile 
fibers division. The account had 
been with Cockfield, Brown & 
Co., Montreal. At the same time, 
Grey announced that it plans to 
open a branch office in Montreal. 
Canadian Industries switched its 
paints division from Ronalds Ad- 
vertising to Needham, Louis & 
Brorby early this year. 


Manard Appoints Fairfax 
Manard Products, New Ro- 
chelle, N. Y., has appointed Fair- 
fax Inc., New York, to _ intro- 
duce its line of Chemwipe house- 
hold cleaning cloths. A _ test 
campaign on the Chemwipe Dust 
’n Polish cloth for furniture will 
break Oct. 1 in upstate New York, 
using newspapers and radio. A 
national campaign for 1959 will 
be based on the results of this test. 


with 


KLEEN 


*STIK 
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IDEA NO, 137 
Ham Can Be Beautiful... 


... when it’s Hostess Ham, that is! 
As part of a recent promotion to 
“glamorize”’ their product, famous 
icago packer Swift & Company 
“cooked up’”’ this tasty P.O.P. dis- 
lay to hold a pad of pppetinnns 
base recipes. Handsomely printe 
in four colors on bright Silver Foil 
Kleen-Stik, it’s easy for retailer or 
salesman to put up with a quick 
peel-and-press on walls, showcases, 
etc., in stores everywhere. The de- 
luxe design and artwork were done 
within the Swift organization. 
Cause for applause! 


Outstanding 


P.O.P. Ideas 


the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 138 


Ohio’s private pilots now get recog- 
“Flying Green Cross’’ emblem — 
developed by C. E. A. Brown, Chief 
of Ohio Division of Aviation. 
Mounted on the plane’s door or 
window, it shows accident-free mile- 
age by the colored star inset. 

eather-resistance was a “must’’ 
—so Brent Brown, prexy of Brown 
& Gage, Inc., Cleveland, silk- 
screened ’em on weatherproof 
Vinyl-Stik. Goes on easy with a 
peel-an’-press . . . stays on tight 


ers, salesmen, customers—by 
using Kleen-Stik in your next 
display. See your regular printer, 
lithographer, or silk screener for 
a whole **cook-book”’ full of sales 
recipes! 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 
7300 W. Wilson Ave. ® Chicago 31, Il. 
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'S SILVER ANNI 


Eaqulv<ed. 
SILVER 
ANNIVERSARY 
REPORT 


P. ez 


FROM: the Publisher of Esquire, Arnold Gingrich 


ro: Advertisers and Agencies 


Some TuNcs, like motherhood and the Rolls Royce, need very 
little buildup. They speak for themselves. 


We think the Silver Anniversary issue of Esquire now on sale 
speaks for itself. 


In fact, we'd be foolish to essay any promotional superlatives 
when just a glance at the cover list of contributors will tell you 
all you want, or care, to know about the literary fare that’s in 
store for you. We're perfectly willing to take the chance that you'll 
need no other inducement to sample its contents than the authors 
whose names appear on the cover of the issue. 


And while ‘we're asking you to share in our due cause for cele- 
bration, this might be an appropriate occasion to issue an informal 
report on the state of the medium, and a behind-the-scenes pre- 
view of Esquire’s plans for its 26th new year. 


Biggest Issue in Esquire’s History 


Physically the Silver Anniversary issue is the biggest issue of 
Esquire ever published. Regional editions included, it runs to 
344 pages. All told, it represents a gain in advertising pages of 
129.5% over last October, and you'll find 22 spreads — or exactly 
5 times the number of a year ago. 


Esquire 12.4% ahead in ad pages first 10 months 


Taking a total for the first 10 months of 1958, we're pleased to be 
able to tell you that Esquire is running 12.4% ahead in ad pages 
over the corresponding ten months of last year. And if you've seen 
the figures for other magazines lately, we hardly have to tell you 
how impressive that 12.4% is. However, although we find these 
statistics reassuring and highly enjoyable to contemplate, we pre- 
fer to regard the issue at hand as only a symbol — a symbol of the 
beginning of a spectacular anniversary year — in editorial con- 
tent, in advertising and promotion, and in a wide variety of 
Esquire-related activities. 


“Who's Who” in Esquire’s upcoming Issues 


All through the year, there'll be a continuing parade of superb 
fiction and articles by America’s outstanding writers — stimulat- 
ing stuff from the typewriters and pens of people like Erskine 
Caldwell, Ben Hecht, John Dos Passos, Dorothy Parker, Truman 
Capote. There will be the diverse thinking of Frank Lloyd 
Wright, Arthur Schlesinger, Jr., Arthur Miller, Robert Hutchins, 
and Richard Rovere. Photography by Ernest Haas, Gjon Mili, 
Ben Somoroff. 


Expect the Unexpected in Esquire 


Stealing a leaf from our current advertising theme, you can con- 
tinue to “expect the unexpected in Esquire” throughout the year 
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ahead. Scheduled for early issues are Truman Capote’s new nov- 
elette, “Breakfast at Tiffany's”, which will appear in Esquire in 
advance of its fall publication by Random House; “Backstage at a 
Broadway Hit” with Josh Logan; a profile of the world’s most 
powerful reporter, “Scotty Reston” of the New York Times; “The 
Golden Age of Jazz”, by John Clelland Holmes, author of the 
current best-seller, “The Horn.” An offbeat, upbeat, Esquire 
treatment of sports (no warmed over yesterday's news ), in such 
articles as: “The Preserved Shoot ... listing every known private 
hunting preserve in the U.S., “The International Tuna Tourna- 
ment at Cat Cay”... the colorful “Pakistan Horse Show’, one of 
the world’s most exciting sports events. 


You ll find this and much more in the next twelve months of 
Esquire. 


Anniversary Accolades, Silver Lined 


In recognition of this milestone in the magazine’s history, Esquire 
will be on the receiving end of a number of tributes from the 
advertising and literary worlds. First, there’s a citation from the 
Poor Richard Club of Philadelphia which was awarded to Esquire 
on September 16. Then a week later, September 23, to be exact, 
the Washington Ad Club honored Esquire with a special award 
commemorating the magazine's Silver Anniversary. On October 
9th and 10th, Columbia University in cooperation with Esquire, 
will hold a symposium on “The Role of the Writer in America 
Today” and featured as panelists will be four of Esquire’s most 
distinguished contributors: Dorothy Parker, Saul Bellow, Leslie 
Fiedler, and Wright Morris. Then, as a high point of our anniver- 
sary celebration, G. P. Putnam's Sons will bring out “The Arm- 
chair Esquire’, an anthology of little-known works of some of 
Esquire’s best-known contributors, among them D. H. Law- 
rence, Thomas Wolfe, F. Scott Fitzgerald, Theodore Dreiser, 
H. L. Mencken, Sinclair Lewis, J. D. Salinger, Aldous Huxley, 
John Steinbeck, George Bernard Shaw, and — as you may have 
heard, Ernest Hemingway. 


“The Image of a Man” 


Late this month, Esquire will unveil another of its Silver Anniver- 
sary projects, a remarkable new film entitled “The Image of a 
Man”. Based on a motivation study of the magazine by Dr. Ernest 
Dichter, the foremost authority in MR, it presents an entirely new 
dimension in the field of media research. 


It gives to advertisers — in a way never done before — a complete 
personality profile of the Esquire reader and suggests a new kind 
of research procedure to help solve today’s complex marketing 
problems. Watch for an announcement of the film’s release date. 


What's ahead for advertisers? 


You'll find that there’s as much for the advertiser — as an adver- 
tiser — as there is for the reader in the next twelve issues of 
Esquire. There will be continuing, varied promotions from month 
to month, and dramatic new advertising units available soon: 
fold-outs, gate-folds, inserts, tip-ons, etc; all aimed at helping 
advertisers do a more spectacular job in Esquire. 


Growing List of Prestige Advertisers in Esquire 


With the excitement of the anniversary year, and the tremendous 
progress of the magazine, it is only natural that Esquire should be 
attracting prestige names in all fields to its advertising pages. To 
mention just a few: 


American Tobacco Co. (Pall Mall), 
General Motors Corp. (Chevrolet ), 
Westinghouse Radio Corp., 

U. S. Rubber Co., 

B. F. Goodrich, 

P. Lorillard & Co., 

Remington Rand, 

Minnesota Mining & Mfg. Co., 
Grace Line, 

Revlon, 

Cunard Line. 


Space permitting, the list would run on for several pages. 


Advertising Accent on Diversification 


And the significant point is this. Esquire’s advertising gains are 
not limited to certain categories. On the contrary, Esquire’s prog- 
ress, and its new blue chip accounts (in addition to those men- 
tioned above ) may be found in such diverse classifications and 
industries as: Jewelry (Longines, Girard-Perregaux); Travel 
(BOAC, Nassau, Qantas, Lufthansa); Photography (Leica); 
Fine China (Josiah Wedgwood ); Smoking Requisites ( Bayuk 
Cigars, Ronson and Schick lighters); Boats (Owens, Johnson 
Motors); Music (Capitol Records, Webcor, Fisher, V-M); 
Toiletries and Shaving Requisites (Ronson Shavers, Colgate- 
Palmolive, Rise, Revlon, Top Brass); Automobiles (Fiat, Simca, 
Volvo); Apparel (Everfast Fabrics, Aquascutum, Enro Shirt ); 
Liquor (McKesson Robbins — Highland Queen), National Dis- 
tillers (Bellows), Schenley (Ancient Age ), Martell Cognac; and 
in the business and financial field, the Wall Street Journal, Kip- 
linger Newsletter, Dow Jones Co., and M.M.M. Thermofax. 


What do we do for an encore? 


Granted, this October issue is a tough act to follow — but we've 
got a great bill scheduled for the year ahead. It’s a year of diver- 
sification — both in editorial content and in advertising. We ex- 
pect it to be a great, healthy, lusty twenty-fifth anniversary, all 
year long. 


And not just for Esquire. But for Esquire’s advertisers, too! 


Zaquixe 
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SILVER ANNIVERSARY ISSUE. 
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How Should Agencies Be Paid? 


(Continued from Page 2) 


Marion Harper Jr. 


idea. The system should also 
provide adequate compensation 
for idea-producing _ specialists 
who, in the advertising agency 
world, as elsewhere, command 
a relatively high level of com- 
pensation. Again, it is possible 
that other methods might serve 
these ends. The commission 
system scores high in providing 
incentive for good ideas—inas- 
much as an idea proposed for an 
advertising program, if accepted 
by the advertiser, is translata- 
ble into media commissions. 

It seems to me the prevailing 
system which provides for fees 
for related marketing services 
has proved flexible and satisfac- 
tory. It permits individual nego- 


Paul B. West 


how can the agency possibly 
provide that amount of services 
to justify the 15% commission— 


services my company doesn’t 
need or want? 
The consent decrees have 


opened the door to broader ne- 
gotiations than simply negotiat- 
ing amounts and kinds of serv- 
ices. Advertisers and agencies 
are now free to negotiate ethi- 
cally on methods and amounts 
of compensation itself. 


I realize that up to now I 
haven’t given an answer to the 
question of how agencies should 
be compensated. But after I 
discuss another change which 
bears directly on the question, 


Harper 

services is reflected in the fact 
that fees have come to represent 
approximately one-third of agen- 
cies’ total compensation, and 
media commissions two-thirds. 
At the same time, some of the 
fee percentage is represented by 
services in media where the 15% 
is inadequate compensation. The 
proportion for fees can be ex- 
pected to increase as advertisers 
turn more and more to agencies 
for special services and, also, as 
cost trends for various specialized 
media services increase. 

A compensation system should 
be geared to provide agency 
profit in the face of fluctuating 
volume and rising cost trends. 
Advertising agencies, like other 
businesses, have experienced a 
shrinkage of profits in recent 
years. For the first quarter of 
this year, average agency profits 
are estimated to have been one- 


West 


Advertising Age, September 29, 1958 
Harper 
income over rising expenses, 


the consent decrees. 


With apologies to any lawyer|compensation should also pro- 


who may be present, the consent 
decrees which the agency and 
media associations signed a cou- 
ple of years ago stipulated that 
those organizations could not 
participate in any action de- 
signed to establish a set amount 
or method of agency compensa- 
tion. The decrees made it clear 
that the matter of the amount 
and method of agency compen- 
sation must be negotiated be- 
tween individual agencies, in- 
dividual advertisers, and individ- 
ual advertising media. 

Actually, the consent decrees 
did not result in a _ sudden 
change. They did, however, serve 
to broaden the base of negotia- 
tions and accelerate changes 
which had already been in proc- 
ess for some time. 

Finally, in reality many ad- 


vide for special purposes. The 
advertising agency, for example, 
must be able to finance its cli- 
ents’ advertising and marketing 
plans—all of which are sub- 
ject to its clients’ veto. Devel- 
opment may take 10 weeks or 
even 30. For this purpose we 
find at McCann-Erickson that 
we must be able to finance the 
equivalent (on the average) of 
two and one-half months’ in- 
come from the advertiser’s ex- 
penditures. As _ entrepreneurs, 
agencies accept this obligation, 
because they have diversified 
volume to spread the risk; but 
more basically because they 
choose to be in the business of 
development of ideas—which is 
at the heart of risk enterprise. 
A question arises as to how 
long the present 15% will pro- 


tiations that measure price I think the clue to the answer) third below the average of the vertisers and their agencies| vide adequate revenue for de- 
against value. will become clear. previous eight years. were already negotiating agency! veloping integrated advertising 
Advertisers’ increasing reli- The change I refer to is the compensation through the indi-| programs with maximum effec- 
ance on agencies for special famous, or infamous, matter of While allowing a margin of rect channel of demanding or tiveness. Also, to what extent 
Lite-Diet Bread Plans aa 
$200,000 Fall Push | ast 
Bakers Franchise Corp. will 
promote its Lite Diet special- 


formula white bread this fall in 
a newspaper, radio and tv cam- 
paign starting Oct. 1. The budget 
is “in excess of $200,000” for the 
three-month drive. 

Weekly insertions of 1,000 and 
600 lines will run in 200 news- 
papers. On radio, 14 to 30 one- 
minute and 30-second spots a 
week will 
tions. A spot tv campaign has 
been scheduled on 30 stations. 
The consumer advertising will be 
supplemented by point of sale 
material, and a series of sales 
contests among bakery driver- 
salesmen. Emil Mogul Co., New 
York, is the agency. 


Geer Leaves F&S&R to Join 
Inter Ocean Publicity 


Shippen Geer has resigned as 
vp in charge of public relations 
of Fuller & Smith & Ross, New 
York, to become vp and general 
manager of a new publicity com- 
pany, Inter Ocean Publicity Inc., 
with offices at 480 Lexington 
Ave., New York. 

Mr. Geer said he will continue 
to handle publicity for the Matson 
Lines. Inter Ocean will also be 
servicing some of the travel and 
industrial accounts of Kelly Nason 
Inc. Also associated with Inter 
Ocean is John Kelly Jr., son of 
the president of Kelly Nason. 


Reinhold Shifts Muller 
Reinhold Publishing Corp., 
New York, advertising manage- 
ment for the American Chemical 
Society publications, has shifted 
E. Lee Muller from New York 
district manager of Analytical 
Chemistry and Journal of Agri- 
cultural & Food Chemistry to 
New York district manager of 
Chemical & Engineering News. 


be aired on 150 sta- | 


; 
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This is another in our series about successful people in advertising. Peters, Griffin, Woodward, Inc., Spot Television 
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West 


granting greater or lesser 
amounts and kinds of services in 
order to justify the total amount 
paid the agency under the com- 
mission arrangement. 

Stated specifically, the ques- 
tion for advertisers, which the 
consent decrees and the Frey 
study brought to the fore, was, 
“What is our responsibility to 
our companies, to our stock- 
holders, on this matter of adver- 
tising agency relations and com- 
pensation?” Large sums are in- 
volved. Sound agency relations 
are vital to our corporate future. 
And yet it is doubtful if in any 
other of our business operations 
such vital decisions and great 
amounts of money are handled 
as loosely and with as little 
careful thought as those bearing 
on agency relations and agency 
compensations. 


Actually, in terms of business 
developments—in the light of 
the growth and changes in ad- 
vertising which I have men- 


Advertising Age, September 29, 1958 


Harper 

will fees come to represent addi- 
tional compensation when the 
15% is inadequate—separate 
from charges for special serv- 
ices? We don’t have the answers, 
but I think the existence of 
these questions does not fore- 
shadow the demise of the pres- 
ent commission and fee system. 
Instead, they point to its flex- 
ibility for dealing with new cost 
and service situations as they 
develop. 

Many alternative compensa- 
tion methods have been pro- 
posed, but, so far, their propo- 
nents have failed to win more 
than a small percentage of con- 
verts. I think this is  signifi- 
cant because, with the frequency 
of account changes, advertisers 
and agencies have the opportu- 
nity to start afresh with new 
arrangements. It also seems sig- 
nificant that in reports or sur- 
veys of clients leaving agencies 
we find that the reasons given 
are inadequate creativity, poor 
research, lack of specialized 


West 


tioned—the time was ripe for a 
re-evaluation of our agency re- 
lations—in fact of our entire ad- 
vertising structure—so that each 
individual advertiser, along with 
each individual agency, could 
determine for himself how to 
proceed to the end that his ad- 
vertising could be most effective 
and productive. 

With the Frey study, advertis- 
ers were in a position to exam- 
ine their own operations, com- 
pare them with the experiences 
of others, and look for grounds 
for improvement. And they have 
been doing just that. 


This may seem like a long 
road, and it might seem that I 
haven’t answered the question 


of how advertising agencies 
should be compensated. 
Well, I haven’t, really, be- 


cause as I indicated at the out- 
set, the question is academic. 
Each and every situation dif- 
fers and is in a state of change. 
The need now is for advertisers 


Harper 
marketing skills, mediocre cali- 
| ber of personnel and many other 
| reasons—but almost never, as 
far as I am aware, does the 
commission and fee system ap- 
pear as a cause. 


Individual problems of com- 
pensation may be controversial, 
and we can make surveys and 
collect a variety of opinions. But 
the fact is that an increasing 
proportion of advertising is be- 
ing handled by advertising agen- 
cies, and the basic method of 
compensation continues—with- 
out bloodshed—to be one of me- 
dia commissions and fees. I 
don’t believe we can look for- 
ward to a revolution in this 
practice for some years. The sys- 
tem has satisfied the principal 
criteria of what agency compen- 
sation should accomplish. 

(Editor’s Note: Because of 
lack of time, Mr. Harper was 
forced to leave out some sections 
of his talk. The quotes above are 


from his prepared text.) 


... who plays the law of averages — average temperatures that is — because 
his sales peaks are set by the weather. He holds his fire until the weather is 


right, then he lets go with both barrels — sight and sound! 


Market-by-market his Spot Television advertising moves in when the selling is 
good... moves in with great power — and no waste. 


To help you plan your strategy we've prepared a booklet we call “SPOT TELE- 
VISION COST YARDSTICKS” which shows average temperatures month-by-month, 


and Spot Television costs regionally, seasonally and market-by-market. We'd 
like to send it to you. 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N. Y. C. 
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to determine their advertising 
objectives in the light of corpo- 
rate objectives, to determine 
from these their requirements 
in agency service, and the value 
of these services to them. 


... Two things are clear. 

First, advertiser-agency rela- 
tions are now being dealt with 
on a much sounder business ba- 
sis than they have been in the 
past. 

Secondly, there is no answer, 
no formula, to the question of 
how should agencies be compen- 
sated. Advertisers’ require- 
ments differ. Agency functions 
and services differ. Compensa- 
tion, then, in amount or method 
cannot be standardized. 


Advertising today, as I indi- 
cated earlier, is an integral part 
—and a very vital and absolute- 
ly indispensable part—of the 
complex structure of American 
industry as a whole. The man- 
agements of most of the leading 
companies accept this concept. 
So do our most responsible gov- 
ernment officials. And, I be- 
lieve, so does the public at large. 

This is the concept that has 
guided the ANA, and there is 
substantial evidence that it is a 
sound and most practical one. I 
think most responsible agency 
executives recognize and agree 
with this. 

It is clear to me that as more 
and more of us in responsible 
positions in advertising accept 
this concept—act, speak and 
conduct themselves as responsi- 
ble business leaders—this will 
do more than any other one 
thing to get client-agency rela- 
tions on a sounder and more 
profitable basis. And the prob- 
lem of how agencies should be 
compensated, and how much, 


will resolve itself. # 
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“ Be sociable, have a Pepsi.’”’ That theme earmarks 
one of the important advertising campaigns of 
broadcast history: Pepsi-Cola’s current 14-week 
drive on all four radio networks at once. Pepsi 
tapped network radio for this promotion to reach 
and register with a total population. (Campaign 
magnitude: an estimated half-billion impressions. ) 
As the company said, “...no other medium 

offers the speed, penetration, saturation and 
continuity; nor can any other medium reach 

so many people at a comparable cost per thousand 
impressions.” So whether you need all four 
networks or one (we know one)—have network 
radio, and be sociable. Mix with people.... 
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Ralston Introduces Corn 
Chex in Six Markets 

Ralston Purina Co., St. Louis, 
will introduce its new breakfast 
cereal, Corn Chex, in a 13-week| 
newspaper, radio and tv campaign | 
starting the end of September. In- | 
troductory marketing areas will be | 
Spokane, San Diego, Denver, Wich- | 
ita, Columbus and Albany. The) 
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Per-Case Costs of Beer and Ale Advertising 


Sales of brewers whose 1956 output exceeded 1,000,000 bbls. related 
to the amount invested by each in general magazines, newspapers 
(including Sunday sections), network and spot tv and outdoor. These 


. | 
copy strategy is to appeal to con-| littl, ton 
1,000 bbls. sold .............. 


sumers who enjoy corn flakes and 
also to capitalize on the bite-size 
shape of Corn Chex. Copy will pro- 
claim the product as “the greatest 
thing in corn since flakes” and 
“the best shape corn’s been in for 
50 years.” 

Weekly newspaper ads in the six 
introductory markets will range 
from 800 to 1,300 lines. Up to 897 
radio spots will be used in some 
markets. On tv, there will be up to 
13 weekly commercials in each 
market on the company’s ABC-TV 
show, “Bold Journey,” plus up to 
40 tv spots in some areas. Guild, 
Bascom & Bonfigli, San Francisco, 
is the agency. 


in the Nation's 


37m TV 
MARKET 


*Television Magazine 8-1-58 
The top-drawer audience of this 


looked-at station, plus proved 
WTRF-TV merchandising help, 
will boost sales of your food prod- 
ucts in the booming Wheeling 
(W. Va.)-Steubenville (Ohio) Met- 
ropolitan Area. The 1,970 food 
stores in the WTRF-TV 36-county 
market account for a walloping 


Ad investment 


Ad cost per bbl. ................ 
0 CBBD csconssereasesee 


1,000 bbls. so 
Ad investment 


tos. Schlitz Brewing Co. 


Ad cost per bbl. ............0+ 
0 CRED wren sccose sizes 


1,000 bbls. so 
Ad investment 


DDD acintesesestsine 


Ad cost per bbl. ................ 
ieee prenmmeneten 


TP. Ballantine & Sons 


1,000 bbls. sold ............4 


Ad investment 


Ad cost per bbl. ...............- 
GRP Gnerinne 


Theo. Hamm Brewing Co. 


1,000 bbls. sold ................ 


Ad investment 


Ad cost per bbl. ............0+ 
6 CBD cocccseveseosees 


Carling Brewing Co. 


1,000 bbls. sold ................ 


Ad investment 


Ad cost per bbl. ................ 
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Liebmann Breweries 


1,000 bbls. sold ................ 


Ad investment 


Ad cost per bbl. ................ 
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F.&M. Schaefer Brewing Co. 


1,000 bbls. sold .........000 


1,000 bbls. sold ................ 


Stroh Brewery Co. 


1,000 bbls. sold ................ 
Ad investment .................... 


Ad cost per bbl. .... 
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$486,532,000 in sales. Getting your Miller Brewing Co. 


1,000 bbls. sold ................ 
Ad investment .................... 
Ad cost per bbl. ............00+ 


share? 
“These Eleven WTRF-TV 
Merchandising Aids 
Help You Sell: 


“ “ “ 


1—IN - STORE DISPLAYS | Lucky Lager Brewing Co. 


arranged. 

2—POINT - OF - PURCHASE 
TIE-INS prepared, with win- 
dow banners, shelf talkers and 
other material. 


1,000 bbls. sol 
Ad invest ft 


WD socsececsenccee 


Ad cost per bbl. ..............+. 
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8—TIE-IN ADVERTISING ar-|'C. Schmidt & Sons 


ranged in other media. 1,000 bbls. sold ..........0000 
4—MAILINGS — ba retailers, Ad investment co 

jobbers and wholesalers. “5 
5—PERSONAL CALLS made on| “¢ “1 Per BEL 

retailers, jobbers and whole-; = =~" 

salers. Jacob Ruppert 
6—DISTRIBUTION AID _ fur- 1,000 bbls. sold ............... 

nished for new products. Ad investment ........ 
7—COMPETITIVE ACTIVI-| Ad cost per bbl. .... 

TIES checked and reported. “ ts FO SRI 
8—SALES MEETING participa-| _ 

tion by staff members to assist Piel Bros. 

clients. 1,000 bbls. sold ................ 
9—ON-THE-AIR INTERVIEWS | Ad investment esis 

arranged with client’s repre-| Ad cost per bbl. ............... 

sentatives. MP Oe ica ceicinee 
10—MERCHANDISING REPORT 

prepared with complete mer- | Orewrys Ltd. 

chandising activities detailed. | 1/000 bbls. sold ................ 
11—COMPLETE COOPERATION | _ Ad investment 


with client in helping with the 

solution of special problems. 
For complete merchandising service and 
availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


National Rep., George P. Hollingbery Company 


wirf- tv 
Wheeling 7, West eR 


National Brewing Co. 


1,000 bbls. sold ..........00000+ 


Ad investment 


Ad cost per bbl. ................ 
Wis eer St MRD Senmeenepnevonte 


Blatz Brewing Co. 


1,000 bbls. sold ............... 


Ad investment 


Ad cost per bbl. ................ 
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1,000 bbls. so 
Ad invest t 


Adolph Coors Co. 


__ rarer 
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Ad cost per bbl. ...........:000 
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1957 


6,116 
$ 9,438,976 
$1.54 
11.0¢ 


6,024 
$10,682,254 
$1.77 
12.6¢ 


4,292 

$ 5,363,527 
$1.25 

8.9¢ 


3,982 

$ 3,878,398 
97¢ 

6.9¢ 


3,376 

$ 3,932,007 
$1.16 

8.3¢ 


3,151 

$ 1,848,718 
59¢ 

4.2¢ 


2,966 
$ 4,753,115 
$1.60 

11.4¢ 


2,940 

$ 2,530,082 
86¢ 

6.1¢ 


2,700* 
$ 4,332,504 

$1.60 

11.4¢ 


2,584 

$ 2,042,310 
79¢ 

5.6¢ 


2,322 

$ 3,200,547 
$1.38 

9.9¢ 


2,068 

$ 2,058,622 
$1.00 

7.1¢ 


1,757 
$ 917,821_ 


1,490 

$ 873,055 
59¢ 

4.2¢ 


1,435* 
$ 1,694,514 
$1.18 
8.4¢ 


1,369 
$ 1,023,526 


1,147 
$ 110,765 


1956 


5,864 
$6,816,889 
$1.16 

8.2¢ 


5,941 
$8,605,134 
$1.45 
10.3¢ 


3,870 
$4,383,350 
$1.13 

8.0¢ 


3,967 
$3,434,816 
86¢ 

6.1¢ 


3,325 
$3,518,441 
$1.06 

7.5¢ 


3,115* 
$6,202,978 

$1.99 

14.2¢ 


2,709 
$1,833,535 
68¢ 

4.8¢ 


2,246 
$3,683,764 
$1.64 
11.7¢ 


1,960 
$1,780,654 
91¢ 

6.5¢ 


1,850 
$ 757,287 
4i¢ 

3¢ 


1,539 
$1,098,454 
71¢ 

5¢ 


1,350tT* 
$1,665,216 
$1.2377 
8.8¢ti 


1,432 
$1,143,670 
79¢ 

5.6¢ 


1,115tt* 
$1,221,254 
$1.10TT 
7.9¢1t 


949 


1955 


5,617 
$5,493,665 
97.8¢ 

6.4¢ 


5,780 
$7,450,861 
$1.29 

9.3¢ 


3,653 
$2,594,448 
71¢ 

5.1¢ 


3,953 
$1,571,939 
39.7¢ 

2.9¢ 


3,072 
$2,034,130 
$1.17 

8.0¢ 


2,655 

$ 423,045 
15.9¢ 

1.2¢ 


3,162 
$3,706,080 
$1.17 
8.0¢ 


2,675 
$1,548,486 
57.8¢ 

4.2¢ 


3,500 
$3,408,382 
97.3¢ 
7.0¢ 


2,153 
$1,202,534 
55.8¢ 

4.0¢ 


2,191 
$1,683,523 
76.8¢ 

5.6¢ 


1,824 
$1,223,857 
67¢ 

4.8¢ 


1,917 

$ 548,653 
28.6¢ 

2¢ 


1,638 
$ 925,627 


1,425 

$ 543,119 
38.1¢ 
2.8¢ 


1,286 
$ 211,987 
16.4¢ 

1.2¢ 


figures are not offered as complete records of ad expenditures; brew- 
ers spend large sums in radio as well as point of purchase materials 
and other non-measured media. 


1954 


5,829 
$6,820,379 
$1.17 

8.5¢ 


* 5,406 
$7,319,025 
$1.35 

9.8¢ 


3,290 
$2,744,722 
83.4¢ 

6.0¢ 


3,713 
$2,693,234 
72.5¢ 

5.3¢ 


2,249 
$1,908,550 
84.9¢ 

6.1¢ 


1,340 


3,410 
$4,144,370 
$1.21 

8.8¢ 


2,690 
$1,632,610 
60.7¢ 

4.4¢ 


3,500 
$4,147,572 
$1.18 

8.6¢ 


1,450 

$ 891,231 
61.5¢ 
4.5¢ 


2,096 
$3,430,691 
$1.64 

6.1¢ 


1,775 
$1,252,698 
70.6¢ 

5¢ 


1,516 

$ 421,880 
27.8¢ 

2.0¢ 


1,769 
$ 710,335 
40.1¢ 

2.9¢ 


1,395 
$ 698,192 
50¢ 
3.6¢ 


1,372 
$ 477,779 
34.8¢ 

2.5¢ 


1,090 
* 69,058 


1,042 
$ 32,238 
3¢ 


1953 


6,711 
$3,041,609 
45¢ 
3.3¢ 


5,255 
$3,733,430 

71¢ 

5.2¢ 


2,911 
$1,197,891 

4i¢ 

3.0¢ 


3,882 
$2,021,738 

52¢ 

3.8¢ 


1,686 

$ 647,773 
38¢ 
2.8¢ 


1,096 


3,085 
$2,212,971 
72¢ 
5.2¢ 


1,135 
$ 395,994 

35¢ 

2.5¢ 


2,138 
$1,327,696 

62¢ 

4.5¢ 


1952 


6,034 
$1,681,096 
28¢ 
2.0¢ 


6,347 
$2,341,768 
37¢ 
2.7¢ 


2,277 
$ 784,667 


2.5¢ 


1,380 

$ 432,626 
31¢ 
2.2¢ 


893 


2,875 

$2,212,823 
. He 
5.6¢ 


4,047 
$2,936,895 
73¢ 
5.3¢ 


822 

$ 255,005 
31¢ 
2.2¢ 


3,043 
$1,227,687 
40¢ 
2.9¢ 


1,475 

$ 116,728 
8¢ 
0.6¢ 


1,213 

$ 202,389 
17¢ 
1.2¢ 


1,200 
$ 269,014 

22¢ 

1.6¢ 


1,222 

$ 91,951 
8¢ 

0.6¢ 
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1951 


5,479 
$1,887,227 
34¢ 
2.4¢ 


5,716 
$2,347,578 
4i¢ 
3.0¢ 


3,990 
$1,558,379 
39¢ 
2.8¢ 


1,150 

$ 704,335 
61¢ 
4.4¢ 


669 


2,800 
$1,809,258 
65¢ 
4.7¢ 


2,600 

$ 647,954 
25¢ 
1.8¢ 


3,950 
$2,848,548 
72¢ 
5.2¢ 


636 

$ 140,838 
22¢ 
1.6¢ 


2,612 
$1,035,675 
40¢ 


2.9¢ 


1,242 
$ 101,475 


1,517 


5,097 
$1,749,321 


4,375 

$ 978,676 
22¢ 

1.6¢ 


2,662 
$1,271,660 
48¢ 

3.5¢ 


1.5¢ 


3,419 
$2,165,251 
63¢ 

4.6¢ 


1,096 


1,253 
$ 370,242 
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51 


1953 


1952 1951 1950| Form Communications Advisors 


Communications Advisors Inc., 
a new public relations organiza- 
|tion, has been formed at 6 E. 
46th St., New York. President is 
~|Fred Thomson, former creative 
chief of the Bureau of Advertis- 


815 ing; exec vp is William A. 


Greene, former associate director 


of the BofA; treasurer is Thom- 


as W. Dewart, former publisher 
of the New York Sun, and the 
secretary is John S. Griswold, 
formerly with W. & J. Sloane. 


904 


1957 1956 1955 
Jackson Brewing Co. 
1,000 bbls. sold ................ 1,107 1,051 1,008 
Ad investment ...................+. $ 1,377,315 $1,197,871 $ 804,199 
Ad cost per bbl. ................ $1.24 $1.13 79.7¢ 
oF PIED cepisicesenanais 8.9¢ 8¢ 5.8¢ 
Olympia Brewing Co. 
1,000 bbls. sold ................ 1,104 1,016 865 
Ad investment ..................+ $ 1,298,181 $1,086,962 
Ad cost per bbl. ................ $1.18 $1.06 
ai 8.4¢ 7.5¢ 
Duquesne Brewing Co. 
1,000 bbls. sold ................ 1,062 1,046 988 
Ad investment .........0....cc0008 $ 1,222,623 $1,148,505 
Ad cost por BDL. ....ccc........ $1.15 $1.09 atten 
eg ren Sane 8.2¢ 7.7¢ —_— 
* Estimated ++ Revised 7 Figures include expenditure for both beer and ale. 


In ‘57 Beer Ad Cost 
Rose 6.4%, AA Finds 


(Continued from Page 3) 
and exclude production and talent 
costs. Omitted completely from 
the calculations are large amounts 
spent on point of purchase mater- 
ials, direct mail, dealer helps, radio 
and the like, for which figures are 
not available. 

Nor are the figures given in the 
accompanying eight-year’ chart 
strictly comparable. Network ra- 


CASE HISTORIES OF 
SUCCESSFUL USAGE 


OF [SPANISH] LANGUAGE 
RADIO IN NEW YORK 
Station WWRL 


Woodside 77, 
New York City 


dio has not been measured since 
the first seven months of 1955. 
Spot tv has been measured only 
since the fourth quarter of 1955. 


= In 1957 Anheuser-Busch, St. 
Louis, regained the top spot lost 
in 1955 to Jos. Schlitz Brewing 
Co., Milwaukee. Anheuser-Busch 
sold 6,116,000 bbls., up from 5,864,- 
000 sold in 1956. Schlitz’s sales in 
1957 were 6,024,000, up from the 
5,941,000 sold the year before. 
Anheuser’s 1957 measured-media 
ad costs totalled $9,438,976, or 
$1.54 a barrel; Schlitz spent $10,- 
682,254, or $1.77 a barrel, in 1957. 

Pabst Brewing Co. slipped to 
ninth place in sales from sixth 
the year before. Pabst sold an 
estimated 2,700,000 barrels at an 
average per-barrel cost of $1.60. 


= Of the top five brewers in sales 
volume, P. Ballantine & Sons, 
Newark, (both ale and beer) had 


| the lowest per-barrel cost—97¢. 
| Theo. 


Hamm Brewing Co., St. 


] WINSTON-SALEM 

| TOBACCO MARKET 

| SHATTERS ALL RECORDS 
| —OPENING DAY SALES 
j OVER MILLION DOLLARS 
! 
I 
l 


Paul, spent $1.16 a barrel, Falstaff 
Brewing Co. spent $1.25. 


s The brewers put the bulk of! 
their ad expenditures into spot tv 
and outdoor, followed by news-| 
papers, net tv and magazines. The}! 
total for the 22 companies by 
media follows: 


Best crop in years . 

highest average price in 90-year 
history of market . . . total 
market sales expected to go way 
over last year's $27,410,891... 


RS $21,612,030 big boost in purchasing power . . . 
Outdoor .......... 19,939,485 § cash in now with space in 

Newspapers ...... 11,168,560 os “Sigtnaape and Sentinel. 

Network tv ....... 6,415,781 —en aw aw aw es aw ow ae oe 
Magazines ........ 4,954,189 

Business publications 225,000 

eee? Cowetk.,.... $64,315,045 


The reader is again warned 
that these figures are not all-in- 
clusive, and to keep in mind that 
few of the brewers have full na- 
tional distribution. 

The measured media expendi- 
tures are probably only about 
half the ad cost story. A survey 
by Research Co. of America cov- 
ering 1956 expenditures found a} 
per-barrel ad cost of $2.29, more 
than double the $1.09 average 
resulting from measured media 
calculations. . 

In the accompanying table 
brewers are listed in barrels-sold 
rank. For each is listed its total 
measured media ad costs, per 
barrel and per case ad costs. + 


JOURNAL 


AND 


SENTINEL 


SENTINEL, EVENING 


CIRCULATION NOW 


’ 
Pub. Statement ending March 31, 1958 


JOURNAL, MORNING REP. KELLY-SMITH COMPANY 


IF YOU CAN GET 


A well made product, the result of able 
workmanship and precision equipment, 
what more would you expect... particularly 
when such production is supplemented 
with outstanding service? 


PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, STEREOTYPES, MATS, R. O. P. 
COLOR MATS, THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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“Identity is as important to industrial selling as it is in consumer merchandising. 
Purchasing agents, as other people, like doing business with firms and brands 
they know. There’s no surer method of getting business people to know you, 
your products and services than by advertising in business publications.’’ 

W. F. Rockwell, Jr., President, Rockwell Manufacturing Company 


IDENTITY—Consistent advertising is the most 
economical short cut to the greatest number of 
your most important prospects. It supports 
the direct sales efforts of your sales staff; estab- 
lishes identity, brand preference and product 
familiarity—in minimum time. 


In today’s leading growth industries more than 
one million men-of-decision subscribe to MeGraw- 
Hill publications. By concentrating your advertis- 
ing in the McGraw-Hill publications serving your 
major markets, you stimulate the growth of 
your corporate identity. 


McGraw-Hill Publications ‘@: 


McGraw-Hill Publishing Company, Incorporated + 330 West 42nd Street, New York 36, N.Y. 
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identity 


You can reach America’s growth 
industries by consistent, domi- 
nant advertising in these 


McGraw-Hill 
Publications 


American Machinist 
Metalworking 


Aviation Week 
including Space Technology 
Aviation 
Business Week 
Business Management 


Chemica! Engineering 
Chemical Process Industries 


Chemical Week 
Chemical Process Industries 


Coal Age 
Coal Mining 


Construction Methods 
& Equipment 
Construction 


Control Engineering 
Instrumentation & Control 


Electrical Construction 
& Maintenance 
Electrical Construction & Maintenance 


Electrical Merchandising 
Appliance-Radio-T V 


Electrical West 
Electrical Power Industry 


Electrical Wholesaling 
Electrical Apparatus & Supplies 


Electrical World 

Electric Utilities, Industrial Power 
Systems, Electric Power Consulting 
Engineering 

Electronics 

Electronics 


Engineering & Mining Journal 
Metal & Nonmetallic Mining 


E&MJ Metal & 
Mineral Markets 
Metal & Nonmetallic Prices 


Engineering News-Record 
Construction 
Factory Management 


& Maintenance 
Plant Operating Management 


Fleet Owner 
Truck & Bus Fleets 


Food Engineering 
Food Manufacturing Management 


Industrial Distribution 
Distribution— Industrial 


National Petroleum News 
Petroleum Marketing 


Nucleonics 
Atomic Energy 


Petroleum Week 
The Entire Oil Industry 


Power 
Industrial Power & Plant Services 
Electrical Utilities 


Product Engineering 
Design Engineering & 
Product Development 


Purchasing Week 
Purchasing—Industrial & Business 


Textile World 
Textiles 
OVERSEAS PUBLICATIONS: 


International Management Digest 
(Latin America & Overseas Editions) 


The American Automobile 

El Automovil Americano 

Ingenieria Internacional 
Industria 

Ingenieria Internacional 
Construccion 

(Buyers’ Guides, Directories, 
Handbooks for many fields 
of industry) 


Coming 
Cenventions | 


Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whit- 
ley Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies, Central Region’s annual 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania 
Publishers’ Assn., annual 
Hotel Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop, Bismarck Hotel, Chicago 

Oct. 12-15. American Assn. of Adver- 
tising Agencies, western region, 21st an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th 
annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
neapolis. 

Oct. 17-19. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, 
Sheraton-Cadillac Hotel, Detroit. 

Oct. 19-21. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 


Newspaper 
convention, 


Oct. 20-21. National Assn. of Broad- 
casters, Region 3 Hotel Somerset, 
Boston. 

Oct. 22. Associated Business Publica- 


tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- | 
nual meeting, Queen Elizabeth Hotel, | 
Montreal, Can. 


Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- | 
tion Assn., central regional meeting, | 
Whittier Hotel, Detroit. 

Oct. 27-28. National Assn. of Broad- 
casters, Region 2, Hotel Statler, Wash- 
ington, D. C. 


Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual ccnfer-| 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 5-7. Public Relations Society of 
America, 11th national conference, Wal- 
dorf-Astoria, New York. 

Nov. 9-12. Assn. of National Advertisers | 


fall meeting, The Homestead, Hot}! 
Springs, Va. 

Nov. 10-11. National Newspaper Pro- 
motion Assn., southern regional meet- 


ing, Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Nov. 16-19. Broadcasters’ Promotion| — 
Assn., annual seminar, Chase Hotel, St. 
Louis. 


Nov. 17. American Marketing Assn., re- | 
gional industrial marketing conference, | 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit 
of Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 


Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 25. National Business Puaaee- | 
tions, Los Angeles regional conference, | 
Hotel Statler. 

Nov. 26. National Business Publica- | 


tions, San Francisco regional conference, 
Sheraton-Palace. | 
Dec. 28-30. American Marketing Assn., | 


national winter conference, Morrison 
Hotel, Chicago. 

Jai 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San 
Jose, Cal. | 

April 5-8, 1959. Sales promotion divi- | 
sion, National Retail Merchants Assn., | 


Eden Roc Hotel, Miami Beach. | 

April 12-16, 1959. National Business | 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

April 16-19, 
tion of America, 4th District annual con- 
vention, Desert Ranch and Colonial Inn, 
St. Petersburg, Fla. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. | 

June 8-11, 1959. Outdoor Advertising | 
Assn. of America, national convention, | 
Sherman Hotel, Chicago. | 

June 28-July 2, 1959. Advertising Assn. | 
of the West, 56th annual convention, | 
Tahoe Tavern, Tahoe City, Cal. | 


! 
1959. Advertising Federa-| * 
| 


Fertig Shilling Lukin 


TO THE AGENCY—Alynn Shilling, vp in charge of advertising and sales 

promotion of National Distillers Products Co., presents a five- 

year, gold Old Crow pin to Lawrence Fertig and Philip Lukin, pres- 

ident and up respectively, Lawrence Fertig & Co., New York. Fertig 
has handled Old Crow since its introduction in 1953. 


Newsprint Use Gains in August); papers to the American Publish- 
U. S. newsprint consumption in|ers Assn. in 14 months. Estimated 
August was 387,560 tons, up .03% total consumption during the 


from newsprint used in August,| month, according to ANPA, was| 


1957. It was the first monthly | 513,324 tons, compared with 511,- 
gain reported by member news-| 723 tons used in August 1957. 


New Food Snack Bows 

Old London Co., New York, 
maker of melba toast and other 
snack products, will introduce a 
new corn chip called Dipsy Doo- 
dles in October in the metropoli- 
tan New York market. Full-page 
ads in the New York edition of 
TV Guide will feature introduc- 
tory 8¢ off coupon. Six northern 
New Jersey newspapers will car- 
ry ads on the food pages. A spot 
tv campaign is scheduled on 
“Popeye” (WPIX, WNEW-TV and 
WABC-TV). Four posters will ap- 
pear in all subway lines. Richard 
K. Manoff Inc., New York, is the 
agency. 


John Wark to Rader Co. 

John Wark, formerly assistant 
to the president of Raymond Spec- 
tor Co., has joined Kenneth Radar 
Co., New York, to supervise crea- 
tive activities for the agency’s 
drug and cosmetic accounts. 


SiMPSON-REILLY, LTD, 
Publishers Representatives 


+ 


“That's why we at GM. use 
business publications =~ 


Why? E. H. Walker prefaced 
this remark by pointing out that 
business papers are the sorters 
and fact-finders, and that it was 
“*...compulsory for every business 
man to turn to the printed word... 
our economists, our engineers, our 
sales people and our purchasing 
agents,” 


“We at General Motors of Canada”, 
concluded Mr. Walker, “also look to 
business papers as a natural medium 
for telling others in business about our- 
selves and our products.” 


E. H. Walker, 
of Canada Lim 


BUSINESS NEWSPAPERS AS 


President, Geueral Motors 
ited. 


SOCIATION 


137 Wellington St., Toronto, Ontario 0 F C A N A D A 
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hen you advertise in The Financial Post, you 
advertise selectively and effectively. You ad- 
vertise economically because your message 
goes where yeu want it to go. . . without wastage 
. » « where it counts. You reach, influence and sell 


Canada’s biggest buyers. 


The Financial Post 


Canada's foremost business newspaper 


481 University Avenue, Toronte 2 
1242 Peel Street, Montreal 2 


Advertising Age, September 29, 1958 


Morris Hits U.S. 
! Car Makers for 
‘Outpricing’ Market 


ROcHESTER, N. Y., Sept. 23—The 
founder of the Morris banking plan 
today blasted the automobile man- 
ufacturers foi*paralyzing “the buy- 
|ing power of the masses so greatly 
[that] the biggest industry in our 
nation has been seriously injured.” 

Arthur J. Morris founded his 
system of industrial banking in 
Norfolk, Va., in 1910 as one of 
the first to loan money with co- 
signers instead of collateral. 

In an interview before address- 
ing the fall bank-consumer con- 
ference here, Mr. Morris stated: 
“There can be no doubt that Amer- 
ican car manufacturers in 1957 and 
1958 developed an oversupply of 
ears. Worse still, they made prices 
too high and outpriced the mass 
market. 


s “This should teach us the first 


We are the distillers of Lamplighter, a rather costly English Gin. 
Until recently, our lives were quiet and uncomplicated. Then, 
much against the wishes of our fellow countrymen, we decided 
to ship our product to America. And so our troubles began. 


The Advice of our Advertising Agency 
Our first step was to engage the services of an American adver- 
tising agency. “Yours is an unmistakably superior product,” they 
said. “As dry as you can buy. But to sell it in America, you need 
a symbol . . . something that people will remember. How about 
a square martini glass?” 


The Search Begins 

The brilliance of this suggestion was immediately apparent to 
us. It seemed like a simple matter to go out and order ten thou- 
sand square martini glasses. The trouble was, how the devil do 
you drink Lamplighter from a square glass? “Aha!” said a famous 
American glassmaker. “We must round the inside edges!” But 
alas, the inside edges were not roundable. We met with the same 
problem wherever we turned, 


XA e - 
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as 
Back to Britain 


Surely British glassmakers would come to our aid. After penetrat- 
ing their initial resentment over Britain’s best gin being shipped 
to America, we convinced them to have a go at it. We experienced 
a moment of minor panic when they, too, failed to execute. 


: a 
We Request your Patience 
So far, we have been to the glassmakers in 
Venice, Munich, Copenhagen and Paris. But all 
is not lost. There is still South America. We ask 
your forbearance. At the earliest possible date, 
we promise to have the Lamplighter square 

martini glass at hand. 


the makers of 


LAMPLIGHTER GIN 


the costlier English Gin Americans now have firmly 
in hand—as dry as you can buy 


LONDON DRY GIN DISTILLED FROM GRAIN, 94 PROOF, 
IMPORTED BY McKESSON & ROBBINS, INC., N.Y., N.Y. 


© McK. & RK. '58 


effect of inflation,” he added. “The 
poor motor car years of 1957 and 
1958 are a concrete illustration 
of how oversupply and inflation 
of prices can paralyze buying 
power.” 

Mr. Morris added: “The obvi- 
ous answer is fewer cars at lower 
prices. The need for this was 
emphasized last year by the im- 
port of several hundred thousand 
smaller cars from Europe. They 
were sold to consumers for con- 
siderably less money than the 
larger, over-priced American cars.” 

He predicted that if American 
manufacturers of automobiles do 
not correct their recent failures 
promptly, they will face even 
worse losses in the coming year. 

Mr. Morris said inflation must 
be fought by “encouraging the 
proper volume of mass buying 
through consumer credit.’’ He said 
he did not feel that the average 
American family is living beyond 
its means because of buying on 
credit. 


FORD SAYS TODAY'S 
CAR IS A BARGAIN 

LAKE PL acip, N. Y., Sept. 23— 
Today’s car is really a bargain, and 
offers much more than mere trans- 
portation, according to Benson 
Ford, vp of Ford Motor Co. 

Mr. Ford told the New York 
State Auto Dealers Assn. yesterday 
that Americans are better able to 
afford this year’s $2,500 car than 
they could afford an $800 or $900 
car in the ’30s. 

And he added that people will 
be looking for a good deal more 
than basic transportation in the 
new cars. Performance, prestige 
and style “are vitally important 
factors in the willingness of peo- 
ple to turn over their cars fre- 
quently—to buy the values implic- 
it in a new car, rather than settle 
for mere ‘good transportation’,” he 
said.+ 


FTC Okays Order Preventing 
Rayco from Using False Claims 

The Federal Trade Commission 
has approved a consent order pre- 
venting Rayco Mfg. Co., Pater- 
son, N. J., from using fictitious 
prices in ads for automobile seat 
covers and convertible tops. 

The order, which disposes of a 
complaint issued last March, also 
prevents Rayco from implying 
that the Fashion Academy seal 
was won on the basis of a contest 
with competitive products; or that 
|U. S. Testing Co. found its prod- 
| ucts more durable than compet- 
|ing products, unless true. The 
order also prohibits the use of an 
ad misrepresenting the number of 
seat covers or other products 
which any franchised dealer has 
on hand at any time. 


Wood Joins ‘Premium Practice’ 
William C. Wood, formerly in 
the merchandising and promotion 
department of Esso Standard Oil 
Co., New York, has joined Pre- 
mium Practice, New York, as an 
eastern sales representative. 


Gateway to 
the MOON 


We dominate at 
Cape Canaveral 
{Moon Missile 
Base| in Brevard 
and in four other 
Florida counties 
where we outsell 
Miami, Jar and 
Tampa papers 5 
to 1. 


Canaveral _ABC 
spends 124 million City Zone 
$ a year. 171,168 


Orlando Sentinel-Star 
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The whole world of entertainment 
is coming to [Iii 


On December 17th, LIFE’s special 2-in-1 issue raises the cur- 
tain on the rollicking world of U. S. performing arts. In the 
tradition of LIFE’s great double issues—Christianity, The 
American Woman, America’s World Abroad—LIFE’s year-end 
Entertainment issue will give readers an exciting insight into 
an important feature of American life. 

You go behind the scenes of the vast, multi-million dollar 
enterprise that is U.S. entertainment — circus, records, the 
dance, television, jazz, movies, professional theater and ama- 
teur play-making. 

And LIFE brings you the stars as you’ve never seen them 
before—Kim Novak, Rock Hudson, Fred Astaire, Danny 
Kaye, Marilyn Monroe and Gene Kelly, who perform spe- 
cially for LIFE. Articles by some of the top thinkers and 
writers in the whole world of entertainment. 


This special year-end LIFE issue makes a wonderfully excit - 


ing setting for advertising. It offers a remarkably effective 
way to get your selling message to your best prospects just 
when Christmas shopping is their big concern. And many 
readers keep LIFE’s special issues to refer back to again and 
again. And here’s an extra Christmas bonus—LIFE’s special 
issues have a larger circulation than any others. 


Reserve space in LIFE’s Entertainment issue now—four- 
color closing, Nov. 3rd; black-and-white, Nov. 17th. 

And you can use LIFE’s unique fast-closings at a 10% 
premium for this issue, too. Give us your black-and-white or 
two-color plates Dec. 10th... your four-color plates Nov. 24th 
... and be selling in the big Entertainment issue of LIFE. 


Only [§1i4 gives you 
so much...so swiftly, so surely 
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Nipponese Lager Launched 
Aficionados of the Orient now 
will be able to enjoy a new Japa- 
nese potion, Kirin beer, imported 
by the Mitsubishi International 
Corp., New York. Launched with 
a test spot 
ing August and September on 
WNEW-TV, New York, the drive 
proved so successful it will be re- 
peated on the same station during 
November and December. Ex- 
pansion into a second market, 
Boston, is planned after Jan. 1, 
with further distribution to follow 
on a limited scale. In 1959 small 


A NEW PRESENTATION on the Charleston West Virginia 
Market is just off the press. Facts and f from respected 
sources prove that the Charleston Market is: 


FIRST i. west vieginic 
TENTH °":° Top 100 U. S. Markets 


in its Geographical Region 


61ST Among All U. S. Markets 


This is only the barest sampling of this new fact-filled presen- 
tation. 

Ask our reps to show it to you or write us direct. Charleston 
is a Market With a Wallop and we'd like to show you why. 


PUBLISHERS: NEWSPAPER AGENCY CORP. 
REPRESENTATIVES: JOHNSON, KENT, GAVIN & SINDING, INC. 


which is named after a legendary 
oriental good-luck animal. Calk- 
ins & Holden is the Kirin agency. 


‘Building Products’ Adds Two 
Richard E. Schultz, formerly 
with the Journal of Plumbing, 


John H. Barlow, formerly with 
Newsfront, have joined the adver- 
tising sales staff of Building Prod- 
ucts, Hudson, O. 


Interview: C/aed 


Sullivan, Stauffer, Colwell & Bayles, Inc. Timebuyer, Jack Canning, 
tells why he selects WLW TV-Radio Stations for PALL MALL Cigarettes. 


‘Sure, | buy time 

for PALL MALL Famous 
Cigarettes on the Crosley 
Stations because their 
greater length of 
audience filters 
commercials farther 

into smooth pleasure 

for advertisers." 


“Yes, WLW Television and Radio 

Stations really pack in a full house of 
viewers across the Midwest and into the 
South for sponsor's sure-fire sales success.’’ 


“Outstanding—and that's 
putting it mildly!” 


Call your WLW Stations Representative .. . you'll be glad you did! 


WLW-A 
Television 
Atlanta 


wiw-t 
Television 
Indianapolis 


Television 
Columbus- 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives; NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas........ Crosley Broadcasting Corporation, a division of Aveo 


tv campaign dur-| 


print ads will be scheduled in| 
class magazines for the 35¢ beer, 


START YOUR DAY 
THIS 


ni 


nce 


TOAST Vio PROTEIN BREAD 


NEW—V-10 protein bread, devel- 
oped by Wisconsin Alumni Re- 
search Foundation and distributed 


Heating & Air Conditioning, and|to bakers by F. H. Peavey & Co., 


Minneapolis, is promoted in the 

West with this color page in the 

October Sunset Magazine. Vance 

Pidgeon & Associates, Minneapo- 
lis, is the agency. 


Fall Popcorn Push 
Ties 5 Advertisers 
to Noble Red Man 


Cuicaco, Sept. 24—The Pop- 
corn Institute has dipped into 
American history and Indian lore 
for the theme of its Popcorn Fall 
Festival promotion focused on Na- 
tional Popcorn Week Oct. 25 to 
Nov. 1. 
| The idea is to dramatize in ad- 
'vertising the historic role popcorn 
has played in American life from 
the time the Indians first popped 
some on hot stones before the 
astonished eyes of colonists. 


® The institute’s role in this pro- 
motion, its seventh annual fall 
drive, is to coordinate the advertis- 
ing, merchandising and publicity 
|efforts of participating tie-in ad- 
vertisers with its own merchandis- 
ing and publicity work. 

Corn Products Refining Co., New 
York, a major participant in the 
drive, will feature its Mazola oil 
and Karo syrup with popcorn in 
color pages in Sept. 28 issues of 
|Family Weekly, First 3 Markets 
Group and This Week Magazine; 
in the Oct. 5 Parade and the Oct. 
12 American Weekly. 
| The tie-in will also be men- 
tioned on “It Could Be You,” 
“Queen for a Day,” “The Price Is 
Right” and “Treasure Hunt,” all 
on NBC-TV. 


/8 Morton Salt Co., Chicago, will 
use the Indian heritage angle in 
color pages in the October Ladies’ 
Home Journal and in the Novem- 
ber Good Housekeeping, Progres- 
|sive Farmer, Reader’s Digest and 
| True Story. 

| Both Corn Products Refining and 
|Morton will provide extensive 
‘merchandising support to dealers 
for the tie-in promotion. C. L. 
Miller Co., New York, handles 
Corn Products Refining’s Mazola 


and Karo; Needham, Louis & 
Brorby, Chicago, is the Morton 
agency. 


Other participating advertisers 
are the American Dairy Assn., 
Coca-Cola Co. and Kaiser Alum- 
inum & Chemical Corp. 

Advertising value of the annual 
fall promotion is about $2,000,000, 
according to Bill Smith, execu- 
tive director of the institute. + 


Babbitt Names Prins, Ferrin 

B. T. Babbitt Inc., New York, 
has appointed B. Kimberly Prins 
Jr. and Robert F. Ferrin assistant 
product managers in the market- 
ing division. Mr. Prins joined Bab- 
bitt early this year from Procter 
& Gamble. Mr. Ferrin has been 
| with the company since 1956. 
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John Gaunt, 46, 
Grant Radio-TV 
Chiet, Is Dead 


Los ANGELEs, Sept. 23—John 
Gaunt, 46, vp of Grant Advertising 
in charge of domestic and interna- 
tional radio and television, died 
today in Mt. Sinai Hospital. He 
had been hospitalized for three 
weeks following a heart attack. 

Mr. Gaunt was recognized as an 
authority on radio and tv com- 
mercials. He was the first director 
of the “Red Skelton” show (NBC- 
TV), and in recent years received 
many awards for his work on 
Lawrence Welk’s ABC-TV shows. 

After graduation from Brown 
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University in 1934, Mr. Gaunt be- 
gan his career in New York as a 
theater stage manager and band 
leader. Later, he was a director | 
for Universal-International Pic- 
tures, a director and producer for 
NBC and a producer-director at 
KNBH, Hollywood, before joining | 
Grant in 1953. He became a vp in| 
1955. 

Mr. Gaunt was connected with 
such shows as “Make Room for 
Daddy,” “Break the Bank,” the 
“Roy Rogers Show,” “Ray An- 
thony Show,” “Date with the An- 


gels” and the Lawrence Welk 
shows. 

GEORGE P. METZGER 
STAMFORD, CONN., Sept. 23— 


George Percy Metzger, 87, retired 
advertising executive, died Sept. 
17 at his home here. 

Mr. Metzger, an _ advertising 
man since the turn of the century, 
had lived on Shippan Point for 66 
years. In the course of his career 
he handled public relations for 
Yale & Towne Mfg. Co., and 
was associated with Everybody’s 
Magazine and with the Columbia 
Phonograph Co. He formed his 
own advertising agency, Hanff- 
Metzger, with an associate, Jo-| 
seph Hanff. 

He was author of “Copy,” book 
on the advertising world. With 
his wife, the late Mrs. Anna|} 
Louise Scofield Metzger, he was 


an enthusiastic yachtsman. ia 


Mr. Metzger was among the| 
first to advertise motion pictures | 
on a national scale; he was an| 
innovator of the use of “trailers” | 
to tell of future films. 


| 
HENRY C. SEGERSTROM | 
New York, Sept. 24—Henry 
C. Segerstrom, 55, chairman of 
the packaging committee of In- 
ternational Paper Co., died yes- 
terday of a heart attack at his 
home here. Before joining the 
paper company in 1951, Mr. Seg- 
erstrom was editor and publisher 
of Furniture Packaging Manual 
and a vp of Jiffy Mfg. Co., Hill- 
side, N. J. 


HARRISON FULLER 

HAMDEN, CONN., Sept. 24—Har- 
rison Fuller, 66, president of the 
Manufacturers Assn. of Connecti- 
cut and president and treasurer of 
Fuller, Merriam Co., abrasive man- 
ufacturer, West Haven, Conn., died 
at his home here last night, appar- 
ently of a heart attack. 

Born in Minneapolis, Mr. Ful- 
ler was graduated from the Uni-| 
versity of Minnesota. During 
World War I he was a major of 
field artillery. He was an incor- | 
porator of the American Legion. | 
He started his career as a busi- 
ness reporter for the St. Paul| 
Dispatch & Pioneer Press and| 
later became city editor and as-| 
sistant managing editor. Later | 
after doing publicity and legisla- 
tive work in Washington for the 
milling industry, Mr. Fuller be-| 
came editor and publisher of the | 
Tropical News, Fort Myers, Fla. 


New York, Sept. 24—Philip 
Bradford Niles, 56, a vp and direc- 


PHILIP B. NILES | 


Weck pa Ghee. 


57 


tor of the Yale & Towne Mfg. Co., 
died here today of a heart attack 
after a long illness at Lenox Hill 
Hospital. 

Mr. Niles joined Yale & Towne 
as a vp in 1949 and was elected a 


nal. Two years later he became a 


director in 1956. As one of the sen- | business groups both here and 
vp of the American Water Works, 


ior executives of the hardware and | abroad. 
materials handling company, he| Born here, he was graduated|New York utility company, and in 
was active in its sales, marketing |from Princeton University in 1922|the mid-’40s became director of 
and advertising operations and | and began his career as a financial | public relations of Owens-Illinois 
was a frequent speaker before|reporter on the Wall Street Jowr-|Glass Co., Toledo. 


i 


*SAN DIEGO: A BIGGER MARKET 


With 1957 restaurant sales totaling $87,525,000.00 
the San Diego market ranks 21st among the nation’s 280 Metropolitan County areas .. . 


bigger than — 


DENVER, COLORADO . $76,594,000 
PORTLAND, OREGON . $73,674,000 


KANSAS CITY, MISSOURI . $86,520,000 
DALLAS, TEXAS ........ $77,045,000 


Capture the alive and thriving San Diego market through 
The San Diego Union and Evening Tribune. Combined daily circulation: 202,242! 
84.4% readership — unduplicated. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGEMENT SURVEY OF BUYING POWER. CIRCULATION: 6 MONTHS ENOING MARCH 31, 1958, AS SUBMITTED TO A.8.C. 


he San Diego Union - EVENING TRIBUNE 


\“e 
The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — 
and Greater Los Angeles . . . Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Where can you get an expert engine tune-up? 
NORTH DAKOTA... the land that made a president. a apt een no 
Theodore Roosevelt credited his life on his North Dakota ranch, 


and his experiences in the state with much of his later success 
in politics. ... 
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Ranches, farms, oil wells, wheat fields, beef and dairy cattle production 
. . . you can find them all in North Dakota, and all making money for 
North Dakotans. 


KXJB-TV, Valley City-Fargo, has more coverage than any station in 
North or South Dakota, and more television viewers than any station in | 
Montana, Wyoming, or North or South Dakota, according to the Nielsen 
NCS 3. KXJB-TV reaches more television homes consistently, every day 
of every month, day and night, than any other television station in the 
area. So it makes good sense to buy KXJB-TV, Valley City-Fargo, add 
KBMB-TV, Bismarck, and KXMC-TV, Minot (formerly KCJB-TV) to 
cover this vast and rich market. The best buy—one buy, one contract, 
one order, of the Triple Terrific Market Maker Stations. In the Upper 
Midwest, you can’t buy better! 1S 1T READ?—Carter Carburetor’s first ad in its long-copy series, which 
ran in The Saturday Evening Post Sept. 28, ’57, received a Starch 


reo . — _ National Representative: Weed Television Co., Minneapolis: Bill Hurley | oy read by of love. gegen gehts ah ., 
“ . * . also receive ign readersnip. e irda, ts : = 
KXJB-TV, Valley City-Fargo; KXMC-TV, Minot; KBMB-TV, Bismarck 
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uled for the Post on Oct. 4. French & Shields, St. Louis, is the agency 
| for the ACF Industries division. (See Page 80.) 


G. E. Labs Sets 


AD-VENTURES of FRUSTRATED FREDDIE No2 Print Drive for 
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2:07 RM. | 2:45 RM.| Trowtnan s Syrup : 
SORRY, SUDDEN Bp on-set rte ept. _E. 
BuT HE TOLD = EMERGENCY ON HE IS INA | magazines and food trade publica- 


ME TO COME THE COAST 


DIRECTOR'S MEETING tions in an effort to enlarge its 
TODAY.. 


share of the market for Trout- : 
man’s Cough Syrup. 

Frequent small-space units are 
being used in Good Housekeeping, 
Grit, Household, Life and Parents’ 
Magazine. This schedule is being 
supplemented with regional adver- 
tising in Farmer-Stockman, Ken- 
tucky Farmer, Michigan Farmer, 
| Ohio Farmer, Pennsylvania Farm- 
er, Prairie Farmer and Southern 
Planter. 

To stimulate and develop new 
outlets in food and drug stores, a 
parallel campaign is under way in 
Progressive Grocer, Supermarket 
es Tr Ke \ News and the drug editions of 
Chain Store Age. 

Copy in both series is built é 
around Troutman’s as “the fastest ie 


2 a i h medicine.” For th 
3:50 RM. | acinese bien 1 ae RM.] may I SEE MR.BROWN, trade, copy will point up the high 
MR. FREDDIE SELL OF TO SEE THE YOUR MARKETING VICE profit potential offered through 


dealer mark-ups. 
ZILCH PUBLICATIONS 4 MANAGER PRESIDENT ? To 
TO SEE YOUR HE’S DOWN IN = Consumer advertising is being 


| scheduled in the weekly consumer 
SALES ST. LOUIS HOLDING A books on an every-other-week ba- 
DIRECTOR 


SALES CONVENTION sis throughout the fall, winter and 

spring months. Monthly magazines 

are scheduled on an every-other- bi 

month basis. z 
The first ads will break early in : 

October and the schedule runs 


| 


through March. 
Gray & Rogers, Philadelphia, is 
the agency. + 


‘Effective Public Relations’ 
Discusses Process, Practice 
“Effective Public Relations,” by 
Scott M. Cutlip and Allen H. Cen- 
ter, has been published by Pren- 
tice-Hall, New York. This second 


pM] A: 36 pm] edition contains 28 chapters in five 
: ain . aut ts, d di th - 
+ BUT, CHIER ITS ALWAYS YOU'RE GOING TO tive, process, publics, practice and 
“OUT OF TOWN"— OR "A MEETING" GET iT! WE'RE STARTING new horizons of public relations. 

Mr. Cutl h f th b- 

—OR “SEE THE AGENCY"—oR AN EVERY ISSUE CAMPAIGN lic relations sequence at the Uni- 


“GEE THE AD in SALES MANAGEMENT versity of Wisconsin school of 


. journalism. Mr. Center is director 
ie HELP _ Ziich of pr of Motorola and a lecturer on 
ED SLISHER af 


pr at Northwestern University. . 
Price of the 450-page book is $9. 
Y 


D’Evelyn-Guggenheim Adds 1 
D’Evelyn-Guggenheim, San s 

Francisco, has been named to han- . 

dle publicity and advertising for 

Thorsen Mfg. Co., Oakland, tool 

maker. 


Southwest Film Names Evans 
John E. Evans, formerly pro- 
ducer-writer of D’Arcy Advertising 
Co., St. Louis, has been named gen- 
© BOOTH eral manager of Southwest Film 
Industries, Tempe, Ariz. 
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Why a truck earns more 
when it's ‘Built like a Mack" 
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' Nation's Business | 


& USEFUL LOOK Anta 


These YR ee eee Woes campaigns started Wy aap shird quartey 


selling the owner-executive 
in Nation’s Business 


Consider that figure in the headline carefully: during the first three quarters of Nation’s Business is edited for 
1958, 66 new advertisers started selling in Nation’s Business. The reason is owner-executives. Of 750,000 sub- 
logical. They’re not just buying space, they’re buying results. In Nation’s scribers, 550,000 are the presidents, The next Congress: What you can expect ease » 


owners or partners of their firms. 
Here is broad coverage of all mar- 
kets; manufacturing, banking, con- 


Business they are dealing with more than just key workers or department heads 
. they are dealing with owner-executives. 


Business needs mature autocrats vases x 
How productivity can be improved vase ss 


These ownership-motivated businessmen have an owner’s interest, an owner’s struction, transportation, wholesal- Check company efficiency Quickly esse x 
stake, an owner’s authority to take buying action. And Nation’s Business is ing, retailing, communication. The 
their all-business magazine, because every issue is packed from cover to cover giant see ig vitally 

1 46 arti ' important medium-sized companies es 
with meaty material . . . common sense management articles . . . useful solu- ai ees ara to wy Tale mons THAN 750,000 CREMATION, ANC 7 
tions to current problems. . . practical planning for more profitable tomorrows. is tee leraeet coticontration of , Kaiten: a Gian aibinies ah te 

If you have something to sell to business it will pay you to do business in ownership - motivated executives Matiens) Chamber OF Commerce ond 8% other 


Nation’s Business! available to you today! business and industrial leaders. 


me 6 ACTION IN BUSINESS results when you advertise to business and industry in NATION'S BUSINESS 
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being sufficiently dignified, re-, , 
jsults had us regularly at or near | és * - 


; 60 
= ‘Dramatic’ Ads 
e top,” he said. 
Boosted Rambler ‘= Robert E. Allen, president of 
Fuller & Smith & Ross, called for 
, “innovation” in every area of ad-| 
‘ S lli . Ch : vertising and sales, but especially | 
bas i e Ing: apin ‘in “creating consumer demand for | 
the product.” 

(Continued from Page 3) | “What marketing executives 
advertising unconventional, forth-| should realize,” he said, “is that 
right and challenging,” he said. the only real weapon in their sales | 

Mr. Chapin said that automobile |arsenal today is strong consumer | 
advertising in the past had “con-/| demand for the product. | 
ditioned” the public to accept) “Advertising that does not ful-| 
product concepts that were “ob-/|fill its potential job of effectively | 
solete,” but that the influence of|communicating with the customer 
this type of auto advertising hadjis advertising that is pouring big) 

“begun to wane” by 1958. money down a rat hole. 
To offset what he called the 


advertising, Mr. Chapin said, | stop thinking about making a sale 
ditional” approach in automotive|customer to make a purchase. In| 
advertising to a straight-from-|that way, marketing executives | 
the-shoulder method. lean make the greatest contribu- 
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“excess of superlatives” in auto's “Marketing executives should; 50 MARKER—This color spread in the Oct. 4 Saturday Evening Post 
kicks off a magazine campaign by Evinrude Motors, Milwaukee, | 
Rambler switched from the “tra-/and start thinking about getting a| which celebrates its golden jubilee in 1959. The copy gives an ac- | 
count of how Ole Evinrude gave outboards a start. Cramer-Krasselt | 
Co., Milwaukee, is the agency. 


“We had something to say andjtion to innovation in advertising 
we tried to say it directly, simply | and promotional strategy.” ; 
and convincingly. And while we| Advertising and sales promo-_| basic points: 


|Mr. Allen said, by following these 


were criticized at times for not tion know-how can be developed, 1. Be a realist; don’t be over or 


“Notre Dame? Must be a breather. Never heard of the place myself...” : 


see eee 


over eee eee er ewer eeee eee eeeereeerwr errr eer eerrer errr reese eeeeeeeeeeee 


Saturday's gridiron heroes have long since learned that 
upsets are in store when information is not. The same 
is true (often with more permanent damage) in tele- 
vision and radio. That’s why BROADCASTING has the big- 
gest cheering section of PAID subscribers (by far)... 
the most informative scouting reports of all... . the most 
timely interception of news, trends, authoritative anal- 
yses in the whole business of broadcast advertising. 
With BROADCASTING coaching latest facts, you have the 
background to call the plays. Right now you can make 
a first down by sending $1.75 for 26 introductory weeks 
of THE TV-radio businessweekly ! 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


KCMO-Radio 810 Ke. with a 50,000 watt signal 
— makes it Mid-America's most powerful, 


community leader in pro 
“Kansas City's ONLY 


Hy ee ee oo 


represented - 
asting 


nationally by 


| 
under-optimistic. Take a calm) 
look at every business situation. | 
2. Be prepared to accept change | 
quickly and, even better, take the | 
‘leadership in initiating change. | 
3. Keep abreast of forces at! 
‘work in the American market; 
they can point the way to future! 
jones growth. 
| 4, Use research creatively. In-| 
|terpret it. Milk it. Apply it in| 
terms of future opportunity. 
| 5. Be  customer-minded. Re-| 
jmember that the future of any | 
|manufacturer is completely in the | 
|hands of the Amerivan consumer | 
from today on out. 
= To another speaker, William | 
J. Pfeiff, manager of housewares 
and radio marketing of General 
Electric Supply Co., selling in a 
recession is simply a matter of| 
having a well-planned sales pro- | 
gram. 
| Reviewing GE’s successful sell-' 
ing in 1957 and ’58, Mr. Pfeiff 
stressed the company’s basic 
moves: 


e “Set our marketing policy to | 
give us as broad a dealer coverage | 
as possible.” 


_e “Train and equip our salesmen 
to assist dealers in moving mer- 
| chandise to the consumer.” 

‘ 


° “Try to draw on the ingenuity 
|of all our people for the develop- | 
jment of better sales programs.” 


i 


|e “Build morale by establishing | 
'the fact that business was good 
and was there for the asking if 
|the company had a program and 
‘intelligently presented it to the| 
| consumer.” 


= “Simply speaking,” Mr. Pfeiff| 
| 
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concluded, “all of this simply 
proves that if you go after the 
business with a well-planned pro- 
gram, you can sell merchandise in 
any period of recession.” 


# Charles H. Brower, president of 
Batten, Barton, Durstine & Os- 
born, told the conference that in- 
novation in advertising and mar- 
keting is necessary for survival in 
any economic climate. 

“All around us we see change,” 
said Mr. Brower, “which makes us 
sure that we wiil have to keep 
changing and that our products, 
packages, plans and promotions 
will have to keep changing. It 
makes us sure that if we don’t 
stay on our toes, we’ll land on our 
backs.” 

He said that the only alterna- 
tive to innovation is “economic 
boredom,” which he described as 
no alternative at all. 

“You cannot become a leader in 
your field—you cannot maintain 
leadership—in today’s economy 
unless you have an open mind and 
an aggressive policy about inno- 
vations in your product, package, 
distribution, selling and advertis- 
ing,” he said. 

Citing striped toothpaste, cola in 
cans and drugs and toiletries in 
food stores as examples of inno- 
vations in product, packaging and 
distribution, Mr. Brower said that 
advertising must be “distinctive, 
unusual, inventive, forceful and 
dominant; otherwise it will be lost 
in the confusion and the crowd.” 


= He warned the conference not 
to underestimate the intelligence 
of the customer, nor rely on brand 
loyalty. 

“Today’s customer is a surpris- 
ingly savvy and sophisticated cit- 
izen,” he said. “He’s harder to 
sell and much, much harder to 
keep sold ... There is no such 
thing as a satisfied customer; 
there are only dissatisfied custom- 
ers. And the fact that they are 
buying your product this week 
doesn’t mean they’ll still be buy- 
ing next week.” 

Mr. Brower said the reason 
brand loyalty has been tossed out 
of the consumer’s window is that 
today’s customers are “thinking 
independently, voting independ- 
ently and buying independently. 

“They want facts, not fancy,” 
he said. “They want straight talk, 
not doubletalk, and they want 
news, not nonsense. Put news in 
your product and you'll put your 
product in the news. 


= “Today’s customer is shrewd 
in the ways of advertising and 
marketing. He or she—and especi- 
ally she—can spot a phony at 50 
paces. She has no sympathy for 
old-fashioned products or old- 
fashioned selling. Progress is her 
most important product.” + 


Ramset Appoints D'Arcy 

The Winchester-Western division 
of Olin-Mathieson Chemical Corp. 
has named the Cleveland office of 
D’Arcy Advertising Co. to handle 
advertising for its Ramset fasten- 
ing system. A national advertising 
and sales promotion campaign 
aimed at the building and con- 
struction fields, electrical and 
plumbing contractors, is planned. 
Other Olin-Mathieson accounts 
handled by D’Arcy include West- 
ern ammunition, Winchester arms 
and ammunition, film division, 
Frost Forest products division, 
Olin flashlights and batteries, 
aluminum division and Western 
Brass Mills division. 


Bryan Houston Names Passman 

Roy Passman, previously net- 
work program administration 
manager of NBC-TV, has been ap- 
pointed manager of the radio-tv 
department of Bryan Houston Inc., 
New York. Mr. Passman replaces 
Jules Bundgus, who has joined 
Lennen & Newell as a program 
supervisor, 


‘BH&G’ to Let Advertisers 
Share Ads in Split Runs 

Better Homes & Gardens, Des 
Moines, is offering to provide dual- 
advertiser split runs, to supple- 
ment present geographic and 
alternate copy split run availabili- 
ties. Under this new arrangement, 
two companies can share a single 
advertising page by splitting 
BH&G circulation geographically. 
One company may advertise in a 
given geographical area or areas 
of the U.S. with another company 


61 


buying the remaining portion of;same color unit (i.e., both b&w|Becomes Richards-Dowdle 


circulation. 


or both four colors). Dual-adver- 


Richards Advertising Co., Syra- 


Rates will be based on circula-|tiser split runs are not available|cuse poster advertising company, 


tion of the magazine in the given 
areas. The charge to each adver- 
tiser will be the rate base cost 
per thousand for his share of the 
total circulation, plus a premium 
of $1,800 to be prorated between 
the two advertisers on the basis 
of circulation used. Minimum space 
unit accepted for split-run adver- 
tising is one page b&w. Both ad- 
vertisers, however, must use the 


| for cover positions. 


Adrian Names Jepson-Murray 

The Adrian division of Hoover 
Ball & Bearing Co., Adrian, Mich., 
has appointed Jepson-Murray Ad- 
vertising, Lansing, Mich., to han- 
dle its advertising, sales promotion 
and public relations. The division 
‘manufactures bathroom accesso- 
| ries. 


|has changed its name to Richards- 
| Dowdle Inc. 


DO YOU WANT THE ACCOUNT? 

. . « Reach for BRAD-VERN’S! 
Over 10,000 reconstructed ad schedules 
In '58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 of 2980. 


In Canad . 


every other one of your 


a 


best customers reads 


Reader's Digest 
or 


Sélection du Reader's Digest 


Selling in Canada is a two-language 
job. And the one publication that 
speaks both languages is Reader’s 
Digest, with separate editions in 
English and French. Most advertisers 


use both editions. 


Each month the Digest is read by 
one out of every three Canadian 
adults—including nearly every 
other person in families earning 
$7,000 a year or more... your best 
customers. The cost? Less-per-thousand 
circulation than any other Canadian 
publication, English or French! 


Canada’s best customers read the 


eaders Dige st 


Reader's Digest Association (Canada) Ltd. 


44 King St. W., Toronto 


1015 Beaver Hall Hill, Montreal 


Oui! Au Canada presque 


meilleurs clients lit 


un sur deux de vos 
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Reuter Gerity McGrath Babick 
SHINDIG—James Gerity Jr., president of Gerity Broadcasting Co., 
Flint, Mich., is shown here with several of the media buyers who 
attended his two-day expedition for Chicago and New York agency 
people to Michigan and Mackinac Island. The girls are Marion E. 
Reuter and Petty McGrath, Young & Rubicam, and Ruth Babick, 
Earle Ludgin & Co., all Chicago. The almost-hidden girl is un- 

identified. 


brings out the best in food! 


PERKY PupPY—International Salt Co. has added this poster in 74 mar- 
kets to its fall-winter campaign (AA, Sept. 22) because its “sum- 
mer animal outdoor advertising caused such interested comment.” 


PHOTO 
REVIEW 


Advertising Age, September 29, 1958 


‘Once:A:Week" Shoe Shine 
Lasts ‘7 Days! 


GIVE ME MY BOOTS & SHINOLA—Best Foods Corp. will use this 24-sheet 
poster in 19 markets across the country as its first use of outdoor 
for Shinola, Sullivan, Stauffer, Colwell & Bayles is the agency. 


Phillips Cahill Giaimo Sumbler 
HEAD MAB—President Martin Giaimo, WJEF, Grand 
Rapids, congratulates the president-elect of the 
Michigan Assn. of Broadcasters, James H. Quello, 
WJR, Detroit, who takes office for 1959. Other of- 
ficers elected are Willard Schroeder, WOOD, Grand 


Quello Knopf Schroeder 
Rapids, vp, and Elmer Knopf, WFDF, Flint, secre- 
tary-treasurer. Members of the board are Robert 
Phillips, WSGW, Saginaw; Gene Cahill, WBCK, Bat- 
tle Creek; James R. Sumbler, WMTE, Manistee, and 
John Pomeroy, WILS, Lansing. 


Pomeroy 


Harvey Baskerville Thomas Screen 


Shreveport; Louis Read, WDSU-TV, New Orleans; George W. Harvey, WFLA-TV, 
Tampa; William S. Baskerville, WKRG, Mobile; William H. Thomas, Fitzgerald Ad- 
vertising, New Orleans, and John F. Screen, WDSU, New Orleans. 


Box Mason Meagher Clay Read 
NAB CONFEREES—Among those attending the fall meeting of Region 3 of the National 
Assn. of Broadcasters at Biloxi were John F. Box, WIL, St. Louis; Robert T. Mason, 
WMRN, Marion, O.; John F. Meagher, NAB, Washington; Henry B, Clay, KWKH, 


Sootheran Mannion 


Sootheran Parsons Browne Creighton Vezina Carle 
are the new officers: E. J. Mannion, Thomson Newspapers, Toronto, president; 
W. A. Sootheran, Niagara Falls Review, vp; L. P. Vezina, L’Action Catholique, Quebec, 
secretary-treasurer; Sylvio Carle, Le Nouvelliste, Three Rivers, Howard Creighton, Ot- 
tawa Journal, and Walter Browne, Halifax Herald & Star, directors, and B. J. Parsons, 
Moncton Times Telegraph, past president of the Newspaper Advertising Managers’ 
Assn. of Eastern Canada. 


Fenn Morriset Guibord Moore 
ADMEN MEET—Among those at the 11th annual convention of the Newspaper Ad- 
vertising Managers’ Assn. of Eastern Canada were Charles G. Fenn, Free Press, Lon- 
don, Ont.; Alfred Morriset, Le Soleil, Quebec, and Lucien Guibord, Le Droit, Ottawa. 
In the center, W. A. Sootheran, Niagara Falls Review, presents a plaque to W. J. 
Moore, whose newspaper, the Cape Breton Post-Record, Sydney, Nova Scotia, received 
the top honor for the best local retail support to a national ad campaign. At the right 
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Best Seller in LOUISVILLE because: 


It is a formidable coalition 
of magazine prestige and color, 
newspaper penetration 


and selectivity.......4 


Derby, Betting bah 
| Cpl6pey ~ 
Over 1957 
Ce bad 


MP thers Tag 
‘> fieae me 


the EX TRA dimension 


of great newspapers... 


LOCALLY EDITED GRAVURE MAGAZINES 


Akron Beacon Journal Denver Post Louisville Courier-Journal Phoenix Arizona Republic 
Atlanta Journal and Constitution Houston Chronicle Newark News St. Louis Globe Democrat 
Columbus Dispatch Indianapolis Star New Orleans Times Picayune States Toledo Blade 


12 of the best of the 52 Home Edited; Gravure Magazines by which you can reach any part or all_.of the nation. 
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: Missouri 


Intensive Coverage of 
Commercial Farms 


A St 
SALES OFFICES 
a 


STATE FARM PAPER FOR MISSOURI _ 


Edited 100% for Missouri 
Agriculture 


95.2% of Readers Live on Farms 
A “Top Third” Farm Income State 


Issued Semi-Monthly in State Farm 
Paper Format 


The Dominant Selling Force in 
Missouri Agriculture 


au ffer-Capper Publication 
York, Chicago, Cleveland, Topeka 
Angeles 


in supplements. Heintz & Co., 


BEER BREAK—Regal Pale Brewing Co. will feature this beer-drinking 
situation on posters in California during October and November. The 
outdoor program will be backed by radio spots and by color pages 


San Francisco, is the agency. 


(Continued from Page 3) 

jthought—to get something for 
/nothing—to solve all our problems 
‘through the pernicious panacea of | 


eoies 


SUBURBIA TODAY? 


fe. cl tres 


Have you seen the 
pre-publication sample 


the crisp, new 


scloreresmnetting Syybyyphia Today 


A THE MAGAZINE OF PLEASANT PLACE 


Mh me wrest oF massamt mace 


issue of 


SUBURBIA TODAY 
will be published monthly with 


more than one million circulation guaranteed. 
Plan now to include SUBURBIA TODAY 


in your 1959 advertising plans, 


SUBURBIA TODAY 


Beginning in January: 

Advertisers will have new access to the 
golden market of Suburbia with its dynamic 
concentration of buying power. A pilot list 
of newspapers and markets already accepted 
for distribution of SUBURBIA TODAY 

is available from your representative. 


Call him today. 


SUBURBIA TODAY will, in every way, reflect 4 

a way of wonderful living — the suburban way. It will be 
intelligent, zestful and of 

immediate interest to more than a million discerning 
families whose interests and activities identify them 
with the suburban way of life. 


As the colorgravure supplement of 

outstanding community newspapers, SUBURBIA TODAY 
will combine their unusually high readership 

with the charm and color of a fine national magazine 

to provide a magic sales key to 

the golden market of suburbia. 


SUBURBIA TODAY will follow the most prosperous 
families — and the most alert retailers — into carefully 
selected suburban communities of 

leading metropolitan centers. It will follow the 

smart new shopping centers where leading supermarkets, 
drug stores and retail outlets of soft and 

hard goods have located to serve their prime 

prospects. More and more suburban buyers are making 
major purchases right in their own local communities, 


Published exclusively for suburban families, 

SUBURBIA TODAY will reach those communities 
where incomes are considerably above average, where 
home ownership is highest, and where the two-car family 
abounds. These are suburbs where people do a 

lot of living and a lot of buying. Plan now to be in 

the January issue of SUBURBIA TODAY. 


Write for complete data, includin j 
Effective Buy Incomes, of markets 
already select by SUBURBIA TODAY. 


*K Suburbia Today 


Leonard S. Davidow, Publisher 
Patrick E. O'Rourke, Advertising Director 
James L. Thompson, Advertising Manager 


153 North Michigan Avenue, Chicago 1 
NEW YORK 22: 405 Park Avenue 
DETROIT 2: 3-223 General Motors Bidg. 
CLEVELAND 15: 604 Hanne Building 
LOS ANGELES 5: Blanchard-Nichols, Assoc., MIAMI 32: J. Bernard Cashion, 
633 South Westmoreland Avenue Chamber of Commerce Building 


33 Post Street 


SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 


Brainstormers Anonymous Is Formed to Fight 
‘Pernicious Panacea’ of ‘Shallow-Root Ideas’ 


meetings, meetings, meetings. 

“Meetings do not bring out the 
best in us. They are designed for 
—and are most popular with—the 
people who would rather do any- 
thing except actually go ahead and 
do it. They are a haven for com- 
pulsive talkers, impulsive talkers 
and repulsive talkers.” 


e “I know I needn’t belabor or 
bludgeon you with proof that lone 
thinking pays off. It has since the 
beginning of recorded time. The 
great ideas have come from men 
working alone ... Pasteur, Ein- 
stein, Edison, Newton,” he said, in 
concluding his plea for “the lonely 
courage of independent thought— 
for ideas born in the sacred soli- 
tude of a single brain.” + 


August Newspaper 
Linage Dips 2.2%, 
Media Records Says 


NEw York, Sept. 24—Media Rec- 
ords’ check of newspapers in 52 
cities showed total advertising lin- 
age in August at 211,567,114 lines, 
off 2.2% from August, 1957. Linage 
in the eight-month period ending 
in August was 1,717,910,025 lines, 
down 6.6% from the like period 
in 1957. 

Biggest percentage loser was the 
automotive classification, which 
in August totaled 10,027,779 lines, 
down 30.9% from August last year. 
Automotive linage in the eight- 
month period skidded 23.1% from 
121,812,548 lines in 1957 to 93,707,- 
110 lines in 1958. 

Retail advertising, including de- 
partment stores, was reported at 
119,525,543 lines in August, a gain 
of 2.6% above August, 1957. In the 
combined period, however, retail 
advertising was 938,194,829 lines, 
down 3% from the like period in 
"57. 

Other categories losing linage in 
August were general, down 3.1% 
from August, ’57; financial, off 
5.2%; total display, off 1.5%, and 
classified, off 4.4%. # 


New Slogan List Issued 

The International Air Transport 
Assn. has issued the tenth annual 
edition of its “IATA Register of 
Airline Slogans.” The register pro- 
vides a means by which scheduled 
airlines can establish recognized 
precedent dates for the use of 
their individual advertising and 
promotional phrases and slogans 
and so avoid duplication and con- 
flict. The new listing, distributed 
to IATA member airlines and their 
agencies, contains some 1,200 list- 
ings in more than a dozen lan- 
guages. The association is head- 
quartered at 1060 University St., 
Montreal 3. 


Holmes Joins ‘House & Garden’ 
Henry Holmes, formerly with 
Vogue, has joined the advertising 
sales staff of House & Garden. He 
will cover a group of New York 
accounts as well as Pittsburgh and 
West Virginia sales territories, 
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Philadelphia May | 
Drop Education TV | 


Station, Buy Time 


PHILADELPHIA, Sept. 23—The| 
board of education, which two' 
years ago fought a pitched battle 
with other interests in opening its | 
educational television outlet, 
WHYY-TV, may now close it! 
down. 

In its place, the board may ar-| 
range to buy time on a commercial | 
station. 

Leon J. Obermayer, president 
of the board, said the board is short 
of funds and may have to with-| 
draw its $200,000 contributed an-| 
nually to operate the station. He! 
added that the schools want to | 


reach a wider audience with their) | 


programs. 

One of the reasons for the finan-| 
cial difficulties (which has not! 
been publicized) is that the City of | 
Philadelphia may eliminate its | 
grant to WHYY-TV and put up| 
$250,000 to operate the Youth Con- | 
servation Board, an agency de-| 
signed to curb juvenile problems. 


® The board of education recently 
contributed an additional $30,000 
to its tv station and is awaiting a| 
similar grant from the city. | 

Mayor Richardson W. Dilworth | 
indicated the city would ask the) 
board to contribute the entire 
budget for the tv station in order to 
finance the new youth agency. | 

The New York school board buys| 
time on commercial stations. + | 


Coupon Push Deluges Boston 

One of the biggest coupon distri- | 
bution plans in the Boston area in 
many years is being held in con- 
nection with the Boston Food Show 
& Coupon Sweepstakes Festival, 
which will run through Oct. 1. 
Coupon brochures are being distri- 
buted to 350,000 homes, each con- 
taining 100 coupons for prizes 
ranging from a Volkswagen sedan 
to rotisseries. The combined food 
show and coupon sweepstakes is! 
being sponsored by the Massachu- 
setts Retail Grocers Assn. 


Armstrong, Fenton Names Two 

Armstrong, Fenton & Vinson, San 
Diego agency, has named Jack W. 
Edwards and John J. Motley to its 
staff. Mr. Edwards, formerly vp 


and manager of the Dallas office of | | 


Grant Advertising, will be an ac- 
count executive. Mr. Motley, who} 
will handle public relations, for- 
merly was public relations director 
of Robinson, Adleman & Montgom- 
ery, Philadelphia. 


Keine to ‘Consulting Engineer’ 

Richard P. (Dick) Keine has 
been appointed senior sales repre- 
sentative of Consulting Engineer 
for the Cleveland-Pittsburgh area. | 
Mr. Keine had been Cleveland area 
sales representative of Automotive 
Industries for the past several 
years. 


Potato Growers Name Long 

The Wisconsin Potato Growers 
Assn., Antigo, Wis., has named} 
W. H. Long Agency, Milwaukee, to 
handle its advertising and public 
relations, and promotion for its 
monthly publication, “The Badger 
Common ’Tater.” 


Shappe-Wilkes Gets Two 

Shappe-Wilkes, New York, has 
been named to handle advertising | 
for Romal Products, New York, | 
manufacturer of electronic equip-| 
ment, and Astor Wines & Spirits, | 
also New York. 


KCMO-FM Names Stolfa 

Chris (Abbott) Stolfa, who has) 
been with the sa'*s department of | 
KCMO-Radio for more than four 
years, has been named sales man- | 
ager of KCMO-FM, Kansas City, | 
Mo. 


65 

in this country in the 12-year span; along with the 
of the tv industry, and 47,549,000 | applicable. 
are still in use, the book reports. 

The number of tv sets in use is 
| exceeded by the number of radio 
|sets. There are 161,000,000 radio) 
WASHINGTON, Sept. 23—Some) receivers—111,000,000 in homes, 
of Fordham University, and | “mericans can do without bath- 40,000,000 in autos and 10,000,000 
based on display stories that have | ‘UPS or telephones—but not with-| in public places. 
appeared in Progressive Grocer.|°Ut television. : | The 496-page factbook sells for 
Price is $10. | This is indicated in the 27th $5 and is available from Television | _ 
|semi-annual edition of Television) Digest, Wyatt Bldg., Washington. + 
|Digest’s “Television Factbook,” | 
Forms Proprietary Unit |which shows that 42,400,000 U.S. Adweek Slogan Announced 

Lane-Bender, New York, design | homes (84% of the total) have one “Advertising works for you!” 
consultant, has formed a proprie-|or more tv sets. 41,500,000 have|is the slogan for the 1959 Adver- 
tary drug design unit under the| bathtubs and 39,000,000 have tele-| tising Week campaign, to be ob- 
direction of Robert B. Blessin, for- | phone service. |served Feb. 8-14. A companion 
merly art director of Lettering | |line, “More jobs . 
Inc. 


Display Book Published More TV Sets 
“Display Ideas for Super Mar-| 


kets” is the title of a 219-page in U. S. Than 
book published by Progressive 


Grocer, 161 Sixth Ave., New York. | Phones, Bathtubs 
The book is edited by Milton Al- 
exander, on the marketing staff 


slogan wherever 


Hall Joins John W. Cullen 

Ron Hall, former media direc- 
tor of Harry Atkinson Inc., Chi- 
cago, has been added to the staff 
of the Chicago office of John W. 
Cullen Co., newspaper representa- 
tive. 


SANTA CLAUS CUTOUTS | 


CONTINENTAL LITHOGRAPHERS, INC. 
21 South 9th Street, St. Louis 2, Mo. 


attention to WEE] and believe more in your 
commercials” You’re not just talking when 
you're on WEE]; you’re selling! 


You should be! Adults are the nation’s big- 
gest customers. And in Boston radio you 
find the greatest concentration of adults 
on WEEI... 38 per cent more than tune to 
Station B, 53 per cent more than Station C, 
and 268 per cent more than Station D.* 
‘Moreover, these listeners pay greater 


WEE! RADIO 


REPRESENTED BY CBS RADIO SPOT SALES 


*NSI area audience — average quarter-hour, 7:00 am-7 :00 pm, Monday-Friday **Motivation Analysis, Inc. Study of Listener Attitudes 
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12 BOLDICR NOIHOS 


BIG MONEY—At a saving of 80¢ over 
the usual retail value, this 99¢ of- 
fer of a Schick razor, 12 blades 
and a can of Palmolive Rapid 
Shave is said to represent “the 
greatest saving to date” on shaving 
products. The offer will be adver- 
tised on television. 


Birge Accepts Ad 
Challenge: Result— 
New Wall Covering 


BurraLo, Sept. 23—Two years 
ago Wellington Sears Co., New 
York, ran an ad, wagering: “We'll 
bet you a square yard—Lantuck 
non-woven fabrics will cut your 
costs and improve performance.” 

This month the bet not only 
paid off 2,000,000 to one; it also 
resulted in the introduction of a 
new product. 

The company taking up the 
Wellington Sears wager was the 
Birge Co., Buffalo, one of the old- 
est names in wallpaper. Birge was 
seeking a new type of wall cover- 
ing—one that would have the styl- 
ing qualities of wallpaper, plus 
the durability and “wipe clean” 
features of paint and vinyl wall 
coverings. The field of non-woven 
fabrics might provide the answer, 
the company hoped. 

Through the joint efforts of 
Wellington Sears and Birge, just 
such a wall cloth has been devel- 
oped, using a new style of Lan- 
tuck. Birge calls it Fabrique and 
describes it as a vinyl non-woven 
wall cloth. “There’s nothing like it 
on the market,” Birge says, pre- 
dicting that it will be “at least six 
months to a year before the com- 
petition can possibly come up 
with a similar product.” 


= To introduce Fabrique, Birge 
has set up a tentative budget of 
$150,000. The initial effort will be 
primarily in publicity. As the news 
value of the product declines, then 
the emphasis will be shifted to 
advertising. 

Trade advertising is now run- 
ning in American Paint & Wallpa- 
per Dealer, Interior Design, Inte- 
rior Decorators Hand Book, In- 


LOOK INTO 


(NEW JERSEYS | 
FABULOUS 


'during beauty,” and 


teriors, and Wallpaper Dealer.|the agency for Birge. Ellington & 
Consumer advertising will consist | Co. handles Wellington Sears. # 
of a half-page color unit in the | 
October Good Housekeeping, aug-| Woods Joins Alexander Films 
mented by a cooperative plan for | L. C. (Bud) Woods, formerly 
both print and broadcast media.|owner of Bud Woods Productions, 

The consumer theme is “For en-| Tulsa, has joined Alexander Film 
the copy|Co., Colorado Springs, as resident 
points out that the new wall cloth) sales vp for the Oklahoma-Texas 
is “practically stainproof’—lip-| area. Mr. Woods will maintain of- 
stick, crayon, mustard, hot peep fices at 3108 E. 28th St., Tulsa. 
greases, etc., “all wipe off without 
leaving a trace.” 

The Rumrili Co., Rochester, is 


Aldon Industries Names Cayton 
Cayton Inc., New York, has been 
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named to handle advertising for 
Aldon Industries Inc., New York, 
manufacturer of skill games and 
plastic dolls. An extensive spot 
tv campaign in major markets will 
begin immediately. 


Korn Adds Gudebrod Bros. 

J. M. Korn & Co., Philadelphia, 
has been appointed to handle ad- 
vertising and merchandising for 
the fishing line and sewing thread 
divisions of Gudebrod Bros. Silk 
Co., also Philadelphia. 


Waddell Named to ABP Post 
Harry Lee Waddell, publisher 
of McGraw-Hill’s petroleum pub- 
lications, has been named chair- 
man of the sales development 
committee of Associated Business 
Publications, New York. 


Rumbarger Joins Audits 

Don D. Rumbarger, formerly 
with Daniel Starch & Staff, has 
joined Audits & Surveys Co., New 
York, as director of sales. 


If you sell the automotive service market... 


cu) © cu) 


. a workbench tool for professional men who sell, service and repair 
automobiles and light trucks. It provides its readers with information 
that is accurate and authoritative—timely, useful and profitable. It has 
served the industry—and recorded the industry’s progress since 1899. 
With a hand-picked circulation of 125,000 and a unique circulation 
method—the new Motor Age guarantees coverage of the volume shops 
doing 80% (and probably 94%) of the repair and service work performed in 
car dealerships, general repair shops, specialty shops, and service stations. 


Motor Age is published by Chilton—a company with the resources and 
experience to make each of 16 trade and industrial publications outstand- 
ing in its field. In keeping with policy, the staff of Motor Age devotes full 
time to the publication, striving for editorial excellence and quality cir- 
culation, earning the confidence of readers and advertisers alike. 
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FTC Steps Up Drive 
on False Price Ads, 
BBB’s Webber Warns 


New York, Sept. 23—A warn- 
ing that advertisers should give 
up using phony price claims or 
face possible Federal Trade Com- 


by the Assn. of Better Business 
Bureaus. 


Harold W. Webber, chairman 


}and unusual values,” 
mission action was voiced today | 
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of ABBB’s’ comparative price 
committee, said that BBBs con- 
sider phony price claims and “bait 
and switch” advertising the 
“twin shames” of advertising. 


® Recognizing the importance of 
legitimate savings claims to inform 
the public of bona fide bargains 
Mr. Web- 
ber added: “However, the bureaus 
are deeply concerned today with 
the widespread acceptance, even 
among responsible advertisers, of 


the practice of using fictitious 
prices and phony reductions in 
prices, which can lead only to 
customer confusion and doubt 
about the legitimacy of any ad- 
vertised savings claims. This is a 
threat to public confidence in all 
advertising which business must 
recognize.” 


s Mr. Webber noted that the FTC 
acted on nearly 80 cases of false 
and misleading price claims last 
year and said the commission 


eae 


has promised to step up its activi- 
ty in this field. + 


]. W. Clark Heads NFAA; 
‘Penman-Neil Agency Added 
James W. Clark, vp and manager 
of the San Francisco office of 
Gerth, Brown, Clark & Elkus, has 
been named president of the Na- 
tional Federation of Advertising 
Agencies for 1958-59. Other new 
officers are Earl L. Holland, Wil- 
liam F. Holland Agency, Cincin- 


nati, lst vp; John A. Horton, Hor- 


you can sell best in MOTOR AGE 


oop 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


aed Ber 


hilton 


Publisher of: Department Store Economist + The Iron Age + Hardware Age + The Spectator « Automotive Industries + Boot and Shoe Recorder 
Commercial Car Journal + Butane-Propane News « Electronic Industries + Jewelers’ Circular-Keystone + Motor Age + Gas + Hardware World 
Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing + Business, Technical and Educational Books 


|ton, Church & Goff, Providence, 
| 2nd vp, and Lester Harrison, 
|Lester Harrison Inc., New York, 
treasurer. 

The NFAA also elected to its 
membership Penman-Neil Adver- 
tising Agency, Seattle, bringing 
the total membership to 24. 


Dell Expands Foreign Scope 

Dell Distributing Inc., New York, 
has expanded its foreign operations 
with F. & S. Distributors, S. A., to 
include their entire export market 
with the exception of Canada, 
Hawaii and the Union of South 
Africa. F.&S. Distributors, an affil- 
iated company of Feffer & Simons 
Inc., previously represented Dell 
only for military and civilian sales 
in the European area. 


Dow Appoints T. A. Shem 

Thomas A. Shem, formerly ad 
manager of Dobeckmun Co., has 
been named advertising manager 
of Dow Chemical Co.’s textile 
fibers department, Williamsburg, 
Va. 


NEW YORK 
UONFIDENTIAL 


ON LOCATION 


Round-the-clock, 
millions are caught 
up in the current 

of the world's 
| crossroads! 


Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 


A few narrow 
streets — financial 
fates decided! 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
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*In the first 50 morning 
papers Riverside Enterprise 
ranks 22nd in Financial adver- 
tising, 24th in Retail advertis- 
ing, 40th in total Display 
advertising and 46th in 
total advertising. 


see the man 
from RIVERSIDE 

PRESS and 
ENTERPRISE 


*Source Media Records Jan. '58 


11,193,882 lines of 
retoil advertising ‘57 
Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


Assistant plant manager Stanley 
T. Murphy, in charge of night 
operations at the Long Island City 
plant, checks the status of a job 
at the control desk, 


) ji ~ 

d 

| sown SIMON has been named di- 
| rector of research of Ross Roy Inc., 
Detroit. He formerly was with Bry- 
an Houston Inc. and Kenyon & 
Eckhardt in New York. | 


Meehan Joins Metro Network 

Charles T. Meehan, formerly | 
with Katz Agency, has joined | 
Metropolitan Sunday Newspapers | 
Inc.. New York, as a _ salesman| 
in the Metro Sunday Comics Net- 
work. 


the busy man... 


to get something done. the old proverb 
has it... which may be another good 
reason for going to Intaglio Service 
for your gravure production. 

Oldest, largest, and busiest gravure 
processor, last year Intaglio handled 
more publication and packaging jobs 
than any other rotogravure engraver. 

Intaglio’s volume requires four 


plants in New York, Chicago, Detroit 


and Cincinnati. The continuous work 


flow, and nearness to customers, helps 


in time and ¢osts. 


Only Intaglio has the capacity for 


Advertising Age, September 29, 1958 


‘Hilton Brown, 99, 


Veteran Indianapolis 
Newspaper Exec, Dies 


INDIANAPOLIS, Sept. 23—Hilton 
Ultimus Brown, 99, vp of Indian- 


5 4 apolis Newspapers Inc., publisher 


of Indianapolis News and Indian- 
apolis Star, died Sept. 20. 
A leading newspaper man in the 


,|Midwest for more than 75 years, 


Mr. Brown was graduated from 
Butler College in 1880 and took 
his M.A. degree in 1882. In 1884 
he became a market reporter for 
the Indianapolis News. The next 
year he became the first newspa- 
per columnist in the Midwest with 
a special column, “The Pea Green 
Grocery,” which opened with orig- 
inal remarks and ended with a 
market report on current food 
prices. 

Later he served successively as 
city editor, managing editor, gen- 
eral manager and secretary-treas- 
urer of the News. As managing 
editor he discovered Kim Hubbard, 
caricaturist and writer, and a num- 


such volume...with a working force 


of more than 500 skilled personnel, 
35% of whom have been with Intaglio 
for ten years or more... four brand 
new plants in the last three years, 
. . . with every available control for 
quality, air and light. Also more, and 
more varied, experience in gravure 
than anybody in the world! 


The advertisers who use gravure 
most, in print and packages, depend 


on Intaglio for the best in gravure. 


You can, too! 


America’s First Gravure Servicers 

305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit— 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles—2264 Bogen St., Cincinnati 


Intaglio SErVICE corPorATION 


| ber of other newspaper men later 
to become famous. He became vp 
of Indianapolis Newspapers in 
1948. 


® Last April he attended the an- 
nual meeting of the Associated 
Press in New York as a represen- 
tative of the News, and at his death 
he was the oldest member-repre- 
sentative of the press service. He 
was also the oldest member of 
the American Newspaper Publish- 
ers Assn.; he had not missed an 
annual meeting of that organiza- 
tion in more than 50 years. He was 
honored last April by both the 
AP and ANPA at their meetings 
in New York. 


FREDERICK T. BONHAM 


New York, Sept. 23—Frederick 
T. Bonham, 76, former personnel 
director of the New York Times 
and onetime associate publisher 
and part owner of the Knoxville 
Journal, died Sept. 21 of a stroke 
at Doctors Hospital. 

Born in Cleveland, Tenn., Mr. 
Bonham was reared in Knoxville 
and attended the University of 
Tennessee. In 1905 he joined the 
Knoxville Journal as secretary to 
the publisher, Alfred F. Sanford. 
A few years later he was named 
manager of the newspaper. At the 
time of its sale in 1928 to Rogers 
Caldwell and Luke Lea, of Nash- 
ville, Mr. Bonham was associate 
publisher and part owner. 

He came to New York in 1929 
at the request of the late Adolph 
Ochs, publisher of the Times, and 
served as personnel director of 
that newspaper until he retired in 
1934. 

At his death he was board chair- 
man of Valeria Home, Oscawana, 
N.Y., an endowment-supported 
home for convalescents, founded 
by his late wife in 1952. 


s Mr. Bonham was an eminent 
horticulturist and an orchid spe- 
cialist. He was a former president 
of the Horticultural Society of 
New York and of the American 
Orchid Society, and a former 
chairman of the New York Inter- 
national Flower Show. 


FRANK C. ARMSTRONG SR. 

New York, Sept. 23—Frank C. 
Armstrong Sr., 73, father of Frank 
Cc. Armstrong Jr., vp and public 
relations director at Kudner Agen- 
cy, died Sept. 18 at Cottage Hospi- 
tal, Woodsville, N. H. 

A long time resident of Darien, 
Conn., Mr. Armstrong Sr. was as- 
sociated with several magazines 
and was circulation manager of 
College Humor and Metropolitan 
Magazine before his retirement in 
| 1942. 

_ELMER W. FROEHLICH 

| Derrorr, Sept. 23—Elmer W. 
| Froehlich, 59, vp and media direc- 
‘tor of MacManus, John & Adams 
|and a former chairman of the Ad- 
vertising Research Foundation, 
died Sept. 20 of a heart attack at 
|his home here. Mr. Froehlich, who 
j}had been with the agency since 
| 1922, was a former co-chairman 
of the magazine and farm publica- 
tions committee of the American 
Assn. of Advertising Agencies. 


Takashimaya Names Wexton 

Takashimaya, Japanese depart- 
ment store chain, is opening a 
|New York branch at Fifth Ave. 
‘and 46th St. Oct. 15 and has 
appointed Wexton Co. to handle 
its advertising. The specialty store 
will carry “Japanese quality prod- 
ucts.” Larry Schwartz, Japanese- 
speaking president of Wexton, 
will be the account supervisor. 


Gamlin Joins Buchanan 

George Gamlin has _ joined 
Buchanan & Co., Los Angeles, as 
la copywriter. He previously was 
with Young & Rubicam, Los An- 
geles. 
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‘CBS Forms New Subsidiaries 


OOF Pines ermemene 


RARGEST STEEL TUBING STOCH tet MEW Ect ane 


Austin-Hastings Co.Inc. STEEL DISTRIBUTORS 
~ 


Serving Now England's Spocralinad Stoel Newds for 113 Yours 


190 Bornes brows wetlend | 4480. Comeetge 42 Mevsachesems 


SUMMERTIME, VACATION TIME—In small 
type it says here: “No ad this 


in Europe; Renames Film Unit) 

Columbia Broadcasting System | 
has formed two wholly-owned | 
overseas subsidiaries, CBS Euro- 
pe Ltd. and CBS Ltd. CBS Eu- 
rope will have offices in Switzer- 
land and will serve as the ad- 
ministrative headquarters for 
CBS European operations. CBS 
Ltd. will be located in London. 
Both companies will engage in 


the licensing and distribution of 
tv films and properties. 


69 


CBS also announced that CBS! tains data gleaned from a survey; LaRoche Names Goodwillie VP 


Television Film Sales will be re-| taken among 359 tv stations, and 
placed on Oct. 1 by a new sub- also tips on how to improve films. supervisor at C. J. LaRoche 
sidiary, CBS Films. 
Modern Talking Picture Service | a vp of the agency. 
New TV Film Book Published | without charge. 
“How Television Stations Use | 
Business Sponsored Films,” a new | Lesser Joins Reiner Co. 
16-page illlustrated report con-| Roland Lesser, formerly adver- 
taining information on why some | tising manager of Longines-Witt- 
films are used and others rejected,| nauer Watch Co., has joined S. 
has been published by Modern] Jay Reiner Co., Mineola, N. Y., 
Talking Picture Service, 3 E. 54th! as director of television and radio 
St., New York. The booklet con-| sales. 


MAKE 'EM LAUGH! 


ae prospect 
‘ours lau; 


FREDERICK E. GYMER 


s quicker. Make 
gh with the “Let's Have Better 

attees” monthly mailings. Unusual — 
effective — economical — exclusive. Write 
‘or details on your business letterhead. 


@ 2123 E. 9th St., Cleveland 15, O. 
SOHSHSSSSSSOSSSSSOSSOEOE 


John Goodwillie, an account 


& 


A copy may be obtained from|Co., New York, has been elected 


month—Our copywriter is on va- 
cation.” The Austin-Hastings Co. | 
explanation appears on the inside | 
front cover of the September New | 


Englander. 


American Motors 
Extravaganza Hits 


MODERN PACKAGING pioneers new 
business paper publishing concept 


sooscevesentow NEW PROGRAM DEVELOPS READERSHIP 
AMONG TOP PACKAGING BUYERS 


(Picture on Page 90) 

Fort Wortu, Sept. 23—American 
Motors Corp. staged a 150-minute 
musical comedy here yesterday to 
introduce its 1959 line to south- | 
western dealers. 

Heading the cast were George 
Gobel, Walter O’Keefe, Fibber 
McGee & Molly and George Rom- 
ney, the hard-selling president of 
AMC. 

The show utilized a full orches- 
tra, two stages, a 45’ screen, a 10- 
man professional chorus and as- 
sorted dancing girls. 

All sang the virtues of the Ram- 
bler American, Rambler 6, Ram- 
bler V8, Ambassador and import- 
ed Metropolitan. 

Geyer Advertising, American 
Motors’ agency, produced the ex- 
travaganza; Elliott Jacoby, of the | 
Meyer Davis organization, was 
musical director; the George P. 
Johnson Co. provided the scenic 
effects, Depictorama the visuals 
and Suzy Perette the costumes. 


s Among the “bit” players were | 
Al Pearce, who does the “Elmer | 
Blurt” radio commercials for Ram- | 
bler; Bob (Elliott) and Ray | 
(Goulding), NBC comics; Don| 
Hancock and Car] Caruso and Mrs. | 
Trudy Dye, automotive merchan- | 
dising director of Ladies’ Home | 
Journal, 

The show was first produced 
Sept. 13 for 12,000 factory em- 
ployes in Milwaukee. Last week 
eastern dealers saw it in Atlantic 
City. It will move on to Chicago 
Sept. 25 and to Oakland, Cal., for 
its finale Sept. 29. + 


Fregan, Hagenbuch Form 
Hagan Publishing Corp. 

Edward J. Fregan and David B.| 
Hagenbuch, who resigned in June 
as advertising managers respec- 
tively of Automatic Control and 
Progressive Architect, Reinhold 
Publishing Corp. publications (AA, 
June 16), have formed a new pub- 
lishing organization—Hagan Pub- 
lishing Corp. 

The company will bring out a 
new magazine, Architectural & 
Engineering News, in late Novem- 
ber, with a guaranteed circula- 
tion of 31,000 to every register- 
ed architect in the U. S. and 10,- 
000 consulting engineers. Size of 
the new monthly will be 11x11%4”", 
and its base advertising rate (one 
page, one time, b&w) will be 
$695. Closing date for advertising 
copy is Nov. 7. 


Hudepohl Signs 3-Year TV Pact 

Hudepohl Brewery, Cincinnati, 
has extended its contract to spon- 
sor telecasts of Cincinnati Red- 
legs baseball games for the next 
three years. Standard Oil Co. 
(Ohio) will be next season’s co- | 


A multi-pronged drive to capture the eye of 
an entire market—your market if you sell 
packaging materials, supplies and equipment 
—has been set into motion by the nation’s 
biggest packaging magazine. 


One of the key elements is the dynamic new 
Readership Development Program, designed 
to increase ad exposure among executives 
who control the greatest share of packaging 
purchases. The Readership Development 
Program employs a personal-interview tech- 
nique to demonstrate to these busy men the 
most efficient way to read and use MODERN 
PACKAGING at their own management levels, 
and to offer them MODERN PACKAGING’s 
counselling facilities for the solution of 
packaging problems. 


BUILDS INTEREST 


Starting January 1, twenty editorially 
trained specialists, permanently stationed 
throughout the country, will be calling on 
your top prospects—the packaging decision- 
makers in those companies which account 
for almost 90 per cent of the buying. They 
will brief these key executives on MODERN 
PACKAGING’s contents... highlight them from 
the reader’s viewpoint...condition top man- 
agement to use the magazine time and again. 


A BRESKIN PUBLICATION 


S575 Madison Avenue * New York 22, N.Y. 


SUSTAINS READERSHIP 


Then, every month, the Readership Devel- 
opment Group follows up with specialized 
letters which outline each up-coming issue, 
spotlight high-interest features, interpret 
specific articles in terms of the reader’s par- 
ticular packaging interest. Time-conscious 
policy makers are encouraged to form the 
habit of concentrated and productive reading. 


CONCENTRATES COVERAGE 


Most important to advertisers, this continu- 
ing Reader Development Program aims at 
the heart of the packaging market. The 
entire effort concentrates exclusively on 
major users of packaging materials, supplies 
and equipment. With the help of Dun & 
Bradstreet and Western Union, MODERN 
PACKAGING has identified these organiza- 
tions and the men who control their pro- 
grams. Using this information, MODERN 
PACKAGING is augmenting its circulation and 
achieving total coverage among this hard- 
to-reach group of prime prospects. 


With this forward-looking concept of 
activated readership, MODERN PACKAGING 
introduces a new era of business publication 
service. The full program, and its applica- 
tion to your business, are described in a 
brochure which will be sent on your request. 


MODERN PACKAGING 


@/® 
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Diplomat Cigaret 
to Be Pushed as 
‘Cancer Lessening’ 


(Continued from Page 1) 


jattempt to reduce their quantity.|tant factors in producing carcino-| 


Particularly because, by so do- 
ing, the taste of the smoke may be 
| affected.” 

| North American’s solution is 
“a new curing process which min- 
| imizes, to a great extent, the toxic 


from smoking cigarets.” Copy also /|effects of nicotine and tars in cig- 


will assert that North American|aret smoking. 
does “not believe the solution to|rate of combustion and the burn-| 


In addition, the 


| 


genic tars, have been greatly 
| reduced.” 
® Diplomats, said the Marks 


agency, will not use filters. “The 
|taste of the smoke will be the 
jsame as in a regular non-filter 
| cigaret.” 

The new Diplomat cigaret, said 


any dangers there may be in nico-|ing temperature of the cigarets,| tne agency, has been clinically 
tine and tars lies wholly in the|considered two of the most impor-| tested on hospital out-patients in 


next time 
you move 


DISPLAYS 

and 

EXHIBITS 
call 


COAST TO COAST 
LONG DISTANCE MOVING 
Courteous, dependable drivers 


ior minimal” 


Ohio and at clinics in Ohio and 
Pennsylvania in comparison tests 
lwith other cigarets. According 
|to the Marks agency, the medical 
|study was conducted under the 
jsupervision of Dr. Murrill M. 
Szucs, member of the senior med- 
ical and senior cardiology staffs 
at St. Elizabeth Hospital, Youngs- 
town. 

The agency quoted Dr. Szucs as 
|saying that physiochemical and 
other reactions were “negligible 
on patients who 
smoked the “new-process” cig- 
arets. The process was developed 
|by Dr. Eugene Kronisch. 
| Robert Marks, head of the agen- 
|ey, said North American’s produc- 
tion facilities were not equal to 
those of the major cigaret compa- 
nies and that distribution of Dip- 
|lomat will be limited at the start. 
| 


le “We are opening in New York 


WTVJ’s TOTAL* 
COVERAGE 
PROVED AGAIN! 


Daytime, nighttime, 
anytime, WTVJ 
delivers more coverage, 
more circulation 

than any other Florida 
TV station! 


STARTLING RESULTS OF NCS #3: Among all Florida TV Stations WTVJ is 


e first in monthly coverage 
@ first in weekly coverage 
e first in daytime circulation, weekly 


@ first in daytime circulation, daily 
@ first in nighttime circulation, weekly 
@ first in nighttime circulation, daily 


See your PGW colonel for all the facts that prove Total* Coverage makes WTVJ your first Florida TV buy! 


WTVS - MIAMI 


CHANNEL 4 


Represented by Peters, Griffin, Woodward 


H * Dictionary defines TOTAL 
i as “‘whole, amount, 
| complete, entire.” 


Advertising Age, September 29, 1958 


research. 


are developed. 


Rothmans Ltd., said (AA, Aug. 


ly linked with smoking.” 


‘Rothmans Believes Smoking Can Remain Safe’ 


New York, Sept. 25—Diplomat cigarets wiil *e the first to ac- 
knowledge in advertising in the U. S. the health hazards of smok- 
ing. But earlier this year, in Canada, Rothmans Ltd. ran a page 
newspaper ad, headed “The International Cancer Congress and 
Cigaret Smoking,” which described the work of the Rothmans 
research division in tar reduction and the lowering of burning 
temperature. The ad, which included the admonition, ‘“‘Rothmans 
advocates moderation” on the part of heavy smokers, also said, 
“The tobacco-cancer problem is difficult and nebulous. It has 
brought forth many conflicting theories and evidences. But great 
knowledge and better understanding have been gained through 


“The controversy is a matter of public interest. The tar con- 
tents of the world’s leading brands of cigarets are today under the 
scrutiny of medical and independent research... 


= “Rothmans research division welcomes this opportunity to re- 
iterate its pledge: (1) To continue its policy of all-out research; 
(2) to impart vital information as soon as available, and (3) to 
give smokers of Rothmans cigarets improvements as soon as they 


“In conclusion, as with all the good things of modern living, 
Rothmans believes that with moderation, smoking can remain 
one of life’s simple and safe pleasures.” 


® Last July Patrick O’Neill-Dunne, world technical director of 


a bid “to gain at least one-third of the Canadian market” for its 
cigarets. “Most tobacco manufacturers are engaged in cancer re- 
search,” said Mr. O’Neill-Dunne, but Rothmans is believed to 
be the first anywhere to acknowledge that lung cancer is definite- 


4) that Rothmans was making 


rather than in a typical test mar- 
ket, because this is a premium- 
price cigaret—30¢ to 38¢ in hard 
pack and 28¢ in soft pack (avail- 
able in about 60 days)—and will 
depend for its initial success on 
the reaction among influential 
people to the simple facts pre- 
sented.” 

A copy of Dr. Szucs’ report of 
his “Clinical Evaluation Tests on 
Diplomat Cigarets” contained a 
summary which included this 
statement: “There is a definite 
health advantage in smoking Dip- 


lomat cigarets treated by this 
special method which removes 
most of the  counter-irritants 
causing the physiochemical 


changes in the smoker’s body. The 
|improvement will be still greater 
|when the paper wrapping around 
|cigarets is replaced by tobacco, as 
there is counter-irritation also 
from burning paper and from the 
filters attached to some standard 
brand cigarets. 


a “There is very little nicotine 
absorbed by individuals even by 
inhaling, and this is not the chief 


clinical irritant; but those other 
counter-irritants as pyridine, ni- 
trogeneous bases, volatile acids, 
tar, phenol substances, furfural, 
acroleine and glycerol, plus paper 


|wrapper and filters, are the chief 


irritating substances of a cigaret. 
These are eliminated in the new 
Diplomat cigaret ...” 

Dr. Szucs’ tests were conduct- 
ed with 52 cases, including 10 
vascular cases, 10 heart cases and 
8 hypertensives. + 


D-F-S Appoints Two 

Edmund Anderson, formerly 
with Ketchum, MacLeod & Grove 
as a commercial producer, has 
joined Dancer-Fitzgerald-Sample, 
New York, in a similar capacity. 
John J. MacDonald has joined the 
agency as tv art director, a posi- 
tion he formerly held with Sulli- 
van, Stauffer, Colwell & Bayles. 


Kimmel Joins Ogilvy 

Lynn Kimmel, formerly with 
Benton & Bowles, has joined the 
copy department of Ogilvy, Ben- 
son & Mather, New York. 


ADVERTISEMENT 


Washington, D. C——Dozens of ways 
to protect your personal and busi- 
ness interests in the midst of to- 
day’s economic uncertainties are de- 
tailed in the weekly issues of the 
famous Kiplinger Washington Letter. 


The Kiplinger Letter every Mon- 
day morning supplies key informa- 
tion you need—inflationary signals 
to watch for, business activity and 
trends, new legislation, labor, taxes, 
prices, new products—any significant 
development. Keeps you posted on 
how to ride safely through today’s 
troubled times . . . protect your busi- 
ness and personal interests. 


Also — immediately useful — each 
new subscriber gets FREE copy of 
the timely volume, “Boom and In- 
flation Ahead, and What You Can 
Do About It.” It shows you the steps 
you can take NOW to cash in on 
many extraordinary opportunities 
ahead. 

You get specific directions show- 
ing smart ways to handle problems 
concerning your income, savings, 
job, business, investments, retire- 
ment ... to protect your capital, 
your savings, from inflation. 


For example: How to safeguard 
the buying power of your dollars. 


Kiplinger Tells How to Adjust 
Personal and Business Affairs 
To Beat the Coming Inflation 


Why, when and how the boom will 
start. How high prices you pay, 
money you make, will go. Whether 
to buy a house now or wait. Best 
fields for future job opportunities. 
Which businesses will grow—which 
decline. How to make yourself fi- 
nancially independent. How to meet 
changes in wages, hours, leisure 
time, pensions, life insurance, taxes. 
New products that will alter your 
life. Ways to pile up retirement in- 
come. Where to invest your money 
now for future security. How much 
college tuition to save for. Smart 
money-making plans for young men, 
family heads, business owners, people 
on fixed incomes .. . everything to 
help you be money ahead as new 
boom begins. 


A copy is given to you FREE 
with a 13-week trial subscription to 
The Kiplinger Letter—both together 
for only $4 (Full value $7.95. You 
save $3.95 by acting now). 

Just tear out this ad and return 
it to us today. Attach check for $4, 
or tell us to bill you. Either way 
you get the F book plus 13- 
week trial of The Kiplinger Letter. 
(Offer open to new subscribers 
only.) Address The Kiplinger Wash- 
ington Letter, Room 327, 1729 H 
St., N.W., Washington 6, D. C. 
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What will you drink in 1964? 


a 


COMING IN ‘64—This color page| 
stressing Canadian Club’s six-year | 
aging, appears first in U.S. News| 
& World Report Oct. 3. It is one of 
Hiram Walker’s “interrupting” se- 
ries—interspersed with ‘‘World 
Adventure” ads. C. J. La Roche & 
Co., New York, is the agency. 


Chesebrough 
Acquires Vick 
Cosmetics Line 


(Continued from Page 2) 
president, and H. S. Richardson Jr., 
president of Vick. 

The Prince Matchabelli line will | 
continue to be sold selectively 
through about 5,000 class outlets, 
Seaforth will join Vaseline brand 
products in the men’s toiletries| 
field, and Sofskin will be added to| 
Pond’s line. 


= Vick’s President Richardson| 
commented that more than 90% of | 


Rich in Richardsons 

Richardsons are downright 
abundant in the Vick and 
Chesebrough-Pond’s compa- 
nies. At Vick, H. S. Richard- 
son Sr. is honorary chairman 
of the board, H. S. Richard- 
son Jr. president. At Chese- 
brough-Pond’s, Arthur B. 
Richardson Sr. is chairman 
of the board, Albert B. Rich- 
ardson vp in charge of ad- 
vertising. Both sets are fath- 
er and son and unrelated to 
each other. 


Vick business is concentrated in 
the drug business and closely re- 
lated fields. Proceeds from the sale 
will be reinvested in Vick’s acqui- 
sition program. The company has 
bought Walker Laboratories and 
the Lavoris Co. within the past 
four months. 

Mr. Straka said the acquisitions 
would give Chesebrough-Pond’s a 
more highly diversified volume 
and a stronger potential im the 
department store and drug fields. 


Chesebrough-Pond’s agencies are | 
Compton Advertising; William | 
Esty Co.; McCann-Erickson and J.) 
Walter Thompson Co. 


Marketing Seminar Set 

Larry Schwartz, president of 
Wexton Co., New York, is serv- 
ing as coordinator of a workshop 
seminar on marketing being con- 
ducted this fall by the Manage- 
ment Institute of New York Uni- 
versity. Among the _ speakers) 
scheduled to address the seminar | 
are George Abrams, vp in charge 
of advertising, Revion Inc.; 
Charles W. Smith, McKinsey & 
Co.; Peter G. Scotese, vp in 
charge of advertising and sales, 
Indian Head Mills; William Mee, 
executive director, Point of Pur- 
chase Advertising Institute, and 
Gordon C. Bowen, president, Pre- 
mium Advertising Assn. of 


America. 


‘Life’ Issues Readership Report | Life and other magazines, includ- 

Related to Household Spending | ins Ladies’ Home Journal, Look, 
A preliminary report relating + soa — = — oe 

magazine readership to household on ae f sg ate e published 

spending has been issued by Life ate this fall. 

and is available on request from ‘McCall's’ Boosts Harris 

the magazine’s market research Roger W. Harris, since 1954 on 

department, 9 Rockefeller Plaza,|the Boston advertising sales staff 


‘|New York. According to the sur-| »¢ McCall’s, has been appointed 


vey, Life-reading households| new England manager, succeeding 
spend an average of $5,014 annual-| John Dalton, who has retired. 
ly on consumer goods and serv- 


_| ices, as compared with a $4,107 av- | Shrager Inc. Moves N. Y. Oftice 


erage expenditure of all U. S.| John Shrager Inc., New York 
households. mail order advertising specialist, 

A full report covering reader-| has moved its office to the Chry- 
ship and consumer spending for |sler Bldg. 


AN INDUSTRIAL PUBLISHING CORPORATION 
”.812 HURON ROAD ® CLEVELAND 15, OHIO 
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On movin’ pelves - and pizza 


Nobody around Woop-TV is stupid enough to recommend 
that old jazz of trying to sell refrigerators to Eskimos. 

So — when our esteemed client, the Pizza Palace, declared 
a willingness to pop for a schedule, local salesman Dave Mc- 
Connaughey pitched the one Woop-TV show that is frankly 
Rock ‘N’ Roll — O’Hara’s Bop Hop on Saturday afternoon. 
The result was a sellout of all pizzas before the dinner hour 
had passed — not once, but twice! Other advertisers like 
Seven-Up, original and major sponsor; Seyfert’s (Potato 
Chips) ; Eckrich (Hot Dogs) ; Leonard Distributing (Record 
Players) ; are also happy as gold bugs on the mother lode. 

To these clients who have bought Bop Hop, cash register 
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Everybody in Western Michigan is a WOODwatcher. : 


SPOSSSSSSSSSSHSSHHSHSHSHHSHSHHSHHSHHEHSHHHHSHHHHHHHSHHHHHSHHHHHHSHHHHHEHSHHHHHEHHEHHHHHHHHHHEES 


woo 


WoOODland Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapids, 
Battie Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC, 


results are a lot more impressive than the show’s top 
ARB rating. 

For some products, teenagers are all-important — and 
Woop-TV has the show and the personality to reach them. 
If you want to emulate the Pizza Palace, consider O’Hara’s 
selling ability on Bop Hop the next time Katz advises there 
is an availability. 


WOOD-TV is first—morning, noon, night, Monday 
through Sunday—May ‘58 ARB Grand Rapids 


WOOD-AM is first—morning, noon, night, Monday 
through Sunday—April ‘58 Pulse Grand Rapids 


AM 
TV 
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Extron Names Gardner 

Gardner & Stein, Chicago, has} 
been named to handle advertising 
and sales promotion for Extron 
Corp., Chicago, manufacturer of 
all-transistor power amplifiers 
and all-transistor stereo pre-am- 
plifiers. 


A.B.C. Sewing Names Agency 
A.B.C. Sewing Machine Co., Chi- 
cago, has named Lauesen & Salo-| 
mon, Chicago, to handle its adver-| 
tising. A.B.C. is the midwestern 
distributor of the Viking automat- 
ic sewing machine made by Husq- 


| 


| 
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Consumer Debt Hit 
$152 Billion Level 
in ‘57, NCFA Finds 


WASHINGTON, Sept. 23—-Consum- 
er credit continued to grow in 1957 


|varna of Sweden. co-sponsor of the 


**Red Skelton 
Show,” placed 
life-size cut-outs 
of Mr. Skelton 
and samples of 
Johnson products 
in each of a Las 
Vegas hotel’s 300 
rooms during Mr. 
Skelton’s engage- 
ment there. 
Shown here with 
“Mr. Skelton” are 
Connie Wright 
(left), “Li'l Ab- 
ner” show girl, 
and Susie Kraft, 
a hotel guest. 


to a record $44.8 billion, $3 billion 
greater than it was in 1956. But 
the nation’s credit people are still 
confident this figure is within the 
limits that American families can 
manage and believe it will safely 
grow another $5 billion in 1958. 

Data on the 1957 credit business 
|are contained in the 1958 edition 
of “Facts & Figures” published an- 
nually by the National Consumer 
Finance Assn. The report will be 
presented at NCFA’s 44th national 
convention, scheduled for Sept. 30 
to Oct. 3 in Miami Beach, Fla. 

The $44.8 billion outstanding in 
short and intermediate term con- 
sumer credit, the report says, 
breaks down as follows: $15.5 bil- 
lion in automobile paper; $8.7 bil- 
lion in other consumer goods pa- 
per; $7.9 billion in personal instal- 
ment loans; $4.8 billion in charge 
accounts; $3.5 billion in single- 
payment loans; $2.4 billion in serv- 
ice credit and $2 billion in repair 
and modernizafion loans. 


effective with the 


~ MATERIAL HANDLING 


bagtaseriag 


= Consumer real estate mortgage 
debt—as distinguished from con- 
|/sumer credit—amounted to $107.6 
billion in 1957. The two figures 
combined tallied $152.4 billion, 
compared with $140.9 billion in 
1956. 

The _ flexibility with which 
American families are successfully 
managing their personal debt obli- 
gations, NCFA’s report says, is 
the result of: 

e Trebled personal incomes in the 
U.S. in the past 15 years. 


e Ever-growing consumer net 
worth, now amounting to more 
than $1 trillion. 


e A demonstrated capacity of con- 
sumers to use credit wisely. 


A television market is more than a city A television market is more than a city 
When you use KGUL-TV © awee —s 


you sell a quarter 
of Texas—a television market whose: 


When you use KOTV © Tulsa, you sell a television market 
whose 
© Total Retail Sales are greater than Metropolitan Dallas. 
« Effective Buying Income is almost $2,000,000,000. 
«@ Automotive Sales are greater tha litan Oklah City, Omaha and 
Neckellle combined. 
Smart advertisers want to tap this market. They do it over 
KOTV ® the station that has been first in Tulsa in every 
” ‘survey since 1949. Represented by Petry. 


Sources: 23 ARB, Telepulse surveys; TV Mag. 3/58; 
Copyrighted . . . Sales Management 1958 


Total Retail Sales are greater than } litan Washi 
e Effective Buying Income is over $3,840, 000,000. 
e Food Sales are greater than Metropolitan Cleveland. 


e Family ownership—in cars, ap- 
pliances and other tangibles—of 
$171.3 billion in depreciated value, 
against which they owe only $44.8 
billion. 


Smart advertisers want to tap this market. They do 
it over KGUL-TV @ the only station delivering city-grade 
service to both Houston and Galveston. 
pgrnan® by CBS Spot Sales. 


urces: TV Mag. 3/58 
. Sales Sisenguemtat 1958 


e Consumer bank accounts, sav- 
ings bonds and other liquid assets 
estimated at more than $302 bil- 
lion in 1957. 


e 1957 disposable income that was 
estimated at $305 billion after fed- 

nie eral taxes, compared with $287 
a ear ie billion in 1956. + 
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“Rescue & Series Adds 
Six Regional Sponsors 
“Rescue 8,” the Screen Gems 
tv film series, which dramatizes 
the experiences of members of the 
Los Angeles rescue squad, has 
been purchased by six regional 
sponsors. They include West End 
|Brewing Co. (Cohen & Aleshire) 
for Buffalo, Rochester, Syracuse, 
i Utica and Albany; Miles Calif- 
i ornia Co. (Wade Advertising 
ig \ Agency) for Los Angeles, San 
Francisco, Sacramento, Portland, 
Seattle and Spokane; Prince Mac- 
aroni Mfg. Co. (Jerome O’Leary 
Advertising Agency and H. C. 
Rossi Advertising) for Provi- 
dence and Hartford; Weingarten 
Markets of Texas (Kamin Adver- 
tising Co.) for eight markets in- 
cluding Houston; Purity Biscuit 
Co. (direct) for Phoenix and Tuc- 
son; Procino-Rossi Corp. (Moser & 
Cotins) division of the Rumrill 
Co.) for Albany and Rochester. 
The series"has been booked in 
more than 75 markets. 


_ FORT WAYNE 


A television market is more than a city 


When you use WANE-TV ® Fort Wayne, you sell a tele- 
vision market whose: 
© Total Retail Sales are twice those of Metropolitan Nashville. 
e Effective Buying Income is over $1,380,000,000. 
« Automobile Sales are greater than Metropolitan Seattle. 


A television market is more than a city 


When you use WISH-TV @ Indianapolis, you sell a televi- 
sion market whose: 
e Total Retail Sales are greater than Metropolitan Buffalo and Kansas City combined. 
e Effective Buying Income is almost $5,000,000,000. 
e Food Sales are equal to Metropolitan Milwaukee and Cincinnati combined. 
Smart advertisers want to tap this market. They do it 
over WISH-TV @ the station that has dominated the 
Indianapolis Market in 25 consecutive surveys. 
Represented by Bolling. 
Sources: All ARB, Pulse, Nielsen yoyo since July 1955; 
TV Mag. 3/58; Copyrighted . les Management 1958 


Smart advertisers want to tap this market. They do 
it over WANE-TV @ as more families watch WANE-TV than 
any other station in the billion-dollar all-UHF 
Fort Wayne Market. Represented by Petry. 


Sources: Area ARB 11/57; TV Mag. 3/58; 
Copyrighted . . . Sales Management 1958 


Lehigh Furniture to Romain 

Lehigh Furniture Corp., New 
York, has named Harriet Romain 
Advertising, New York, to handle 
advertising and merchandising 
campaigns for its line of office 
and residential furniture. Gussow- 
Hyman Advertising previously 
handled the account. 


THE CORINTHIAN STATIONS Responsibility in Broadcasting 


KOTV Tulsa ® KGUL-TV Houston ® WANE & WANE-TV Fort Wayne, ® WISH & WISH-TV Indianapolis 
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Advertising Age, September 


29, 1958 


September Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


-—Total Advertising, in Pages——. -——Total Advertising, in Lines ———, 


KEY: (mon)-monthly; (sm)-semi-monthly; (bw)-bi-weekly; (w)-weekly; (d)-daily; (q)-quarterly. 


Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. 
1958 1957 1958 1957 1958 
General Farm Publications 
§American Agriculturist (sm) 30.1 29.1 258.0 254.8 22,299 
§Arizona Farmer-Ranchman (bw) 86.8 82.4 599.4 618.7 65,653 
Arkansas Farmer (mon) .... 10.9 11.2 136.2 147.9 8,235 
§California Farmer: (bw) 

Northern Edition ........ 36.6 36.8 381.8 429.9 33,703 

Southern Edition ...... 34.7 47.6 410.1 418.3 32,097 

Average 2 Editions ...... 35.6 50.2 414.2 432.3 32,955 
Capper’s Farmer (mon) .... 47.3 67.4 450.7 566.7 20,316 
Colorado Rancher & Farmer (sm) 30.3 39.6 276.6 308.5 22,920 
Dakota Farmer (sm) ..... 54.4 53.4 557.9 566.9 42,668 
tElectricity on the Farm (mon) —— —— 70.5 84.9 
Farm & Ranch—Southern Arriculturist: (mon) 

Southeastern Edition .. 35.7 35.8 326.8 342.5 15,315 

Southwestern Edition ... 33.4 39.0 325.4 367.1 14,332 

Average 2 Editions ...... 34.8 37.6 326.2 352.8 14,932 
Farm Journal: (mon) 

Central Edition ........ 75.8 81.6 711.2 827.3 32,499 

Eastern Edition ....... 65.1 83.3 633.6 850.2 27,925 

Southern Edition ...... 58.9 93.3 546.9 798.5 25,278 

Western Edition ...... 65.9 75.5 669.1 865.8 28,283 

Average 4 Editions ...... 66.4 83.4 640.2 835.4 28,496 
Farm Management (mon) 14.9 13.9 185.4 177.0 6,407 
tFarm Quarterly (q) ...... 75.5 72.5 252.0 241.5 35,636 
§The Farmer (sm) ........ 100.0 84.0 693.9 693.9 78,422 
Farmer-Stockman: (mon) 

Oklahoma Edition ..... 37.3 36.4 312.3 350.8 16,000 

aTexas Edition ........ 30.5 31.4 285.9 329.0 13,104 

Average 2 Editions ...... 33.9 33.9 299.1 340.0 14,552 
Georgia Farmer (mon) .... PJ 7.2 98.6 107.8 5,879 
||Indiana Farmer's Guide (mon) 10.8 24.0 137.2 197.9 8,502 
Iowa Farm & Home 

Register (mon) ........ 30.4 23.9 171.9 169.8 30,469 
§lowa Farm Bureau 

Spokesman (Ww) ........ 41.2 38.0 409.0 380.1 41,818 
§Kansas Farmer (sm) ...... 38.1 29.9 298.4 324.9 28,977 
Kentucky Farmer (mon) 15.8 16.7 192.1 205.8 12,384 
§Michigan Farmer (sm) . 50.9 42.8 423.5 409.3 39,112 
Minnesota Farmer (mon) 12.6 11.7 123.8 99.6 9,937 
Mississippi Farmer (mon) ... 7.4 8.1 89.9 110.7 5,582 
§Missouri Ruralist (sm) .... 47.6 53.6 326.7 388.7 36,220 
Montana Farmer-Stockman (sm) 75.8 53.1 542.9 550.4 57,292 
Nebraska Farmer (sm) ..... 99.7 102.1 772.3 776.4 75,434 
§New England Homestead (sm) 26.6 28.0 340.9 266.1 18,646 
New Jersey Farm & Fd 

Garden (mon) .......... 30.9 34.5 363.4 420.4 13,888 
New Mexico Farm & 

Ranch (mon) .......... 15.3 11.9 120.9 100.6 11,550 
§Ohio Farmer (sm) ...... 56.8 55.8 497.4 487.7 .43,627 
§Pacific Northwest Farm Quad: (sm) 

The Idaho Farmer ....... 80.0 72.0 684.0 648.0 28,940 

The Oregon Farmer ...... 72.0 72.0 676.0 620.0 22,708 

The Utah Farmer ........ 80.0 76.0 672.0 656.0 29,121 

The Washington Farmer ... 72.0 72.0 676.0 636.0 24,946 
§Pennsylvania Farmer (sm) . 34.0 34.7 376.4 369.6 26,121 
§Prairie Farmer: (sm) 

Illinois Edition ......... 100.8 86.8 713.0 719.5 73,356 

Indiana Edition ......... 95.6 84.2 690.8 689.6 69,586 

Average 2 Editions ...... 98.2 85.5 701.9 704.6 71,471 
Progressive Farmer: (mon) 

2Carolina-Va. Edition ... 62.3 79.1 684.9 834.0 42,397 

2#Ga.-Ala.-Fla. Edition .. 66.0 82.8 695.0 839.5 44,861 

2Ky.-Tenn.-W. Va. Edition 61.6 74.1 639.7 779.6 41,892 

2Miss.-La.-Ark. Edition . . 61.1 76.7 651.4 790.1 41,535 

zTexas Edition ....... 63.8 78.7 665.9 819.3 43,381 

Average 5 Editions ...... 63.0 78.3 667.4 $12.5 42,813 
§Rural New-Yorker: (sm) 

New York-New Eng. Edition 150 —— 57.8 — 11,669 

Penn.-N.J.-Delmarva Ed. 3s 55.0 — 10,828 
Southern Planter (mon) .... 15.5 22.3 194.8 225.1 10,875 
Successful Farming (mon) .. 71.9 95.1 640.5 773.8 32,336 
Tennessee Farmer & 

Homemaker (mon) ...... 9.7 10.3 136.8 131.3 7,666 
Texas Ranch & Farm (mon) 8.9 10.7 123.8 131.4 8,932 
Wallaces’ Farmer (sm) 112.1 114.3 826.8 847.0 87,863 
§Weekly Star Farmer: (w) 

Kansas Edition .......... 12.5 10.4 121.1 109.7 30,935 

Missouri Edition ........ 13.6 10.1 126.0 114.7 33,648 

Okla.-Ark. Edition ....... 10.6 8.9 106.9 101.5 26,203 

Average 3 Editions ...... 12.2 9.8 118.0 108.6 30,262 
Western Farm Life: (sm) 

Regular Edition ...... 26.9 26.4 255.3 253.3 21,126 

Colorado Edition ...... 31.3 32.8 341.1 328.2 24,561 

Average 2 Editions ...... 29.1 29.6 98.2 290.8 22,843 
Wisconsin Agriculturist & 

A. ee 82. 73.3 594.2 586.6 64,688 
Wyoming Stockman-Farmer (mon) 36.6 35.3 358.1 351.4 27,664 

Total Group ............ 1,104.1 1,175.3 


Sept. 
1957 


21,190 
62,315 
8,481 


27,800 
35,949 
37,949 
28,934 
29,958 
41,869 


15,261 
16,731 
16,139 


23,887 
26,622 


63,221 
61,269 
62,245 


Jan.-Sept. Jan.-Sept. 


1958 


188,753 
453,147 
102,981 


328,294 
315,385 
321,895 
193,333 
209,454 
437,418 

25,182 


140,223 
139,625 
139,981 


305,114 
271,834 
234,632 
287,041 
274,655 

79,542 
118,944 
544,020 


133,991 
122,657 
128,324 

74,600 
107,557 


171,970 


415,031 
226,853 
150,617 
325,291 

97,118 

67,924 
248,304 
410,398 
584,266 
238,628 


163,526 


91,720 
382,013 


249,399 
231,728 
240,698 
245,723 
289,048 


519,078 
502,894 
510,986 


465,716 
472,597 
435,017 
442,979 
452,843 
453,831 


45,170 
43,143 
136,428 
288,239 


107,279 
123,774 
648,194 


298,475 
310,561 
263,562 
290,866 


200,213 
267,466 
233,839 


1957 


185,525 
467,782 
111,858 


325,161 
316,282 
326,792 
243,118 
233,837 
444,501 

30,324 


146,958 
157,515 
151,381 


354,901 
364,749 
342,536 
371,428 
358,404 

75,745 
113,988 
544,033 


150,512 
141,159 
145,836 

81,589 
155,147 


169,895 


386,561 
246,961 
161,366 
314,318 

78,636 

83,753 
295,446 
416,111 
587,079 
186,279 


189,231 


74,880 
374,580 


233,689 
209,090 
239,643 
220,168 
283,861 


523,852 
502,062 
512,957 


567,117 
570,854 
530,132 
537,249 
557,090 
552,487 


157,606 
348,229 


102,600 
131,405 
664,093 


270,264 
282,655 
250,049 
267,655 


9,648.4 10,510.9 730,759 761,638 6,364,819 6,820,447 


Commercial Dis- 
play Excluding 


Poultry, Classified 


and Livestock, 
in Lines 


Sept. 
1958 


20,557 
63,968 
7,379 


32,387 
30,781 
21,849 
19,510 
21,541 
41,742 


13,957 
12,802 
13,506 


31,349 
26,775 
24,128 
27,133 
27,346 

6,407 


75,099 


65,280 
61,510 
63,395 


40,966 
43,306 
40,625 
40,263 
41,652 
41,362 


9,192 
8,620 
10,500 
31,804 


6,544 
8,232 
78,762 


19,180 
21,702 
16,528 
19,137 


17,256 
20,439 
18,847 


63,912 
23,448 


624,280 


Sept. 
1957 


69,888 
14,479 


13,064 


8,911 
38,846 


23,798 
21,418 
26,131 
23,887 
23,181 


55,676 
53,724 
54,700 


52,438 
54,671 
49,194 
50,871 
51,832 
51,801 


15,168 
42,277 


7,323 
10,374 
79,994 


14,430 | 


| 
| 
| 


13,735 | 


12,590 
13,585 


16,797 
20,129 
18,463 


56,430 
22,695 


669,829 


§ Not included in totals: figures shown are for August issues as September figures were not available as this issue went 
to press. + Cumulative figures shown are for combined August-September issue. + Not included in totals. { Published 
quarterly in March, June, September and December. ||| Became a monthly with the April 1958 issue. 


Farm Organizations & Education 


Agricultural Leaders’ 
Digest (mon) 

Better Farming Methods (mon) 

California Farm Bureau 


Monthly (mon) ........ 13.7 
Cooperative Digest (mon) .. 4.2 
County Agent & Vo-Ag 

Teacher (mon) ......... 24.2 
Michigan Farm News (mon) 2.1 
Missouri Farmer (mon) .... 14.5 
National 4-H News (mon) .. 17.8 
Nation's Agriculture (mon) . 9.6 
Ohio Farm Bureau News (mon) 11.1 
§Washington Grange News (sm) 18.3 

fF. Sa a 133.6 


10.3 90.0 103.0 
31.1 261.2 293.0 
142 1214 1188 

6.3 54.5 57.0 
27.7 240.7 242.1 

18 24.2 19.1 
143 124.4 101.6 
18.4 162.6 168.3 

6.4 73.1 61.8 
10.7 89.0 100.9 
17.0 125.5 1245 


5,295 
10,331 


10,353 
1,750 


141.2 1,241.1 1,265.6 


§ Not included in totals; figures shown are for August issues as September figures 


to press. 


38,671 
112,061 


91,665 
23,420 


103,136 
57,426 
52,208 
68,314 
32,912 
40,066 

136,125 


619,879 


44,276 
125,703 


89,748 
23,940 


103,859 
44,580 
65,876 
70,722 
27,805 
45,415 

135,115 


641,924 


5,295 
10,331 


9,853 
1,750 


10,395 
4,473 
5,343 
7,488 


19,369 
55,928 


17,878 
59,593 


were not available as this issue went 


Tegarden Joins Basford Co. 
William Hollis Tegarden, for-| 
merly with Gallup & Robinson, ed to advertising director of the 
has joined the research depart-| Tribune and Leader, Great Falls, 
ment of G. M. Basford Co., New! Mont. He formerly was in charge 
‘of special promotions advertising. 


York. 


‘Tribune’ Names Scott Warden Wright Appoints Nuber 


Scott Warden has been promot- Joseph A. Nuber has been named 


promotion of Wright 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 


-— Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Dairy & Livestock 
Breeder's Gazette (mon) .... 19.1 15.2 136.8 135.4 8213 6,519 59,123 62,534 7,485 5,729 
The Cattleman (mon) ...... 92.8 96.9 721.8 732.1 38,980 40,677 302,944 309,431 13,367 16,254 
§tCorn Belt Farm Dailies: (d) 
Chicago Daily Drovers Jrnl. 24.4 35.6 253.4 297.8 51,881 75,676 539,313 633,784 34,229 50,724 
Kansas City Daily 
Drovers Telegram ...... 25.3 29.8 260.2 280.9 54,975 63,432 543,329 597,916 40,259 47,518 
a —_ cared 25.0 33.0 280.7 315.8 53,212 70,328 597,525 672,106 42,292 51,376 
. Louis Daily 
Livestock Reporter 21.2 23.8 191.8 217.2 45,034 50,740 408,341 462,357 35,781 39,653 
§Dairymen’s League News (bw) 13.0 11.8 111.0 113.4 9,489 8,648 80,856 82,782 8,709 8,212 
Florida Cattleman (mon) ... 62.4 61.9 589.2 589.6 26,231 25,998 247,319 247,686 16,562 15,319 
Hoard's Dairyman (sm) .... 62.9 57.7 518.7 505.6 45,826 41,980 377,623 368,076 38,233 35,790 
{Livestock Breeder Journal (mon) 83.9 —— 626.8 — 35,252 263,252 3,864 
National Hog Farmer (mon) . 12.4 6.5 430.9 412.8 12,586 6,598 319,893 304,362 11,840 6,065 
National Live Stock 
Producer (mon) ........ 15.4 11.4 124.6 125.7 11,252 8,355 90,767 91,534 11,017 8,196 
Western Dairy Journal (mon) 41.6 38.3 350.9 310.1 17,827 16,414 150,181 133,056 10,218 9,351 
Western Livestock Journal: (mon) 
Mts. & Plains Edition .... 49.0 48.0 472.5 390.8 21,050 20,626 202,739 167,736 7,827 7,812 
Pacific Slope Edition .... 61.9 76.8 882.4 822.2 26,561 32,973 378,605 352,799 13,030 15,893 
Western Livestock Reporter (w) 22.8 19.2 296.4 230.4 18,799 15,390 28,646 220,486 10,259 7,193 
Veted QIN ne. ics siccs 524.2 431.9 5,151.0 4,254.7 262,577 215,530 2,421,092 2,257,700 143,702 127,602 


and Southern Livestock Journal; beginning with the July issue the eastern and southern sections were consolidated into 


one edition. 


Farm Linage Trend. Fives in thovsanis 


1958 
SEPT.| 731 | 


AUG. 


762 


SEPT. 
a 


GENERAL FARM PUBLICATIONS 


FARM ORGANIZATIONS & EDUCATION 
1958 


SEPT. 
AUG. 


1957 


sep. 9 


DAIRY & LIVESTOCK 


Poultry 


American Poultry Journal: 


(mon) 


Egg Producer Eastern Ed. 22.4 
ZtEgg Producer Midwest Ed. 22.7 
Egg Producer Pacific Ed. 23.0 
ZtEgg Producer Southern Ed. 23.3 
tBroiler Producer Edition 10.9 
2tTurkey Producer Edition 13.7 
Average 6 Editions (or 4) 19.3 
Broiler Growing (mon) 32.7 
Everybodys Poultry 
Magazine (mon) ...... : 33.8 
§Georgia Poultry Times (w) 23.7 
§The Poultryman: (w) 
National Edition ........ 12.9 
New Jersey Edition ...... 24.3 
New England Edition . 15.9 
ee 13.6 
Poultry Tribune: (mon) 
ZtEastern Edition 37.8 
Midwest Edition .. 33.6 
Pacific Edition ........ 41.6 
Southeast Edition ..... 37.4 
Southwest Edition .. 36.8 
Average 5 Editions .. 37.4 
Turkey World (mon) 32.1 
DD GE bn oseccsesrs 155.3 


2 Not included in total. 


shown are for August issues as September figures were not available as this issue went to press. 
Fruit & Vegetable 
American Fruit Grower (mon) 10.3 13.1 298.3 274.4 4464 5,659 128,799 118,527 4,172 5,337 
American Vegetable Grower (mon) 14.0 15.2 260.6 236.9 6,080 6,558 112,561 102,342 5,885 6,469 
California Citrograph (mon) 22.5 27.2 189.0 203.8 15,106 18,298 127,204 137,290 14,826 18,088 
Florida Grower & Rancher (mon) 29.3 29.3 241.7 241.7 19,908 19,908 166,490 171,119 18,247 18,936 
Western Fruit Grower (mon) 16.1 16.7 269.7 265.3 6,762 7,014 113,274 111,480 6,762 7,014 
Te BN nw coca ceses 92.2 101.5 1,259.3 1,222.1 52,320 57,437 648,328 640,758 49,892 55,844 
-——Total Advertising, in Pages———, ————Total Advertising, in Lines, 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. dJan.-Aug. Jan.-Aug. Aug. Aug. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Canadian (August) 
Country Guide (mon) ...... 25.8 21.2 252.7 247.7 18,638 15,290 181,970 178,411 
Family Herald (w) ........ 51.5 48.8 583.8 571.7 50,248 47,671 569,133 557,482 35,055 32,949 
Farmer's Advocate & 
Canadian Countryman (sm) 32.1 30.8 345.4 340.0 22,506 21,578 241,797 237,998 18,810 18,304 
Le Bulletin des 
Agriculteurs (mon) ...... 41.5 40.7 423.0 461.0 29,053 28,481 296,113 322,706 29,053 28,481 
tWestern Producer (w) 46.0 47.9 460.4 415.7 49,268 51,297 492,619 444,828 27,484 25,124 
Total Group 196.9 189.4 2,065.3 2,036.1 169,713 164,317 1,781,632 1,741,425 110,402 104,858 
+ Four issues in August 1958; five issues in August 1957. 
'Ferrelli Joins D’Arcy Rosenau Joins EWRR 


POULTRY 
1958 


SEPT. 
AUG. 


1957 


SEPT. BZ) 


26.6 
30.2 
25.6 
29.4 
28.0 
40.8 


31.7 
17.6 


14.9 
28.9 
19.7 
14.9 


37.2 
42.1 
41.7 
40.5 
39.1 
40.1 
37.3 


177.9 


|New York, 


208.6 
217.7 
212.1 
219.4 

10.9 

13.7 
147.1 
316.9 


258.5 
237.7 


124.9 
215.3 
152.3 
132.0 


324.0 
316.3 
379.6 
355.9 
326.9 
340.5 
394.5 


1,457.5 1,658.9 
+ Commenced publications with the September 


255.9 
255.6 
255.4 
261.6 


257.1 
346.6 


252.7 
213.9 


148.0 
268.5 
181.3 
152.7 


349.3 
343.8 
393.6 
378.1 
350.6 
363.1 
439.4 


SEPT. 


SEPT. 


9,613 
9,759 
9,830 
9,998 
4,687 
5,877 
8,294 
14,045 


14,480 
25,368 


14,021 
26,408 
17,292 
14,707 


16,200 
14,409 
17,843 
16,026 
15,807 
16,057 
13,772 


66,648 


Richard Ferrelli, formerly with | 
director of advertising and sales| Batten, Barton, Durstine & Os-| Ralph A. Hart Advertising, has 
Mfg. Co.,| born, has joined the copy depart-| joined the Philadelphia office of 


AUG. 


11,975 
17,494 


13,603 
18,886 


16,244 
31,382 
21,399 
16,272 


15,939 
18,081 
17,887 
17,378 
16,780 
17,213 
15,997 


76,282 


1958 issue. 


FRUIT & VEGETABLE 
1958 


1957 


90,520 
93,339 
90,926 
94,215 
4,687 
5,877 
63,260 
135,954 


110,875 
253,260 


135,607 
233,614 
165,257 
143,214 


138,992 
135,677 
162,857 
152.674 
140,238 
146,088 
169,263 
625,440 
§ Not 


1 


AUG. 


109,857 
109,636 
109,576 
112,228 


110,324 
148,679 


108,403 
227,920 


160,669 
291,370 
196,798 
165,668 


149,834 
147,498 
168,847 
162,187 
150,432 
155,760 
188,494 


711,660 
included 


CANADIAN 


AUG. 
sury [252 _| 


1957 


958 


7,741 10,009 
7,762 11,554 
7,168 8,992 
8,137 11,016 
4,386 
5,563 
6,793 10,393 
10,719 13,993 


10,379 9,737 
21,196 15,946 


8,664 10,757 
18,169 23,592 
11,039 14,253 

8,748 10,785 


12,124 12,594 
10,702 14,831 
11,669 12,531 
11,223 13,077 
11,105 13,059 
11,365 13,219 
12,628 14,930 


51,884 62,272 
in totals; figures 


Eileen Rosenau, formerly with 


Phoenix, maker of refrigeration|ment of D’Arcy Advertising Co.,, Erwin Wasey, Ruthrauff & Ryan 
and cooling equipment. 


as public relations assistant, 
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Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one reading room. Staff of 250. Our 
service is PROMPT .. . THOROUGH. 


WY 
Est, 1888 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
Phone BArciay 7-5371 
14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 


1456 N. Crescent Heights Bivd., Los Angeles 46 
oe Phone Oldfield 6-0304 —_—_ 


Mutual Promotes Godwin 

Charles W. Godwin has been 
named vp in charge of stations of 
Mutual Broadcasting System, New 
York. Mr. Godwin rejoined Mutual 
last March as an assistant to the 
president. He served as stations re- 
lations director of the network 
from 1945 to 1954, when he left to 
join ABC. 


Gorman Named Ad Manager 

Peter J. Gorman, formerly ad- 
vertising manager of the industrial 
division of Carrier Corp., New 
York, has been named advertising 
manager of International Swim- 
ming Pool Corp., White Plains, 
manufacturer of Esther Williams 
swimming pools. 


Sampson sees Red 


and cashes in on award-winning local news! 


Rhode Island Red proudly points out to timebuyer 
Sampson B. Sagamore that only WJAR-TV has: 
(1) 6 daily newscasts prepared from 5 news services 
plus on the spot coverage! (2) Highest rated news- 


ts in the Providence market! 
Teaeek tor -aned lus awards from THE 
BILLBOARD and VARIETY! 


Award for special events 


(3) The Peabody 


In the 


PROVIDENCE MARKET 


WJAR-TV 


is cock-of-the-walk 
in news coverage! 


| 


| 


enth anniversary of an advertis- 
ing milestone—the first appear- 
jance of Baron Wrangell, the Man 
|with the Black Eye Patch—is 
|}celebrated and lamented in the 
}eurrent issue of “Perspective,” 
Zlowe Co.’s monthly newsletter. 

This “compelling” ad was a 
“Frankenstein in the making,” the 
agency says. “Since that fateful 
day there isn’t a copywriter who 
hasn’t dreamed of developing an- 
other such stunner. 

“Unfortunately, many a copy- 
writer is trying too hard—and too 
many advertisers are egging them 
on to more desperate effort.” The 
result too often is “just an em- 
barrassingly juvenile attempt to 
|get noticed,” the agency main- 
| tains. 


# All the ad classics (like the “Kid 
in Upper 4,” “Somewhere West of 
Laramie,” “The Years the Locust 
Hath Eaten,” and the Hathaway 
Shirt) had an important element 
too often overlooked these days, 
the newsletter says. That essential 
element is “compatability between 
the attention-getting device and 
the selling message.” 

“This is the key that many 
/people do not understand ... Off- 
|beat or conventional, there must 
|be a logical, credible transition 


New York, Sept. 23—The sev-| 


A 


WINE QUEEN—Su- 
san Counter hops 
aboard a San 
Francisco’ cable 
car to carry the 
message of Na- 
tional Wine 
Week, Oct. 11- 
18. The week is 
sponsored by the 
Wine Institute 
and Wine Advis- 
sory Board. 


Ad Can Be Offbeat; Must Sell Product, Says 
Zlowe, Marking 7 Years of Mr. Eyepatch Ads 


“Sadly enough,” the agency 
grieves, “it’s the medium-budget 
advertiser who often falls flat on 
|his face in this respect. Keenly 
conscious of the limitations of his 
advertising schedule, he works at 
overcoming this handicap by being 
different often with painful 
results. In the striving and sweat- 
ing to create ads that say, ‘Look 
how clever I am,’ offbeat often 
japproaches the ridiculous.” As 
examples, the newsletter cites the 
| following: 


le “A current ad for a bra manu- 
‘facturer illustrates a petite thing 
|in bra, in bedroom, holding a 


| bright red apple.” 
° “A fabric mill shows a flock of 


dvertising Age, September 29, 1958 


advances with the development of 
la new filter tip.” 

# As examples of successful off- 
|beat efforts, the agency recom- 
imends the bearded Schweppes 
man who “virtually shouts Eng- 
land and empire”; the “memorable 
El-Al airlines ad which showed 
the Atlantic Ocean shrunk by 
20%; the Marlboro tattooed man 
who created a new masculine 
image for a cigaret virtually over- 
night; the irresistible Piel Bros., 
;who make you want to believe 
| their beer is better.” 

The offbeat ad is closely allied 
with the problem of “mood,” the 
newsletter also points out: “The 
mood of a man reading Time is 
quite different from his mood 
when reading Holiday or True.” 

Yet because preparation might 
cost a bit more, the ad message 
and atmosphere generally remain 
the same, regardless of the type 
of magazine, the Zlowe newsletter 
says. 


s Tv and radio commercials vio- 
late this principle most glaringly, 
the agency believes. A “shouting, 
hysterical announcer” suddenly 
wrenchs the viewer’s attention 
from a tense, dramatic program; 
a dramatic, pretentious message 
interrupts a comedy situation— 
“The contrast is too sudden and 
swift for the viewer to follow,” 
Zlowe maintains. 

“Many an advertiser could in- 
crease the impact of his ads many 
times over if he analyzed what 
kind of mood or atmosphere he 
is trying to create,” Zlowe sug- 
gests. = 


Cate Chambord Sets Push 

Le Cafe Chambord, New York 
restaurant, is running a series of 
small-space “fashion” ads in Town 
& Country, Playbill, New York 
Herald Tribune, New York Times, 
World Telegram, France Amerique 
and the Westchester newspapers. 
A schedule in the fashion maga- 
zines is still being planned. The 
ads take a fashion approach to eat- 
ing and use such headlines as: 


kids standing on the fenders, in | “The haute couture of dining.” The 
‘the trunk, on the headlights, on copy reads: “Imports from France 


| 


jauto. This brought comments 


the roof of a brand new, shiny | in excellent taste. Wines to match. 


Cuisine matchless.’”’ Modern Mer- 


ranging from, ‘If it were my kid|chandising Bureau, New York, is 


I’d whomp him,’ to ‘The guy who 
made up the ad never owned a 
new Car’.” 


e “A blouse manufacturer shows 
a man dressed for work, complete 
with derby hat, cane, briefcase. 
Friend wife is posing on a chair, 
clad ‘to the pelvic region’ only in 
a blouse.” 


e “A cigaret ad classes Fulton’s 


|steamboat, the invention of the 


the agency. 


Grant Appoints Rose 

William W. Rose, since 1950 a 
writer and producer for Campbell- 
Ewald, Detroit, has been appointed 
to the radio-tv department of 
Grant Advertising’s Detroit office. 
He will be assigned to the creative 
staff in charge of commercials for 
Lawrence Welk’s two tv shows 
(ABC-TV) sponsored by Dodge 


'from the theme to the product.” |airplane and similar epoch-making| and Plymouth. 


oes, 


~ es , ot ae 
oe li ia re 


R & S data process 
soon as the sales take place— 


BY TERRITORY—national, state-wide, city . . . by customer, class of outlet, 
product (including size or color range)—and by salesman. 


You get week to week, or month to month break-downs and comparisons in dollars 
or percentages, plus quarterly and year to year analyses. You quickly spot trends, pin- 
point weaknesses and measure advertising effectiveness of local and national campaigns. 


R & S can handle every sort of data processing—in any volume—CALL AN R & S 
REGIONAL CENTER TODAY for consultation and estimates—no obligation. 


RECORDING & STATISTICAL CORPORATION ||. 


100 SIXTH AVENUE, NEW YORK 13, N. Y. WOrth 6-2700 

566 ATLANTIC AVENUE, BOSTON, MASS. Liberty 2-5365 

223 WEST JACKSON BOULEVARD, CHICAGO 6, ILL. HArrison 7-7357 
560 SACRAMENTO STREET, SAN FRANCISCO 11, CAL. EXbrook 2-4341 % 
407 McGILL STREET, MONTREAL, CANADA. Plateau 3831 : 
439 WELLINGTON STREET, WEST, TORONTO, CANADA. EMpire 3-4951 


i ey ae a ae je Geng Ss Sek i ae igh ve ti eee regs pi : aes 
“pie .; ) Wee nti SE ee ne I as Res ae 


NATION-WIDE SERVICE 


ing of ‘you 


NEW YORK: 
BOSTON: 
CHICAGO: 

SAN FRANCISCO: 
MONTREAL: 
TORONTO: 


eo 


wer 


wr 
; £4 ae ihn 


r sales will give you all-inclusi 


ve reports almost as 


» a 


ae ae 
ee on 


eee 


H-R Representatives and H-R 
| Television, New York, radio-tv 


their offices to 375 Park Ave., ef- 


S| fective Oct. 6. The company’s new 


headquarters in the Seagram Bldg. 


= | marks its third expansion in eight 


years. 


Wiley Joins Client 

Esther Robinson Wiley, former- 
ly with Frederick-Clinton Co., 
working on the Delightform Foun- 
dations account, has joined De- 
lightform as sales promotion direc- 


= | tor, a new post. 


| Parade has added the Journal- 
| Star, Lincoln, Neb., effective with 
the October issue. This brings to 62 
the number of. newspapers carry- 


=| ing the supplement. 


Rabar to Wunderman, Ricotta 
| Peter Rabar, formerly with 


@|Maxwell Sackheim & Co., has 
®\joined the copy department of 


Wunderman, 


Ricotta & Kline, 
New York, 
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‘Vision’ Promotes Nielsen been named chairman of the ad- 
Erik Nielsen has been appointed vertising budget control service 


Trendex TV Ratings 


Sept. 1-7, 1958 eastern advertising manager of Vi- | Committee of the Assn. of National 
iat .__, | sion, Latin American news maga- | Advertisers, New York. 
jan Program Rating* | zine. Mr. Nielsen has been with Vi-| 


Miss America Pageant (Philco, SE ee ee = ae 40.6 sion Inc.—here and in Brazil—for | Sandvik Names Rea, Fuller 
Have Gun, Will Travel (Lever Bros., CBS) 27.5 | the past five years. } 


Alfred Hitchcock Presents (Bristol-Myers, CBS) Senévik sow & tool division of 
e ‘4| Miller Heads ANA Ad Group 


Wve Got A Secret (R. J. Reynolle, CBS) ...ccsccoacsescoccsocsnssseescsesssssessersesooen | Sendem Ries} Ce., Yabtown, is., 
Douglas H. Miller, general audi- feovy York, to handle advertising 


Ed Sullivan (Mercury, Kodak, CBS) has appointed Rea, Fuller & Co., 


oVWVON OWA WH — 


(Orel Py Cnn 2 or tthe General Foo Corp, hl an sales romoton, 
Frontier Justice (General Foods, CBS) 20.5 
a Cr icc coccacantbamsaneeditibcocorcconceesscocovenceg 20.4 

1 oc ge ES ICES 2 SE 20.2 effective with the October 1958 issue 


: - |* Ratings are based on one “live broadcast during the week of Sept. 1-7, 1958. | 
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‘arn HANDLING 


AN INDUSTRIAL PUBLISHING CORPORATION M. 
812 HURON ROAD ® CLEVELAND 15, OHIO 


‘TV Guide’ Boosts Bodkin | Wagner Baking Enters TV 
| Christopher J. Bodkin Jr., for-| Wagner Baking Corp., Newark, 
EGG-ENRICHED—This four-color page |merly mid-Atlantic regional man-|N.J., will schedule 10-second tv 
ad is currently running in news-| ager of TV Guide, has been named spots 10 times per week on WRCA-| 
paper roto sections in 11 midwest | Circulation director, succeeding|TV, New York, to establish its cor- | 
markets to introduce North Woods | fata = Pra will concen-| | porate —. "me sell its pies, 

J rate on other duties as assistant| | using a freckle-faced kid smearing | 
ect ay ne deme Gadae | to the president of Triangle Publi-, his face and stuffing his bread- bas-| 


cations Inc., and as circulation | ket with the contents of Mrs. Wag- 
director of ‘the Philadelphia In-|ner’s pies. L.H. Hartman Co. is the| 
Coffee Marketer anset agency. 
Ads Tickle Users’ Yen 
for Coffee-with-Egg | 


Cuicaco, Sept. 23—An introduc- | 
tory campaign for the first instant | 
coffee with egg added is running | 
in 54 midwest markets. 

North Woods Coffee Co., Chi- | 
cago, is using four-color page roto | 
ads in 11 markets: Chicago, De-| 
troit, Des Moines, Milwaukee, | 
Minneapolis, Indianapolis, Cinein- | 
nati, Columbus, O., Dayton, Omaha | 
and Toledo. 1,000-line Soacaanan | 
ads will run in the other cities. The | 
ads contain coupons good for 10¢_ 
off the regular price for a jar of) 
North Woods egg coffee. 

Radio spots will be used to sup- | 
plement the campaign in 35 mar- | 
kets. 


ste onl 


® “Northwoods guides know how a_ 
fresh egg brings out the full flavor | 
of good coffee,” the copy states. | 
“Now you can get this same won- | 
derful flavor the easy instant way | 
—with North Woods egg coffee.” 

North Woods has been distrib- 
uting its coffee in Minnesota and 
parts of Ohio and Michigan. Clin- 
ton E. Frank Inc., Chicago, is the 
agency. = 
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Burlington Shifts 11 
Divisions to Mathes 

Burlington Industries, New) 
York, has appointed J. M. Mathes 
Inc., New York, to handle 11 of its 
divisions. They are Burlington 
House Fabrics Co., Burlington Re- | 
tail Fabrics Co., Burlington Tricot | 
Fabrics Co., Goodall Vinyl Fabrics | 
Co., Mooresville Mills decorative 
and ready-to-wear divisions, Bur- 
lington Yarn Sales Co., Burlington 
Export Corp., Burlington Throw- 
ing Co., Burlington Automotive 
Co., and Burlington Finishing Co. 
They were previously handled by | 
Daniel & Charles. 

Mathes entered the company’s | 
agency lineup in January, when it) 
was appointed to handle the parent 
company’s advertising. Other Bur- 
lington agencies are J. Walter 
Thompson Co. (Pacific Mills); 
Donahue & Coe (Cameo hosiery), | 
and Ben Sackheim Inc. (men’s 
wear divisions). 


NAB Outlines PR Guide 

The National Assn. of Broad- 
casters is preparing a public re-| 
lations guide for radio and televi- | 


“Trade Mark Service in the Yellow Pages helps 
our national advertising pay off in sales!” 


says Robert M. VanBrundt, Advertising Manager, 
Hearing Aid Division, ZENITH RADIO CORPORATION 


Enjoyed by more people than any 


sion stations. Donald N. Martin, | 
head of the NAB’s public relations | 
service, said questionnaires will be | 
circulated among members to ob-| 
tain individual practices and expe- | 
riences which would be useful to. 


other broadcasters. 


Ennis to Lambert & Feasley 

Frank Ennis, formerly’ with 
Norman, Craig & Kummel, has 
joined Lambert & Feasley, New | 
York, as an account executive on | 
cosmetic products, | 


“Zenith’s way of converting prospects 
into customers is as simple as one-two. 
First, we spotlight authorized Zenith 
dealers through Trade Mark Service in 
the Yellow Pages of telephone directories 
throughout the country. 

“Secondly, all of Zenith’s nation-wide 
advertising carries the Yellow Pages 
emblem, to be sure hearing aid 
prospects know where our dealers are. 


“Even the finest ads can’t make a sale 


—unless your prospects know where to 
buy. Trade Mark Service, plus the 
Yellow Pages emblem, does just that 


for Zenith.” 


What works for Zenith can work for 
you. Trade Mark Service in the Yellow 
Pages can be tailor-made to fit any 
marketing plan, help any national 
advertising pay off in sales. Call your 
Trade Mark Service man at your tele- 
phone company business office soon! 


@nher aid im the world Highest 
Quality, sensibly priced transistor 


models include eyegiass type and EW) 
a tiny ard worn entirely at the o een 


ear By makers of Zenith TV, radios. 10-DAY MONEY. 
BACK GUARANTEE. 


“WHERE TO BUY THEM” 


GOOD HB 123 E Kalamazoo... IV 7-0124 
WALLACE OPTICIANS 

223 Abbott ra ELans €0 2-3117 
WALLACE OPTICIANS 

107 N Washington. .. Iv 2-1175 


ZENITH’S TRADE-MARK in classified telephone 
directories ties in dealers with Zenith’s 
advertising, helps them capitalize on the 
well-known Zenith name. 
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Cutting Ads in Slump Hurts Recovery: Buchen — ADVERTISING AGE. 


It Pays to Advertise, Buchen Survey Concludes— CHICAGO TRIBUNE. 
Hint Slump Is No Time to Trim Ad Budget — cHicaco Daity News. 


Thus was headlined the appearance of a revealing new study: 
‘* Advertising in Recession Periods—a New Yardstick.” In it, 
The Buchen Company’s research team charts the ad expendi- 
tures of basic U. S. industries during and immediately after two 
recession periods. The question: “How did advertising affect 
sales once the recession eased up?” 


The answer, as summarized: “Industries which do NOT cut 
their advertising during the recession years or the year follow- 


ADVERTISING 


Press conference, Ambassador East Hotel, Chicago, September 12 


ing do much better in sales and profits than those who cut.” 


The words “‘or the year following” will be most significant to 
advertisers weighing their budgets for 1959. The time is now. 


And the evidence is clear. This study does not hedge or qualify; 
it states its findings in dollars and cents, profit and loss. For 
this reason, it has been hailed by such groups as the AAAA, 
the ABP and the NIAA as “‘a most useful piece of work”... 
“powerful evidence” ...“‘a fine contribution to the advertis- 
ing business.” 


The study is yours for the asking. As you raise the question 
of *59 ad budgets, you may find here—in the past experience 
of other firms—a helpful guide to your answer. 


NEWS BUILDING, CHICAGO 6 
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Mail Order and Direct Mail Advertising ... 


Estimating Number of Probable Replies 


By Elon G. Borton 


Two interesting and helpful rules soon 
become apparent to the mail order ad- 
vertiser—findings that will astonish him 
at first but later will help his work be- 
come more systematic. 

One is that most 
publications will pull 
replies long after the 
issues are off the news- 
stands or supposedly 
off the living room 
table to make room for 
succeeding issues. The 
duration of this pull 
will vary naturally 
with the nature of the 
publication — newspa- 
per ads being shortest lived, weeklies 
next, monthlies following, and almanacs 
and year books longest. 

The other rule of results is much more 
important and helpful. It is that an ex- 
perienced mail order advertiser can tell 
rather quickly how many inquiries or 
orders he will receive in total from a 
particular ad just by counting the replies 
he already has. 


Elon G. Borton 


# Stuart Armstrong, director of adver- 
tising of the National Radio Institute, 
Washington, D.C., sends me the following 
table of receipt of 80,571 inquiries in 1957 
from ads in 84 publications, mostly na- 


tional monthly and bi-monthly magazines. 

Periods in Which Inquiries Were Received 
Month 

of 2nd ss 3rd 4th 5th 6th 7th 
issue month month month month month month 
60% 14% 8% 3% 6% 3% 3% 

Total in 7 months—97% 

In a number of Sunday comic sections 
he found that 68% of inquiries came with- 
in a week of issue, 23% in the next week 
and 5% in the third week. 

Apparently NRI gets its inquiries a 
little more quickly than in my earlier 
experience. My findings were that I could 
count on at least 50% of total inquiries 
from an ad in a monthly within 30 days 
and, from a weekly, within a week. But 
in general a mail order advertiser will 
have much the same findings as both of 
us did. 


s There are variations depending on the 
type of publication and the product ad- 
vertised, as well as the action requested 
of the reader. Each advertiser will soon 
work out his own pattern and will not 
need to wait months to know how the ad 
will finally pull. The advantages of this 
are obvious: he can test ads, product 
appeals and publications fairly quickly. 

Fourteen years ago in this column I 
gave figures on this same point and it 
is surprising to find the present figures 
very much the same. I would be glad to 
learn of the experiences of others on this 
subject. + 


Looking at Radio and Television... 


| TV Money: a Look Abroad 


By the Eye and Ear Man 

The growth of the international tele- 
vision market on the surface is of im- 
portance only to the advertiser who has a 
residual interest in the profits from his 
television series or to the producer of that 
series. Actually, it has far reaching bene- 
fits. 

Television programming is under heavy 
fire for being dull. At the same time pro- 
ducers are complaining that all of their 
costs are going up at a time when adver- 
tising dolars have reached their peak in 
what will be spent in television. The re- 
sult is that prices paid for shows are a 
little less than last year. 

How can the American public expect 
to get better programs when the costs of 
the shows are going up and the prices 
paid by the angels of television, the ad- 
vertisers, are going down? The answer is 
simple—foreign markets. 


ws It is rare in these days that a film pro- 
gram producer can make his money out of 
first-run prices. As a matter of fact, he 
might lose as much as $250,000 to $500,000 
on the first run. Repeats and future syndi- 
cation will get some of this back—some 
day. But the rapid growth of new markets 
helps him to get some of this back soon. 


The biggest market next to the U. S. is 
England. It is possible to get up to $7,000 
a half-hour in England. This is tougher 
than it looks because of the fact that no 
more than 14% of the programs on a sin- 
gle day of British telecasting can be im- 
ports. But new stations are coming in all 


the time and the prospects are better. 

The second most lucrative market is 
Canada. Now that the CBC is being placed 
in a less dominant position, here again 
the chances of selling Canada by way of 
independent stations or even an independ- 
ent network are stronger than ever. It is 
possible to recover $5,000 a half hour by 
this selling technique. 

Therefore, if Australia (at about $750 


a half hour) can be added to the total, 
the advertiser gets a better show and the 
producer gets his money back on the first 
run, 


# In addition to these markets, the world 
is being rapidly opened to television. Ja- 
pan is coming in with complicated finan- 
cial deals, but in general can add a few 
hundred dollars to the coffers. In that 
area many Asian countries have modest 
television opportunities. 

West Germany is becoming an impor- 
tant market. Here the translation or title 
cards or dubbed sound track present cost- 


ly complications, but recently a few half- 
hours were sold for $1,000 each. 

France is slowly coming along, but a 
French sound track can well mean the 
opening of other countries that under- 
stand French—such as North Africa, Mon- 
aco, Luxembourg and Belgium. All of 
these are now worth a few hundred dol- 
lars a half-hour. 


® Of immediate importance is a Spanish 
sound track of universal Spanish, which 
can be sold in the heavily televised mar- 
kets of Mexico, Cuba, Puerto Rico, Vene- 
zuela, Argentina, and possibly Brazil 


HENRY BLACKMAN SELL—who suc- 
ceeded in a wide variety of activities, in- 
cluding operation of once-prominent 
Blaker Advertising Agency, and capped 
it all by tickling the palates of gourmets 
with the introduction of Sell’s Liver Paté 
and other meat specialties in the 1940s? 

Dapper, rapid-speaking Henry Sell, who 
once was told by a gypsy that he was 
“failure proof,” did well in many, as- 
tonishingly different jobs, ranging from 
pioneer literary editor 
of the Chicago Daily 
News to man-in-charge 
of parties thrown by 
William Randolph 
Hearst. Born in White- 
Wis., young 
Henry failed to grad- 
uate from high school 
or from Culver (Ind.) 
Military Academy 
(“I've never had a 
head for organized knowledge,” he con- 
fessed) but was a personable, attractive 
young man and he knocked around the 
Midwest in reporting jobs. He was gypsy 
editor of the Indianapolis Star—a job that 
involved covering and selling ads to gyp- 
sies at a time when the town was a mecca 
of theirs. 


water, 


Henry B. Sell 


es He landed a free lance assignment 
writing stories on local foreigners for the 
Chicago Daily News by selling the cir- 
culation department on the idea and 
getting the department to sell the city 
editor. In 1916 he got the job as literary 
editor the same way, first whetting the 
business side’s thirst for book advertis- 
ing. His book section was probably the 
first of importance outside the East— 
H. L. Mencken called it “the only civi- 
lized book section in the Presbyterian 
satrapy.” 

Typically, with success assured, he quit 
four years later to become, successively, 
editor of Harper’s Bazaar, where he often 
entertained for Mr. Hearst, and assistant 
to the chairman of Butterick Publishing 
Co., where he crusaded for the mannish 
suit and cloche hat. In 1928, he bought 
the Blaker agency and built it into a 
prominent one in its time. A natural pro- 
moter, who exuded enthusiasm for any 
project he took on, he landed such ac- 


What They're Doing Today 


WHAT'S BECOME OF... 


counts as Elizabeth Arden, Lucien Lelong, 
the Furness Bermuda Line and such places 
as the Ritz and the Waldorf. His promo- 
tion of the latter two consisted mostly 
of filling their dining and dancing estab- 
lishments with attractive young couples 
and known epicures who didn’t have to 
pay but who added glamor to lure scarce 
customers in the depression days. He sold 
the agency in 1950 to newly formed Dowd, 
Redfield & Johnstone, New York. 


= During his agency stint, Mr. Sell is 
credited with putting over the multiple- 
vitamin capsule craze—he owned Vita- 
mins Plus Inc. (1937-41), a name he 
originated (from vitamins’ plus liver and 
iron extract) and the “plus” idea has now 
become commonplace in the adman’s lingo 
and in product names and slogans. 

He also was a consultant to the Sec- 
retary of Agriculture, 1930-43, and it was 
in that connection that he learned that 
both the U.S. and Britain could use a 
high-food-value tinned meat for war use. 
After two years of research, he came up 
with a meat concoction that turned out 
to be delicious as well as nutritive. He 
supplied it to the Red Cross during the 
war and introduced it to the consumer 
market in the East as Sell’s Liver Paté. 
It has been a hot delicatessen item ever 
since, along with corned pork, minced 
chicken and other canned items produced 
by Sell’s Specialties Inc. A_ three-part 
profile on Mr. Sell in The New Yorker in 
1948 boomed sales, but he resisted grow- 
ing too big too fast. Even so, he now has 
national distribution. 


An old friend commented at the time, 
“I give Henry another two or three years 
of this sausage grinding. Then, who 
knows? Maybe he’ll move in on plastics 
or plywood.” But Mr. Sell insisted he was 
a meat packer to stay. Today, at 66, he is 
sticking to it, continuing as president of 
Sell’s Specialties but—sure enough—it is 
only a busy sideline. Among the results 
of the New Yorker profile was an offer 
from posh Town & Country to become its 
editor—a job that Mr. Sell accepted and 
has stayed with, up to now. Among other 
things, he has written a book with Victor 
Weybright, “Buffalo Bill and the Wild 
West,” published in 1955. + 
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(with Portuguese subtitles). It is possible 
to recoup another $1,000 in these areas 
even after paying for a sound track. 

In order to facilitate these transactions 
an alliance of American producers is be- 
ing formed to lobby in foreign countries 
against anti-American legislation and to 
afford diplomatic ties to aid the develop- 
ment of free television. 


® Needless to say, the other benefit of the 
widespread distribution of American tv 
shows overseas is that inevitably propa- 
ganda will seep through that the U. S. 
product is superior to all foreign-made 
fare—at least this happened in the case of 
U. S. motion pictures, which have domi- 
nated the foreign field over the years. 

Already in markets where U. S. televi- 
sion has gotten in, the best available 
American program has frequently been 
the No. 1 rated show regardless of local 


On the Merchandising Front... 


live shows or shows from every other 
source. 

The clue to foreign markets is often 
difficult to gauge. Each country is liable 
to find something in our shows that is in- 
comprehensible to them for one reason or 
another. Other times there is an abhor- 
rence of violence in one country and a 
request for more action in another. 

All in all, the opening of world markets 
presages a better world for everybody in 
that language difficulties ultimately will 
be minimized and a way of life that is 
taken for granted in American films will 
be introduced. 


# To the American programs it means that 
additional revenue to be gained in the 
foreign markets may be used to produce 
better shows. Since no one is in business to 
suffer a loss, this is the only way that ris- 
ing costs can be met and the present 
standard of programming maintained. = 


Department Stores: Are They 
Landlords or Merchandisers? 


By E. B. Weiss 


Speaking at a recent meeting of depart- 
ment store executives, I managed to make 
myself thoroughly disliked (a trick I turn 
with too great an ease) by remarking 
that I questioned the wisdom involved 
when department 
stores turn real estate 
promoters by develop- 
ing enormous shopping 
centers. Being human, 
I still believe my rea- 
soning had, and has, 
validity. You may be 
interested in the rea- 
sons why; here they 
are: 


e 1. When the depart- 

ment store attracted satellite retailers ad- 
jacent to its downtown location, the de- 
partment store tended to be the only 
large multiple-department retailer in the 
area. At most, in a few cities, there 
might be a second or a third department 
store. But all the other close-by mer- 
chants operated specialty stores. 


e 2. In the shopping centers, today, the 
department store has more—very much 
more—department store-type competi- 
tion than it had, or has downtown. The 
Sears, Ward, Penney units in the shop- 
ping centers are clearly department 
stores, even if they do not have all of 
the departments of the shopping center 
branch of the department store. Certainly 
the shopping center units of these great 
chains tend to be much larger in every 
respect than their downtown locations. 

The shopping center units of the vari- 
ety chains, of the drug chains, and of 
the food chains also are department 
stores of a type. Thus, instead of being 
surrounded by specialty stores as was 
orginally true downtown, the department 
store is surrounded by new types of de- 
partment stores, as well as by specialty 
stores that are tending to broaden their 
merchandise classifications. There may 
also be a second department store. 

My question here is whether the de- 
partment store in the shopping center 
loses more to its new type department 
store competitors than it can possibly 
gain? I think the answer is in the af- 
firmative. 

The department store continues to play 
in the shopping center its downtown role 
of bringing in the traffic—and while it 
receives cooperation from the other shop- 
ping center stores, nonetheless the de- 
partment store plays the leading traffic 
role, with the food super perhaps running 
it a close second. My observation has 
been that more of the department store 


E. B. Weiss 


traffic spills over into the other shop- 
ping center stores than vice versa. I can’t 
prove this, but I believe it is so. 


e 3. As shopping centers become larger 
and larger, some of its original advan- 
tages of easy store-to-store shopping and 
parking-area-to-store convenience are 
lost. The foot distance between some 
parts of the parking area and the de- 
partment store tends now to be too great. 


e 4. The department store is somewhat 
more constrained in its shopping center 
activities than are most other stores in 
the center. This is especially true if the 
department store is the landlord. This is 
hardly an advantage in a hotly competi- 
tive era. It never existed at all down- 
town. It still doesn’t. 


e 5. The department store branch, today, 
is at last big enough to offer all tradi- 
tional department store facilities, exactly 
as it did downtown for so many years. 
As that type of operation downtown, the 
department store was capable of pulling 
traffic downtown all by itself. Now, out 
on the highways, these new type giant 
department store branches are entirely 
capable—in solo locations—of economi- 
cally achieving the required traffic to- 
tals. Moreover, in a solo location, the 
distance from the parking area to the 
store is more easily negotiated. 

e 6. The next great retail locational 
trend is out on the highways. The de- 
partment store is ideally situated to ex- 
ploit solo locations out on the highways, 
now that its branches are giant units. 
Why shouldn’t the department store lead 
in developing the highway solo location, 
particularly since it can benefit so great- 
ly from this type of location? The de- 
partment store went out to the early 
suburban shopping centers with dragging 
feet; its first branch units were mere 
specialty stores. There is good reason to 
lead in highway locations, rather than 
to drag here also. 


e 7%. The discount chains are developing 
solo highway locations. If the discount 
chain can make highway locations pay 
off—and this is no longer in doubt—then 
department stores certainly can. 


e 8 The food supers have—and are 
planning more—solo locations out on the 
highways. Certainly the department store 
can do what the food super can do. In- 
cidentally, the food super is going out to 
solo highway locations for basic reasons 
that apply equally well to department 
stores: (a) it believes in the future of the 
highway location; (b) it wants to keep 
the traffic it brings into its stores; it 
wants to share this traffic with other out- 
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The Creative Man’‘s Corner... 


When is he moat likely to do his be 


earned by ex! 


scales of our lives. 


of the way he wants to dress. 


than they are with this stuff. + 


You Doing Right by Junior? 


Your boy: are you helping him to do his best? 


st’ Ask his teachers or principal. They've 

a boy iol st more apt te do his 
" wut ne apt to take school 
. | church, at play — your bey 


7" it can help him win “A's” in other things, too! ae 
Dress BRIGNE - wren you soon vour vest you do your best? 


Fee Let 60d abrene oe baw te Oren Might rite ererte the: dueping thts Remarcee Inerennie of Mees end Murs Wear opamtet 
Coens 


The American Institute of Men’s and Boys’ Wear has taken upon itself a 
noble task: to induce the males of the nation to dress a little more carefully. 
And because of the fineness of their intent, we feel very bad about the inept 
manner in which they’re going about the job. 


This kind of advertising disturbed quite a sizable portion of the population 
in the days before Hiroshima and confiscatory taxes. Way back then, we had 
to look around for something to worry about, just to balance the emotional 


But in these days of togetherness, we’re quite confident we’re doing as well 
as we can for our boy—under the circumstances. We’d like to be able to settle 
the cold war and the mess in the Middle East and outlaw hydrogen bomb tests 
and drop all the ICBM’s in the deepest part of the Atlantic Ocean. Then we’d 
not only feel we were doing right by Junior, but we could once again become 
concerned about having Junior dress the way we want him to dress instead 


Meanwhile, if the American Institute of Men’s and Boys’ Wear felt like 
giving out with a few suggestions on what is and what isn’t good taste in male 
dress, we think they’d be getting a lot more out of their advertising dollars 


lets and it feels it doesn’t have to depend 
on other outlets for traffic overflow. 


e 9. As the other major chains develop 
the one-stop shopping concept they ask 
themselves whether the shopping center 
concept is not a contradiction. In other 
words, if a store is in truth a one-stop 
shopping unit, why locate next to other 
one-stop shopping units? This reasoning 
certainly applies to the department store 
—the original one-stop shopping unit and 
still the only real one-stop shopping unit, 
particularly where it has added food 
(which more and more departments will 
do and certainly should do if and when 
they move out to solo highway locations). 


= I advanced a few other “reasons why” 
to that department store group to whom 
I was talking, including the contention 
that shopping center development and 
promotion by department stores was tak- 
ing too much of the time, effort and 


knowledge of top department store ex- 
ecutives and that their merchandising- 
selling functions were suffering as a con- 
sequence. I insisted that a_ retailer’s 
prime function was retailing—not real 
estate. 


= As I mentioned in my opening para- 
graph, these observations didn’t sit well 
with the department store executives in 
the audience. But when I note that ac- 
cording to the Controllers Congress sta- 
tistics, department stores in 1957 turned 
in another poor performance and dem- 
onstrated once again a total failure to 
reverse the upward climb of their costs, 
I am more than ever convinced that de- 
partment stores would do well to focus 
on merchandising rather than on real 
estate—and that they should focus their 
merchandising on the highway store 
which represents the great new location 
wave of the near-term future. + 
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What men ought to know 
about 


Womanpower is what Ladies’ Home Journal calls that wonderful feminine influence that’s 
been dazzling and mystifying the male sex since Adam. Because it exists everywhere, it’s hard to pin 
down. In fact, womanpower is really a lot of different powers—as witness the examples below: 


WOMANPOWER iS... 


1. VETO POWER. Who puts her foot down 2. SALES POWER. She spots a bright idea in 3. THE POWER BEHIND THE THRONE. Her pe- 4. POWER OF ATTORNEY. If she hadn't been 
gently —and daily—when Junior wants jelly her favorite magazine, and suddenly the titions to Your Majesty on matters concerning along, would the officer have tipped his hat 
beans for supper? whole town’s sold on it! the Exchequer get top priority, don’t they? when he handed you the ticket? 


5. CANDLEPOWER. She loves Mr. Edison's 6. WILL POWER. Can yow stick to a nine-day 7. POWER OF THE PRESS. When you need it, 8. PURCHASING POWER. Isn't it the power of 
invention, but she’s still old-fashioned when diet for more than four hours at a stretch? your dinner jacket appears — with that tiny her purse that’s been putting fresh smiles on 
it comes to dressing up a table. trace of its previous dinner removed! the faces of America’s businessmen? 


* 
| eee know what womanpower is. Never underestimate 
They know that today a woman’s influence is more decisive than ever. wer of a woma { 
And they know that Ladies’ Home Journal does more than just reach the po n: 


the world’s largest audience of women. Ideas in the Journal move {fi om 
this audience swiftly .. . effectively .. . powerfully. 


To get this Journalpower, advertisers invest more money in A CURTIS PUBLICATION 
Ladies’ Home Journal than in any other women’s magazine. No. 1 magazine for women 


pe: : : aire a5 
9 > 
4 — \| | 
, a —— 3 
| | KOKeK@ ” 
a | 7 ‘ 
: ¥. _ | a 
‘ 0 fi. *@ ae 
4 % , - ie ' a 
; hi Oe Foe oe 
; Jf ~J haat 
= ¥) ae 
im H | 2, i : ae 
# H I \ e) } ia. 
2 s Label 
ee J} \ \ =A) mhé arty 
: < : ce 
ie = Gens : > 
é | GZ ™ = 
, ee 
: oe 
- aes 
7 
: ees vt ma 
as Z| 4 a y 9 oi 
‘ G OK ‘ ty oe Nv : . 
: PCT ARES 5 Rk 
4 . F 4 d 2) : oe 
ate JOURNAL Kaa » 3 i 
7 ] I at Diet f } ‘ul 
a prada | AM | eR | 
E J If 12 . (/ ie 4 Z 
4 - r <p — Eo 1 — A a sae 
raed — <S (4 idee 
4 4 
: “4 
. “ 
ps S 
‘ ie 
a 
f Be 
: . ; ’ : ’ * s 
a : ; erie aes i " f “ is : s ne. Gad ‘ mane Pee ee Te Oe, 7S) 3 SOE HTP ey ay ee NS a Fa . i : a 7 a 7 


Long Copy That Creative Man Deplores 


Proves a Sensational Puller 


By Richard Winkler 
Vice-President, Creative Director, 
French and Shields Inc., St. Louis 

One windy day late last fall, with liver 
bile churning and anonymous eyes glint- 
ing, ApverTISING Ace’s Creative Man 
charged at one of our ads like a boar bar- 
reling out of a Carolina covert. 

His target, “Today’s Automotive Serv- 
ice: Are You Sold Toe Much of It?” 
(see cut) was a two-page spread in The 
Saturday Evening Post which we had cre- 
ated for our long-time client, Carter Car- 
buretor, and he tusked-tusked its terrain 
all the way from concept to sig. Snorted 
he: 


® “This ad was probably put together and 
run, not for its own sake, but for ‘mer- 
chandising purposes’—to be ‘merchan- 
dised’ to service station operators around 
the country in the hope of tying them up 
or having them feature the Carter Carbu- 
retor Service sign, displayed in the lower 
right hand corner. 

“This is the kindest thing we can say 
about it. For, as an ad, it has about as 
much interest as a wet newspaper. We 
didn’t bother to count the number of 
words, but we can assure you that, for 
the subject, there are about 20 times too 
many. 

“. . . The headline sure doesn’t arouse 
much interest and, even if it did, the sub- 
head would soon douse it: ‘a candid state- 
ment on the car owner’s problems, and 
industry goals, in a complex world on 
wheels!’ 

“This will probably get an asterisk in 
the Starch read most column.” 


s Well, we can sympathize with your 
man, because he fell prey to several mis- 
takes we all tend to make when we set 
ourselves up as surface-skimming adver- 
tising experts. 

The kindest thing we can say is that he 
criticized without knowing the planning 
that went into, or the objectives back of, 
this advertisement. 

We aren't at liberty to reveal completely 
the objectives and sales planning behind 
this advertisement (one of a series—the 
first, as a matter of fact). But we can say 
this. Of course one of the reasons this ad 
was run was so that it could be merchan- 
dised. If this approach is wrong, one of 
the bases on which advertising is built 
must be demolished, and the Post and Life 
would become mighty skinny books. 

It takes courage to write a “copy ad” of 
this length—and even more courage for 
an advertiser to run it. Why? Because any 
curbstone expert around can tell you glib- 


ly, “Nobody reads long copy.” This is pos- 
sibly one of the longest copy ads ever run 
in the Post, if you consider that it has but 
two small illustrations. 


s Let’s face it—this ad had to communi- 
cate with two major groups. The consum- 
ers, to explain the costs of automotive 
service, and the automotive service indus- 
try, to tell them we had championed their 
cause. And all the while not forgetting to 
sell Carter to both groups. 

Now, the real question is this: Will 
Post readers take the time to absorb a 
two-page “all-type” advertisement—in an 
issue where the ad is facing extra-heavy 
competition from articles, stories and oth- 
er advertising? And remember that many 
Post readers belong to the automotive ser- 
vice industry. 

The answer, we believe, is yes—if the 
advertiser has something of interest to 
say. This ad was created as a story that 
needed telling to the American motoring 
public. It explained frankly the automo- 
tive service industry’s problems and goals, 
and the vital part Carter has played in 
industry progress. 


# Apparently we pushed a hot button 
when we “put together” this ad. Its suc- 
cess, in terms of measurable action alone, 
exceeded expectations. So much so that 
the Post picked up the success story 
and devoted a full page to it in its own 


monthly merchandising piece, “Selling 
Slants.” To quote: 
“. ., What’s happened since. . . the ad 


hit newsstands and mailboxes across the 
country? First of all, telegrams and phone 
calls from leading auto-maker executives: 
‘Thanks for telling this story’... ‘Superb 
job for the industry’. . . ‘Wonderful ex- 
ample of leadership in building good con- 
sumer relations. ’ was the tenor of 
spontaneous response. 

“And from the automotive service in- 
dustry, an avalanche of letters from dis- 
tributors, car dealers, garages and other 
service outlets, individual mechanics, 
automotive associations and industry pub- 
lications. Carter has already distributed 
25,000 reprints of the Post ad to meet de- 
mand, and even now, months later, still 
receives more reprint requests in every 
morning’s mail. Several hundred service 
outlets have purchased reprints on vellum 
for framing as wal] displays. 


s “In addition, Carter, which has been 
conducting and _ supervising training 
courses in fuel systems service for me- 
chanics on a nationwide basis since 1934, 
has already had a record-breaking num- 
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GETS ITSELF READ--The Creative Man didn’t think much of this Saturday Evening Post 


spread for Carter Carburetor Co., but it 


did a noble job of filling up the company’s 


schools, and got a “read most” score of 6 and a cost ratio of 120 on Starch studies. 
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An eaverhnem en! uhOned Ihe mtereete of Ihe Amercen moterst 


Just what is 


What port rate 2 tameap...aadand 
really worth your monary! How oftra 
docs your car weed eae? Egon of you 
dont ture 2 tappet from a poppe’. 
a well pay you to read these pages 


an engine tune-up? 


Came at ten Serene oh Came ay 


RUNS EVEN MORE WORDS—Second insertion in the Carter Carburetor series, with 1,600 
words, pulled more than 10,000 consumer requests for a booklet, and got a “read most” 
of 10 and a cost ratio of 250 in the Starch ratings. 


ber of requests from individuals to attend 
a Carter School. 

“As a direct result of the Post adver- 
tisement and its merchandising to the 
service trade, Carter has received enough 
applications for 134 schools, of 20 mechan- 
ics each, in the newly-introduced Power 
Center Training Course. Thus, even be- 
fore the close of 1957, Carter Schools had 
sufficient 1958 enrollees on hand to turn 
out 2,600 more mechanics trained in serv- 
icing fuel systems.” 

To top it off, Starch Readership Studies 
gave the advertisement a Read Most of 
“6” and a Cost Ratio of 120. . . exception- 
ally high figures considering the ad is one 
of the longest “copy ads” ever to appear 
in the Post. 


s Why do we write you all this, seeming- 
ly so long after the fact? Because the ad 
is still alive, still pulling reprint requests 
and comment, ten months after your Cre- 
ative Man started writing with ire in his 
eye. 

But also because Carter is still trying 
to get out from under the deluge caused 
by the second ad in the series. Which was 
even more so. In fact, we believe this ad, 
“Just what is an engine tune-up?” (see 
cut) must have made the Creative Man 
seek a more secluded corner. 

We did count the words in this second 
ad. But only out of idle curiosity. After it 
ran. And after the Starch report was in. 

Again, this ad had two jobs to do. Again, 
it was written to be merchandised to the 
trade (we just never seem to learn). 

Although we strove for consumer read- 
ership in this ad, as in the first, through 
a human-interest narrative hook as the 
lead copy, we made a few concessions in 
the body of the ad. 


Tips for the Production Man... 


And what a body! Sixteeh hundred 
words, largely kneebone-cennected-to- 
thighbone type of expository copy. 

At the end of this ad, as if we hadn't 
already told the reader more about engine 
tune-up than he really cared to know, we 
quietly offered a booklet which had even 
more details on an engine tune-up. 


® Well, the Carter people thought they 
were seeing things when they began to get 
requests for the booklet, “as offered in 
The Saturday Evening Post” a month be- 
fore the ad ran! No, these postcards 
weren’t from relatives of French and 
Shields staff members. They were all post- 
marked Philadelphia. A safe guess is that 
they were written by pressmen in the 
Post’s printing plant who proofed the en- 
graving in make-ready for the magazine. 

All told, the ad pulled more than 10,000 
consumer requests for the booklet. It ran 
in April, and there still is a substantial 
trickle of requests—anywhere from 12 to 
30 daily at this writing. Carter trade out- 
lets have, in addition, purchased more 
than 175,000 of these booklets for customer 
distribution on the strength of the mer- 
chandising of this ad—and orders are still 
flowing in. 

Many of the consumer requests came 
from women. And many men and women, 
moved perhaps by the cacoethes scribendi 
demonstrated in the ad, wrote lengthy, 
chatty notes talking about their cars, 
their interest in automotive service and 
mechanics, and (yes) their gratitude to 
Carter for giving them all this informa- 
tion. 

Nor should we slide over the Starch as 
if we didn’t want to talk about it. For this 
massive verbal assault upon the consumer, 
Dan’! soberly reported a phenomenal “10” 
Read Most and a Cost Ratio,of25 # 


. 
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Couldn't Left Be Right? 


By Kenneth B. Butler 
Advertisers frequently demand place- 
ment on right-hand pages, on the theory 
that material appearing on the odd-num- 
bered page stands a better chance of be- 
ing scanned and, with luck, read. 
Undoubtedly this notion is supported by 
reams of data collected by some research 
organization. But dare we outlaw the pos- 
sibility that another set of tests conducted 
by another organization might come up 
with a quite different set of observations 
and answers? 
I must concede that the theory has 
some validity. A reader scanning an issue 


from front-to-back will have the right- 
hand page before his/her eyes approxi- 
mately .76 seconds longer than the left- 
hand page; this was clearly established in 
a test I ran this morning using as my sub- 
ject a typist (27, female, natural blonde, 
Democrat, Protestant, unmarried, AAA, 
SFPOCTA, third generation American). 

This typist, hereinafter referred to as 
Miss X, also established another major 
point. In scanning a magazine from front- 
to-back, her left thumb covered approx- 
imately 1.324 square inches of the left- 
hand page while her right thumb rested 
only on the trim-edge of the right-hand 
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Ss = NOW-Reader’s Digest offers 
. half pages in U.S. Edition 


2h 


Now with new, vertical half-page units—next to editorial 


St lars 
One of 7 asin ah detent advertising dol —you can double your Digest frequency without raising 


can work harder in 1959: now for the costs appreciably. You can use the Digest for products 
; A with limited budgets, for new products on the way up. All 

first time you can use vertical half- half-page units will run on outside columns and be paired, 
two to a spread, with two columns of editorial separating 


page units in Reader’s Digest. them. No full pages will oppose them for attention. 
A half page in the Digest in black & white or two colors, 

bleed or non-bleed, will cost $18,150, or $1.54 per thou- 

sand circulation. In four colors, it will cost only $19,750. 
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In planning your 1959 advertising schedule 


consider these 7 new advantages 
in Reader's Digest 


en ae . PEE gO ESLY TRG) Lee | LC PEP OO ee 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


*% 4-color advertising for only 13.1% more than black & white 
*% Half pages in U.S. Edition for the first time 

% 2-color advertising at the same cost as black & white 

% All advertising placed adjacent to editorial matter 

% Bleed-page advertising—40% more space—at no extra cost 
% New 11,750,000 circulation rate base 


% Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


35 million readers each month! Three factors 

make advertising more effective in the Digest. It 

has not only the largest magazine audience in the : eaders 
world, but the best coverage of the top-income ; 
groups. And it has a built-in believability unmatched Digest 
by any other magazine and unapproached by any i October 1958 
other medium. Put Reader’s Digest to work for you ~ 

—all through 1959. Call MUrray Hill 4-7000. 


| ginrg 
ADVERTISING REVENUE 


(Average per issue) $1,787,966. 

$1, 500, 830. 
$988,743 i al 

$887,433 — i 


Dnsertirenitenmaites 


APR. “DEC. YEAR YEAR JAN.-JUNE 


. 1955 1956 1957 9 : ° ° 
Sine i Mer os People have faith m 
So far in 1958, advertisers have invested 19% more 


in Renders Digest than in the same period last eader’s Di gest 


Largest magazine circulation in the U.S.— Over Il, 750,000 copres bought monthly 
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Advertising Age, September 29, 1958 


page, thus proving that the reader not 
only sees the right-hand page longer, he 
sees 1.324 square inches more of it. 


= Thus I was all set to report that my test 
had conclusively proved the theory, when 
Miss X threw a nasty little monkey- 
wrench into the plan. Tossing the test 
magazine (Food Processing) down on the 
table, she picked up another (Chemical 
Processing) and began scanning it... 
from back to front. 

In so doing, her eyes rested on the left- 
hand page .76 seconds longer than on the 
right-hand page, and her right thumb 
covered approximately 1.562 square 
inches (her right thumb is slightly larger 
than her left thumb) of the right-hand 
page while her left thumb skimmed the 
trim-edge of the left-hand page. 

I stopped her immediately and de- 
manded to know the reason for this per- 
versity. “Why, Miss X, do you read Food 
Processing from front to back and Chem- 
ical Processing from back to front?” 

With surprising calm, not knowing she 
had just invalidated seven tons of re- 
search data, not to mention five minutes 
of my own time, she explained that (a) 
she was not reading the magazine, she was 
scanning it; (b) she always scanned the 
magazine all the way through before 
reading any articles; (c) that when she 
scanned she always scanned _ back-to- 


front; (d) that when she finally read an 
article, she did so from front-to-back; 
(e) that she had scanned from front-to- 
back during my test because she knew it 
was a test and she had assumed that I 
wanted her to imitate her reading proc- 
esses rather tha~ her scanning processes. 


# So I immediately discharged Miss X 
from the test, and tested Miss Y (same 
qualifications except that she is not a 
member of the AAA), and noted that she 
also scanned from back-to-front, but read 
from front-to-back. 

The question then arises: When does 
the subject observe the advertising, dur- 
ing the scanning or during the reading? 
If it is (as I suspect) during the earlier 
scanning, then should not advertising be 
placed so as to conform to a person’s 
scanning habits rather than his reading 
habits? 

More specifically, isn’t this business of 
demanding right-hand placement an act 
designed to make the advertising repre- 
sentative appear to be authoritative, and 
to cover up the fact that a poor ad is a 
poor ad regardless of where placed? 


P.S. I’m keeping a watchful eye on the 
Misses X and Y; should I ever detect 
either one of them crossing me up by 
scanning from front-to-back... well, 
enough said. + 


, Looking at the Retail Ads 
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Imperial lives happily with men who.make things happen 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

It has long been interesting to me to 
note to what lengths some manufacturers 
will go to avoid attempting in a forthright, 
specific, intelligent way to sell a product 
on the basis of its many merits, and what 
buyers will gain from its possession. 

This Chrysler advertising is reminiscent 
of one such approach quite common in 
England. I have a British cigaret ad show- 
ing a man at a construction project. Copy 
says “Peter” loved playing with construc- 
tion toys when he was little. Now he is 
big and does real construction and is quite 
a man, and he likes our cigarets. 


s Here Chrysler shows a man with blue- 
prints, road construction in the back- 
ground. Copy says the Imperial is right 
for “men who make things happen. Where 
there is no mountain pass, he carves one 
... Typical of such men, he looked at Im- 
perial...and instantly found himself 
filled with an urge to drive it.” 

This may be called the wishful-think- 
ing type of essay-ad. 

It’s a dandy kind of ad for quick and 
easy creation, because, with a change of 
illustration to match any product, you 
can write a little fairy tale about how the 
“prominent,” or “aristocratic,” or “regal,” 
or “discriminating” one tried the product 


and loved it. 


It is much easier to sit in an office and 
create little dreamy fairy tales than to get 
a bona fide statement or testimonial, I 
suppose, or to write valid sense-making, 
desire-whetting copy. Nevertheless an old 
Texas friend who visited me recently 
owns a new Chrysler. He said the pleasure 
they get out of it is so great it’s “almost 
sinful.” He talked a good Chrysler ad to 
me. It sounded genuine. 

I can hardly imagine this mature friend 
of mine wanting a Chrysler because men 
who make things happen “live happily 
with the Imperial.” 

It is my opinion that the public quickly 
discerns the idyllic, wishful thinking, 
“dreamed up” ad, and receives it emo- 
tionally and mentally as a phony—which 
indeed it is. The harsh statistics of re- 
sponse to ads proves over and over again 
that forthright intelligent selling, sincere 
and engaging, does better. 


® It is safe to say that peopling ads with 
straw men is a costly, wasteful thing— 
and advertising programs attempting it do 
not remain long in publications because 
they do not convince or persuade anyone. 
The next season a new approach must be 
tried. 

This is not to say that human beings 
should not be in ads. When the approach 
appears plausible and not juvenile, and 
when the story or dialog is credible and 
seemingly valid, strong ads can result. I’ll 
show such a British ad next week. + 


The Admen and the Housewife 


“So easy any child can do it!” 
Is a phrase they often use. 

Oh, how I’d love to put them through it, 
Watch them hunt for missing screws! 


—Doris Herold Lund 


WTHINKS 


IRITER* : 


Perspective is how you look at things 


It’s a matter of where your eyes are in relation to what you’re seeing 


Making roughs for the art department 
can be easier when you apply some 
simple perspective rules. You don’t 
have to be an expert, but your ability 
to communicate visually will improve 
if you understand perspective. 


Here’s your eye in cross section, E. 
This is your viewpoint. 


B, C and D are hoops, in a row. 


BB, CC and DD are images of the 
hoops on retina of eye. See why the 
closest hoop looks the biggest? 


F: Your eye would “see” the hoops 


like this, looking straight down the 
center of the row. 


Next Lesson: “Using Perspective in Roughs” 
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Merchandising Ideas 


ili Batt jof Philips Electronics Industries 
Philips Uses le Theme | Ltd., » + of for presentation of 
e The atmosphere of an army it, 1958 lines of high-fidelity, 
battle training school was the television and radio products. For 
ov setting chosen last +month bY | its annual sales conference, billed 
26 Philips Industries Ltd., a division as Operation Profits, the com- 
| pany’s advertising department 
“militarized” the grounds of the 
Guild Inn, Toronto, with tanks, 
machine guns, tents and realistic 
battle noises. A detachment of 
local militia headed by a bagpipe 
band turned out to escort the 
company’s guest speaker, Jack 
Lacy, of Lacy Sales Institute, Bos- 
ton, into the “restricted area.” 
Operation Profits was given a 
military setting to dramatize the 
“stiff sales battle’ which Canadian 
producers of electronic products 
will face in months ahead. The 
three-day session covered sales, 


JAMES D. WOOLF 


Creative Consultant 
to agencies & advertisers 
IDEAS that make 
SALESENSE 


Address: P. O. Box 573 
Santa Fe, New Mexico 


technical and styling objectives, 
advertising programs and discus- 
sions of credit and service. Phyllis 
Marshall, television and night- 
club singer, and other entertainers 
took part in the “Army Show,” a 
tent performance during which 
the company’s new product lines 
were shown to its sales represen- 
tatives. Among the new Philips 
products unveiled were a line 
of stereophonic high-fidelity sets 
and the company’s first portable 
tv model, which weighed only 34 
Ibs. Organization of Operation 
Profits was carried out under the 
direction of Ellerston Jones, Phil- 
ips ad manager. 


Westinghouse Gives Money 
e Westinghouse dealers have been 
giving away “free money.” As 
part of a national major appliance 
promotion to dramatize that West- 
inghouse appliances “save you 
money in any language,” visitors 
in the dealers’ stores were given 
packets of assorted foreign coins 


CANNER/PACKER 


--- the OND medium 
that sells the $6 billion 
processed food industry 


First Issue: OCTOBER, 1958; Standard 7” x 10” Format 


National, over 6,000 Paid 


Western, over 2,000 Paid 
(According to preliminary count by publisher) 


Two Editions: 


—management, 


a strong, influential paper .. . 
THE CANNER/PACKER! A new name. A 
publication that combines the years of experi- 
ence, resources, talents and influence of three 
long-established processed food publications: 


ers, 


supervisors, technologists, traffic managers, sales 
executives, warehousing and packaging manag- 
etc.—CANNER/PACKER delivers well 
over 90% of the industry’s buying power! 


production, field or raw product 


Blind, non-sectarian New York 


when they watched a Westinghouse 
appliance demonstration last 
month. Westinghouse ordered more 
than 3,000,000 coins for the promo- 
tion, including 34 different types 
of coins from 16 nations. 


Acme Merchandises Ads 


e Acme Boot Co., Clarksville, 
Tenn., sent an illustrated folder, 
printed in six colors, which out- 
lined its 1958 advertising program 
to all Acme dealers. The folder, 
|which when opened spreads out 
ito 11” x 33”, shows each of the 
| five advertising programs being 
|conducted for Acme’s five major 
types of boots. Currently Acme is 
running 560-line ads in more than 


800 newspapers. The original list| 


| was 700, but Acme reports addi- 
| tional sales brought an increase in 
|the number of newspapers. Doyne 

Advertising Agency, Nashville, is 
| Acme’s agency. 


: 3 f = a 


FREE MONEY—Leah Franco, an employe of the Guild for the Jewish 


rehabilitation organization, sorts 


foreign coins by touch for Westinghouse appliance dealer give- 
aways. 


Reynolds Boosts Awnings 
e Success of a recent Reynolds 
Wrap grocery promotion which 
helped push sales of aluminum 
awnings has been documented in 
a broadside which was mailed to 
18,000 awning dealers, manufac- 
turers and distributors of Reynolds 
Metals Co., Richmond, Va. Rey- 
nolds thinks this is the first time 
an in-store grocery promotion was 
used by a basic supplier to help 
its manufacturing customers spur 
sales to consumers. The program 
was carried out in cooperation 
with the National Metal Awning 
Assn. 

A total of 6,627 supermarkets 
and grocery stores, according to 
the report, featured giant Reyn- 
olds Wrap point of purchase 
displays announcing a contest in 
which shoppers could win alumi- 
num awnings. Local dealers and 
their awnings were featured in 


Instruction; 


To you who have 
16mm films... 


— whether for Telling, Selling, or 


The Canner & Freezer; Food Packer; Western 
Canner & Packer. A bigger magazine ... a 
better magazine, with new styling, new headline 
treatments, new department heads, new features. 
And better readership for advertisers, of course! 


better coverage of market .. . 


CANNER/PACKER serves the otal industry 
as a one-stop information center. To advertisers, 
it serves as a single sales promotion medium to 
the growing $6 billion processed food market. 
As such, it delivers maximum coverage of all 
segments of the market—canned, dry, frozen 
and glass packed foods, including processors of 
the latest “heat and eat” packaged, precooked 
and prepared entrees, meals and specialties. 
Penetrating to all factors with buying influence 


Write... wire... phone for new Data File, Circulation Statement, Rate Card, etc. 


totally dedicated to serving canned, dry, frozen, glassed food processors 


increased sales effectiveness .. . 


Here’s a sales-package which enables you to 
present your sales-story to the total processed 
food market at ONE cost! Here is simplified 
selling . . . intensified selling . . . directed to 
all of the major buying factors in the processed 
food field. Here is the ONE publication— 
CANNER/PACKER—geared to serve the fast- 
growing, everchanging processed food market 
. .. the ONE publication that can put you out 
in front, sales-wise! 


selling ONLY to the West? 


If you manufacture or distribute in the confines 
of the West, investigate today, the sales value 
of the Western CANNER/PACKER. High cov- 
erage, no waste. 


a 


TRIAD PUBLISHING CO. * 59 EAST MONROE ST. + CHICAGO 3, ILL. + Financial 6-7788 
370 Lexington Ave., New York 17, N. Y., MUrray Hill 3-8333 * 500 Howard Street, San Francisco 5, Calif., EXbrook 7-1887 


Herb Vance, 
President 


Bill Freeman, 
Vice-President 


Paul Clissold, 
Secy-Treas. 


El Stark, 
Editor 


Mel Carlson, 
Gen. Mgr. 


— whether now being shown; 


— or TV films which you could be using 
but aren’t— 


Let us show you ways and 
means to get PLUS USAGE 
for increased sales. 


Can you see us at the Industrial A-V 
Exhibition, October 7th thru 10th at 
the N.Y. Trade Show Bldg., Suite 501, 
500 Eighth Ave., New York? If not, 
write TECHNICAL SERVICE, INC., 
30865 Five Mile Road, Livonia, Mich. 
—and we'll arrange an interview. 


tsi 


* ENSTRUCT 


TEit + SELL 
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each of the displays. During the 
promotion, 10,000,000 cartons of 
regular Reynolds Wrap specially 
imprinted with a sales message 
about aluminum awnings were 
purchased from grocery shelves. 

Some 624,000 sample cartons of 
Reynolds Wrap, similarly im- 
printed, were used as door openers 
by thousands of awning salesmen. 
In addition, Reynolds carried the 
awning story to tv viewers on 
“Disneyland,” and supplemented 
this with 3,500,000 personalized 
direct mail pieces for use of local 
supermarket and grocery stores. 
David F. Beard, Reynolds’ general 
director of advertising, said the 
program not only helped sales of 
Reynolds customers who manu- 
facture awnings, but also helped 
boost Reynolds Wrap sales. 


Tanner Innovates Samples 


e The leather industry, a group 
usually unsusceptible to change, 
has received a major sampling 
innovation from J. Lichtman & 
Sons, Newark tanner, with en- 
thusiasm, Lichtman reports. Tra- 
ditionally, tanners’ samples have 
been presented to the trade in the 
form of 1% x 3” swatches, 
mounted on a ferruled pin. These 
swatch books, Lichtman felt, are 
bulky and clumsy for the leather 
buyer to store, are expensive for 
the tanners to produce in advance 
of each season, and the task of 
assembling them often delays 
delivery. Therefore, Jules L. Klein 
Advertising, Pittsfield, Mass., 
Lichtman’s agency, designed a 
unique Palette Box to introduce 
Lichtman’s spring, 1959, lines of 
Berkshire leathers to manufactur- 
ers of shoes, handbags and other 
personal leather goods. 

The die-cut folder which con- 


DABS OF LEATHER—J. Lichtman & 
Sons used this simulated artist’s 
palette box instead of traditional 
leather swatch book to introduce 
new lines. 


tains the color swatches of each 
of the leather lines, mounted on 
individual palettes, is a facsimile 
of an artist’s pallette box, scaled 
to the dimensions of a standard 
file drawer. The carrying handle 
of the box identifies it in the files. 
A pocket inside the folder holds 
the palettes, each with free-form 
sample “dabs” of leather. The 
tannery included a reply card in 
each box, offering conventional 
swatch books to customers who 
preferred them, but few returns 
have been received. Lichtman 
says that the savings it realized 
in leather with its new sampling 
presentation more than compen- 
sated for the cost of the presenta- 
tion. The company also attributes 
the orders being received well in 
advance of other seasons’ sched- 
ules to the impact its new palette 
box had on buyers. 


Calvert ‘Shoots’ Veterans 


e Thousands of visiting Legion- 
naires at the American Legion’s 
national convention in Chicago 


Aug. 30-Sept. 4 received souvenir 
photo identification cards with the 
compliments of Calvert Distillers 
Co. Calvert Distillers had a battery 
of photographers stationed in the 
lobbies of the Sherman and Mor- 


Advertising Age, September 29, 1958 


LEGIONNAIRES LINE UP—A Calvert photographer “shoots” a visiting 
Legionnaire during the Chicago convention. Within a minute the 
Legionnaire was presented with his photo in an identification card. 


rison hotels who took individual| Calvert central division sales pro- 


photographs of Legion members.| motion manager, 


Within one minute, a photograph 
of the Legionnaire was presented 
in an identification card enclosed 
in a plastic case. Samuel I. Cohen, 


estimated that 
more than 10,000 visitors to Chi- 
cago returned home with a 
memento of the 1958 convention 
from Calvert. # 


| British Woollens Features 
| Customers in Fall Drive 


British Woollens (National 
Wool Textile Export Corp.) is 
saluting buyers, retailers and 


clothing manufacturers in its fall 
campaign, running in Men’s Wear 
and The New Yorker. Four b&w 
pages in September and October 
issues of The New Yorker are ac- 
companied by adjacent page col- 
umns featuring respectively, Fred 
Witty, Witty Bros.; Robert M. 
Campbell, Rogers Peet Co.; Victor 
Lebow, Lebow Bros., and Mau- 
rice Tumarkin, Baker Clothes. 

The Men’s Wear series carries 
testimonials by Brannon Morris, 
general merchandising manager 
of Muse’s, Atlanta; W. A. Quear, 
men’s wear buyer, Woolf Bros., 
Kansas City, and Isaac Diamond, 


|ad director, Raleigh Haberdasher, 
Washington. Victor A. Bennett Co., 
New York, is the agency. 


1000 IDEAS 
OnLy $10 


Successful ideas from 
successful companies on 


SALES, MERCHANDISING, 
ADVERTISING, PROMOTION! 


Each month, for a year, you are sent 
sales-tested, profitable experiences . .. 
showing results produced ... as reported 
in the nation’s leading business and trade 
publications. Adapt them to your own 
profitable use. Worth many times the 
$10 you send ! 


BRIEFED 
400 Madison Ave., (Dept. A) N. Y. 17 


is the basic medium for your advertising 


Every advertising plan needs a solid foundation-medium. On any product 
for Home or Family, that medium is PURSE-SUASION. With 20 sales- 
messages every week—rotated week-after-week to reach a station’s entire 
daytime audience—PURSE-SUASION combines the persistence of sat- 
uration with the triple impact of sight plus sound plus motion, the impact 
only television can deliver. And you can buy it at an economy-figure com- 
parable to the time-and-talent cost of a single daytime network quarter- 
hour. Get the complete, market-by-market details from Blair-TV. 


BLAIR-TV 


TELEVISION'S FIRST EXCLUSIVE NATIONAL REPRESENTATIVE 


a) 


W-TEN — 


WBKB — Chicago 


WNHC-TV — 


Blair-TV represents : 


Albany-Schenectady-Troy 
WFBG-TV — Altoona 
WJZ-TV — Baltimore 
WNBF-TV — Binghamton 
WHDH-TV — Boston 


WCPO-TV — Cincinnati 
WEWS - Cleveland 
WBNS-TV — Columbus 

KF JZ-TV — Dallas-Ft. Worth 
WXYZ-TV — Detroit 
KFRE-TV — Fresno 


Hartford-New Haven 


KTTV — Los Angeles 
WMCT — Memphis 
WDSU-TV — New Orieans 
WABC-TV — New York 
WOW-TV — Omaha 
WFIL-TV — Phildeiphia 
WIIC — Pittsburgh 
KGW-TV — Portland 
WPRO-TV — Providence 
KGO-TV — San Francisco 
KING-TV — 

Seattle-Tacoma 
KTVI — St. Louis 
WFLA-TV — 

Tampa-St. Petersburg 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Advertising Age, September 29, 1958 


year by retailers indicate that re- | Tells Place of 

tail advertising is not meant for | Translator Stations 

nice young men and women to play| To the Editor: The Nielsen Cov- 
around with. Advertising is one of erage Service No. 3 (AA, Aug. 11) 


the largest single expenditures a neglects one area of growing uhf 


retail store makes, and is meant for |activity. I refer to the thousands 


one purpose only—to create sales | 


‘Nothing New’ in Semantic 
Ditterential Technique 

To the Editor: Re: the Sept. 8 
story, “Mogul ‘Semantic Differen- 
tial’ Aims to Provide Qualitative 
Research Data”: 

Attempting to take credit for ad- 
vertising research use of the “se- 
mantic differential” 


these days is like trying to take} 


credit for the invention of the 
wheel. The technique has been a 
very common research tool in ad- 


vertising research for quite a few | 


years. We can show you research 
reports utilizing this 


tic differential” technique has 
often been a topic of at least cas- 
ual conversations among research 
directors in Chicago. 

All this points up the fact that 
in spite of all sorts of efforts on the 
part of formal and informal pro- 
fessional organizations to facilitate 
communication between research 
men, the profession is still in its 


technique | 


technique | 
dated 1955. The use of the “seman- | 


| people—and 


| used to much advantage independ- 
jently of other tools. We have found, | 


| wheel, the waste of effort involved 
can only be regretted. 

Incidentally, on the basis of ex- 
|perience, we cannot agree with 
| several claims made for the tech- 
nique by the Mogul agency: 

1. It is awfully misleading to say 
| that statistically 
can be obtained with 25 to 40 in- 
|terviews. This technique does not 
eliminate the problem of sampling. 
Being a statistical technique, it is 
faced with the same variety of 
problems that other statistical tech- 
niques meet. It does not go into 
sufficient depth to allow for the 
argument (which can be made by 
users of depth methods) that its 
purpose is to get to the basic dy- 
namics—dynamics shared by all 
that sampling and 
numbers are irrelevant. 

2. It is incorrect to suppose, as 
the statement about this technique 
as a special kind of “breakthrough” 
implies, that this tool can ever be 


reliable results| 


by findings from this technique. 
Therefore we have found it manda- 
tory to always include qualitative 
questions in every questionnaire 
employing these scales. 

We do agree, though, that the 
method is appropriate to continu- 
ing checks, and this is the use we 
and our clients mostly make of it. 
Even here, however, we always 
also include quite a comprehensive 
battery of qualitative questions. 

Dr. Saul Ben-Zeev, 

Director of Research, North 

Advertising Inc., Chicago. 


Retail Advertising Is a 
‘Dead Serious’ Business 

To the Editor: Re: Your Sept. 8 
issue—letter from Wm. J. Appel 
Jr., headed: Alas-No Room for a 
Flair in Retail Copy, These Days. 

Mr. Appel says that Clyde Bedell 
makes retail advertising so dead 
serious that there is no fun left in 
writing it. 

It should be pointed out to Mr. 


dark ages. For if Emil Mogul Co., | in fact, that we can often be led up| Appel that retail advertising is, and 
as is claimed, has gone on its in-| a completely wrong path if we fol-| should be, a dead serious business. 


dependent way to 


invent this| low only the conclusions implied| The billions of dollars spent each 
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This General Electric Fan display 
actually waves at window shop- 
pers. 3-D paper sail flutters in 
breeze from fan. Complete 
window installations, provided for 
G-E, including background 
material, for dealers from coast to 
coast. For display pieces that 
bid prospects “‘Look here!”... 
phone or dictate a note to 
Chicago Show e 2635 N. Kildare, 
Chicago 39 * SPaulding 2-1600. 


Desirable territories available for experienced men. Write for details. 
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and thereby store profits. 

Creating store image, prestige, 
leadership, benevolence, sense of 
humor, etc., are all desirable ele- 
ments of retail copy, but they are 
all (or should be) directed toward 
one final end—more sales. 

Certainly shopping should be 
fun, and I am sure that Mr. Bedell 
agrees with this as well as agree- 
ing that writing advertising can 
be fun. He naturally would say 
that there is nothing whatsoever 
wrong with retail advertisements’ 
being humorous if they also per- 
form the function for which they 
were intended: to make sales. 

Retailers today cannot afford the 
luxury of their ads’ being so filled 
with wit and tricks that they are 
nothing more than conversation 
pieces in street cars, restaurants, 
and over bridge tables. If they can 
accomplish this end, so much the 
better; but if selling intelligence 
has not made the item or service 
more interesting and _ therefore 
performed the selling function of 
the ad, it is not worth much to a 
retailer. 

I am sure that most advertising 
copywriters are in the advertising 
profession as much for the fun and 
satisfaction they receive from their 
duties as for the monetary gain. It 
is, however, a point of fact that 
any ambitious and conscientious 
copywriter will always get more 
fun and lasting satisfaction out of 
creating a sales message that moves 
merchandise than out of creating a 
juvenile play on words that accom- 
plishes nothing but to temporarily 
satisfy someone’s sense of humor. 

I firmly believe in humor. One 
of the funniest things I’ve read re- 
cently is Mr. Appel’s suggestion 
that retail advertising should not 
be dead serious. I’m sure the retail- 
ers who spend all the money for 
retail advertising (for one purpose 
only—to maintain and increase 
sales) are rolling in the aisles. Let’s 
have a lot more of Clyde Bedell. He 
is one of the few people in this 
business who really knows what 
the billions of dollars spent on ad- 
vertising are supposed to accom- 
plish. 

E. J. Mannion, 

Director of Advertising, The 

Thompson Co., Toronto. 


of homes from New Hampshire to 
California that depend on Adler 
uhf translator stations for their 
only source of television viewing. 

Translators serve communities 
that are deprived of direct tv re- 
ception by distance or terrain bar- 
riers. They pick up signals from 
originating tv stations—both vhf 
and uhf—and convert or “trans- 
late” them for rebroadcast over the 
upper uhf channels. Under present 
FCC rules, translators are not per- 
mitted to be used for program orig- 
ination. 

A recent survey developed the 


| following information: 


Number of areas served—95 

Total population in areas served 
—740,000 

Total number of homes in areas 
served—193,000 

Total number of uhf receivers 
in use—92,500 

Per cent of homes equipment 
for uhf reception—48% 

Applications for 30 additional 
translator stations have been filed 
with the FCC since this survey was 
made. 

The rapid strides made by trans- 
lators since the first Adler instal- 
lation less than two years ago are 
strong evidence that this method 
of bringing tv to unserved com- 
munities will play an increasingly 
important role in the years ahead. 
Future coverage studies should 
take full cognizance of this unique 
method of tv broadcasting. . . 

Emanuel Strunin, 

Advertising Manager, Adler 

Electronics Inc., New Rochelle, 

N.Y 

. * 2 


Speaks Up for Ad Managers 

To the Editor: The excerpt from 
the speech concerning “ineffectual 
ad managers” made by Robert C. 
Hill, advertising manager of Co- 
lumbia-Geneva Steel, at the AAW 
convention in Vancouver is the 
type of thing we ad managers re- 
sent more than being “a standing 
joke in the advertising world.” For 
the benefit of an audience made 
up mainly of agency people and 
suppliers, Mr. Hill obligingly set 
up a straw man and then proceed- 
ed to lambast him in time-honored 
bombastic hyperbole. Certainly 
there are ineffectual ad managers, 
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just as there are ineffectual vps, | 
account execs, politicians and| 
speech makers. 

A refutation of Mr. Hill’s state- | 
ments can easily be found in the| 
volume of effective advertising | 
taking place today which has been 
approved by effective ad manag- 
ers. No one else in advertising is 
subject to the same unrelenting 
pressure exerted by agencies, me- 
dia and others with an axe to grind 
in selling advertising. The wonder 
is that ad managers Succeed as well 
as they do in selling products. 

One of the main purposes of 
the Advertising Managers Organi- 
zation is to combat such industry 
practices and thinking as are evi- 
dent in Mr. Hill’s speech. In the 
excerpt given I can find no con- 
structive suggestions as to how an 
“ineffectual” ad manager can im- 
prove his performance of his duties. 
We completely reject the image of 
an idiot armed with a blue pencil 
and a pair of shears gibbering over 
a maliciously dismembered cam- 
paign. As interpreter of company 
policy, the average ad manager can 
be found keeping his company’s 
advertising on a proper keel, run- 
ning campaigns without agency 
participation and turning out a 
huge volume of work with finesse 
and effectiveness. 

So let’s not make the advertising 
manager a whipping boy for speech 
makers in search of subject mate- 
rial. Certainly there are other 
phases of advertising more in need 
of airing. The average ad manager 
today is a hard working, highly 
skilled, well trained professional 
occupying a place of vital impor- 
tance and responsibility. The Ad- 
vertising Managers Organization 
summarily rejects the assertions 
made in Mr. Hill’s talk in Van- 
couver. 


Les Worden, 
President, Advertising Manag- 
ers Organization, Los Angeles. 


Groesbeck’s Column to Be 
Featured in AA 


To the Editor: Now that you 
have acquired Advertising Agency, 
I hope you plan to retain the serv- 
ices of Kenneth Groesbeck and his 
Question and Answer feature ideas 
as they appeared in Advertising 
Agency. 

In fact, that is the only reason 
we subscribed to the publication, 
and it has paid us off handsomely. 

His was the type of material 
which helped the small and medi- 
um size agency—and a lot of the 
other material just didn’t fit. 

By keeping Groesbeck it will 
help a lot. 


Clark Collard, 
Clark Collard Advertising 
Agency, Los Angeles. 


Kenneth Groesbeck’s column, 
“Agencies Ask Us,” will appear) 
regularly in the Feature Section of 
ADVERTISING AGE. It is scheduled to 
appear every other week, with in- 
itial appearance Oct. 6. 


To Reprint GE Record 
for Appliance Dealers 

To the Editor: As a continuing 
subscriber to ADVERTISING AGE I 
want to express my appreciation | 
of your publication’s informative 
coverage of the advertising field. 
I have gotten much helpful infor- 
mation from past issues of AA. 

I am writing you in reference to 
the ADVERTISING AGE issue of Aug. 
25 and the interesting summary of 
the advertising efforts of the top 
100 national advertisers. I am par- 
ticularly interested in your synop- 
sis of the advertising efforts of the 
General Electric Co. for 1957, and 
would like your permission to re- | 
print this portion of the entire ar-| 
ticle which appears on Page 106. | 
Our plan would be to pass this ar- | 
ticle along to our General Electric 
appliance dealers to give them a} 
better understanding of the extent 
of our company’s national adver-| 
tising program. I certainly hope 


you will be able to grant me per- 
mission to reprint this article. We, 
of course, will be happy to credit 
ADVERTISING AGE. 
L. W. Clark, 

Manager, Advertising & Sales 

Promotion, Appliance and 

Television Receiver Division, 

General Electric Co., Birming- 

ham, Ala. 

+ e 

Starts Trend in Police 
Public Relations Action 

To the Editor: Enclosed is a copy 
of this department’s annual report, 
which came off the press during 
August, 1958. Twelve thousand 
copies are printed and the distri- 
bution includes all public libraries, 
university libraries, police depart- 
ment heads, and prominent Los 
Angeles business men and industri- 
alists. 

Several public relations firms on 


our mailing list have suggested that | 


a copy be sent to you, as they con- 
sider it unique for a police depart- 
ment to produce this type of report. 

Since 1950, the public informa- 
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tion division of this department has 
produced a pictorial annual report 
similar in size and format to the 
| enclosed. It has apparently started 
|a trend in police public relations 
activity, in that numerous other 
departments have changed from a 
strictly statistical digest to a pic- 
torial report. 


STEADILY 


ioe te 


This one is unique in that only 
the offset printing was contracted 
outside of the department itself. A 
policeman staff research writer 
compiled the written material and 
statistics; a police sergeant, who is 
also an artist, designed the layout; 
and police photographers took the 
majority of the photographs. The 


87 


|cover art was donated by Welton 
Beckett & Associates, who designed 


our new Police Administration 
Bldg. 
W. H. Parker, 
Chief of Police, 
S. H. Sheldon, 
Captain, Public Information 


Division, Department of Po- 
lice, Los Angeles. 


How’s ‘Chain’ for a 
Cigaret Name? 

To the Editor: Just read in the 
|Aug. 25 ApverTisinc Ace of the 
| production of a new cigaret named 
| “Space,” because of the frequency 
of the word’s use. For the same 
reason, the originator (Courtland 
D. Ferguson) might have consid- 
ered a “Chain” cigaret. There are 
already more “Chain” smokers, I’d 
guess, than some brand smokers. 
What a starter! 

T. J. Gavagan, 

Advertising Department, 

Cleveland Electric Illuminat- 

ing Co., Cleveland. 
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distribution territories 


Phone Your Nearest Office of 
MOLONEY, REGAN & SCHMITT 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening 


CIRCULATION: Combined Daily 241,159 


\4 E INVITE your examination of an 
exciting new presentation which graphically ~~ 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 


advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


# 


the SYRACUSE *%§ 


15 Counties. 


With a 


Population of | 432700 


food Store Sales 


of 403, 517000 


Retail grocers used 


well over three 


million lines in the SYRACUSE 


NEWSPAPERS in 195 


7. The Syracuse 


Herald-Journal and Herald-American 
alone carried 1,419,940 lines of national 
groceries linage, and ranked 12th among 


all the nation’s newspapers 


in this category 


of advertising during 1957. No other 


combination of media reaches the big Syracuse 


market as effectively and economically as the 
Syracuse Newspapers. 


of leading national 


S 


America’s 


Sunday 


Sunday Herald-American 205,658 
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yrocuse is 
No. 1 Test Market 
i aii 


NEWSPAPERS 


OST-STANDARD 


Morning & Sunday 


Sunday Post-Standard 109,060 
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Along the Media Path 


Nation’s Business has released,;able from Herman C. Sturm, 
another in its series of research| director of advertising, Nation’s 
projects entitled “A Study of the| Business, 711 Third Ave., New 
Corporate Personality.” This one,| York 17. 

“An Appraisal by Business Exec- | 
utives of Electronics Manufactur-;¢ A new Life book—‘“Picture 
ers,” reports on executives’ replies | Cook Book”—will be published on 
to two questions: One asks which | Nov. 10. The Life-size book has 
one of the listed electronic com-| 300 pages and 600 recipes. It will 
panies the executives would rec-| sell for $9.95 by pre-publication 
ommend as an employer; the|mail order; in bookstores it will 
other asks which they would se-| be $13.50. 

lect for personal investment. Cop- 
ies of the 28-page report are avail- 


e True is inaugurating a new 
travel and vacation service with 
its October issue. Readers are in- 
vited to send in questions about 


CRITICAL READER 


plans to hold its third annual New 
England Boat Show, Feb. 22 to 
| March 1, in Boston’s Common- 
wealth Armory. 


e The “Hitch Horse Sense to 
Horsepower” traffic safety cam- 
| paign, conducted as a public serv- 
|ice by Triangle Publications’ ra- 
dio and tv stations, has been 
adopted as the national radio 
campaign for 1959 by the Nation- 
al Safety Council. 


e A “Safety Foremost” promotion 
by KXYZ, Houston, provides num- 
bered stickers, which also carry the 
station’s call letters, for the rear 
windows of cars. Lucky numbers 
are drawn daily for prizes. Mo- 
torists having the winning num- 
bers are disqualified for prizes if 
they have had a traffic violation 
in the previous 30 days. 


LISTE 
think 
clients or 


where to go, how to get there, 
what the cost is and where to 
stay. True pledges a personal let- 
ter in response to each request. 


e On Sept. 15, WDSU and WDSU- 
TV, New Orleans, inaugurated 
daily schedules of editorial broad- 
casts. The decision to broadcast 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 


FORE it happens, get our unique e Special sections coming up in 


First—Models pose in front of a large pastry replica of the Boston 
Herald-Traveler emblem at a tv party and supper dance put on by 
the newspaper for 500 advertising executives, department store offi- 
cials and designers. The guests viewed the newspaper’s tv show—its 
first hour-long fashion show designed expressly for color tv—over 


the Philadelphia Inquirer include 
a home furnishings exposition, 
Oct. 5; a hi-fi show section, Oct. 
10; the annual automobile show 

EMPLOYERS REINSURANCE section, Nov. 21, and the annual 
CORPORATION business and financial review, Jan. 
21 W Tenth. Kansas City, Mo. 5. 


York Chicago, San Fr 
0? William TSW. be Bus 


Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazords. 


editorials, according to Robert D. 
Swezey, exec vp and general man- 
ager of WDSU Broadcasting Corp., 
was influenced by the demise of 
the New Orleans Item, which left 
the city with one newspaper or- 
ganization. 


e The Boston Herald-Traveler|e Effective with the September 


From the House of Ideas 


ECONOMICAL MERCHANDISING KIT 


Ingenious patented Squeezel. 
Turns simple poster into inex- 
pensive 3- 
One squeeze—it’s up. Mystik 
based wire Wobblers stick to 
any surface—attract with 
motion. Contact Chicago Show 
for effective merchandising 
materials and ideas that will 
produce sales. Write or phone. 
2635 N. Kildare « Chicago 39, 
IMinois « SPaulding 2-1600 


Desirable territories available for experienced men. Write for details. 


dimensional display. 


WHDH.-TV, the newspaper’s subsidiary. 


issue, Western Family is being 
sold at newsstands in greater Los 
Angeles and _ throughout’ the 
Southwest. Within the next three 
months the publisher plans to 
extend newsstand distribution 
throughout 11 western states. 


e A key is attached to a brochure, 
“Lock the Barn Door Before the 
Horse Is Gone!” sent out as a 
promotion piece by WLW, Cincin- 
nati radio station. According to 
the folder, “67% of the farmers 
in the Midwest listen to WLW 
mont...” 


e The Chicago Daily News’ new 
supplement, Weekend, will carry 
a lift-out shoe section on Oct. 25. 


e Construction Digest, Indianapo- 
lis, and Mississippi Valley Con- 
tractor, St. Louis, will merge un- 
der the Construction Digest name 
on Dec. 31. Frequency of publica- 
tion will continue to be every oth- 
er week, but there will be two 
editions of each issue—one serv- 
ing eastern Missouri and Illinois, 
the other serving Indiana, Ken- 
tucky and Ohio. 


e Good Housekeeping is extend- 
ing its policy of accepting split- 
run advertising to allow two cli- 
ents of any recognized agency to 
share the run, the magazine an- 
nounces. Breakdowns may be by 
geographical area or by news- 
stand copies and subscription cop- 
ies. 


e Look will present in 1959, for 
the fifth consecutive year, its an- 
nual awards for outstanding 


achievement in the promotion of 
adequate wiring and related ac- 
tivities. Entry forms for each of 
four categories will be available 
about Nov. 1 from Alan Waxen- 
berg, Look, 488 Madison Ave., 
New York 22, or from the National 
Adequate Wiring Bureau, 155 E. 
44th St., New York 17. 


e Fairchild Publications is offer- 
ing a new phone service in Chica- 
go. From 6 p.m. to 9 a.m., a phone 
call to WEbster 9-1600 will bring 
highlights of the latest news in 
the textile, apparel and home fur- 
nishings industries as gathered by 
Women’s Wear Daily, Home Fur- 
nishings Daily and Daily News 
Record. On weekends, the news 
bulletins will be expanded with 
highlights from Footwear News, 
Supermarket News and Electronic 
News, all weekly newspapers. 


e Department of New Laurels: 

Seventeen reports that its Oc- 
tober issue will carry a record- 
breaking total of 12%, pages of 
food advertising—an increase of 
57% over last October. The issue 
marks the start of the magazine’s 
“Teen Hostess’ food promotion. 

Esquire finished the first ten 
months of 1958 12.4% ahead of 
the corresponding period last year 
in advertising pages, the maga- 
zine reports. 

Ad linage in the November is- 
sue of True is up 10.3% over last 
year. The publication also reports 
that the revenue increase is 25.1% 
for the month. For the 11 months 
through November, revenue ex- 
ceeded $3,500,000, up 18.5% over 
1957. 


“Where typesetting /s stil! an art’’ 


a, 


TYPOGRAPHIC 
excellence—is it 
noticeable in your 
printed matter? You 
can count 

on it when 

you use 


SERVICE typographers, inc. 


723 S. Wells St. + Chicago 7, Ill. » HArrison 7-8560 
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August Sales of Chain Stores | 


August % Gain 8 Months % Gain 
- 1958 or Loss 1957 or Loss 

Food Chains 
Colonial Stores ...$ 33,493,045 $ 34,867,913 — 3.8 $ 300,145,421 $ 299,105,277 + 0.3 
Kroger Co. ....... 130,879,052 126,251,577 + 3.7 1,207,976,121 1,129,340,943 + 7.0 
National Tea ..... 56,805,451 52,249,592 + 8.7 527,460,400 447,320,339 +17.9 
SD 168,773,016 163,606,411 + 3.2 1,504,117,758 1,448,210,351 + 3.9 

Group Total ....$ 389,950,564 $ 376,975,493 + 0.3 $ 3,539,699,700 $3,323,976,910 + 0.6 
Mail Order 
*Sears, Roebuck .. 343,278,620 344,491,378 — 0.4 2,097,164,738 2,128,062,255 — 1.5 
eee 11,112,247 11,002,225 + 1.0 72,764,034 67,241,877 + 8.2 
«Montgomery Ward . 92,464,710 93,815,457 — 1.4 564,386,389 559,820,777 + 0.8 

Group Total ....$ 446,855,577 $ 449,309,060 —— $ 2,734,315,161 $2,755,124,909 —— 
Drug Chains 
eee 6,226,906 5,424,775 +148 46,415,775 42,082,801 +10.3 
Walgreen ........ 22,875,434 21,212,750 + 7.8 166,380,773 152,319,509 + 9.2 

Group Total ....$ 29,102,340 $ 26,637,525 + 1.1 $ 212,796,548 $ 194,402,310 + 1.1 
Variety and Miscellaneous 
*American Stores . . 63,999,736 62,358,222 + 2.6 344,986,810 325,951,283 + 5.8 
Butler Bros. ..... 17,073,361 14,268,339 +19.7 102,952,363 86,644,135 +23.1 
Diana ae 3,144,980 3,202,675 — 1.8 — 
Edison Bros. ...... 8,698,716 8,040,250 + 8.2 66,280,323 62,307,291 + 6.4 
4Franklin Stores .. . 4,027,457 3,792,008 + 6.2 7,015,930 6,624,427 + 5.9 
Gamble-Skogmo Stores 11,019,707 10,426,459 + 5.7 74,565,099 69,956,338 + 6.6 
1. A).lU Rl 36,154,370 33,454,940 + 8.1 234,483,268 $228,995.335 + 2.4 
Grayson- Robinson 

Saar 4,828,362 4,125,441 +17.0 — 
°Green, Oy See 9,089,315 9,529,131 — 4.6 56,423,189 58,889,354 — 4.2 
“Hartfield Stores .. 1,909,891 1,829,536 + 4.4 11,514,217 11,162,061 + 3.2 
“Interstate Dept. 

‘Stores ......... 5,684,205 5,698,114 — 0.2 34,065,924 35,217,051 — 3.3 
Kinney, G. R. ..... 6,229,000 5,611,000 +11.0 40,092,000 35,843,000 +11.9 
Kresge, $. S$. ..... 31,360,686 32,071,967 — 2.2 217,495,483 217,840,693 — 0.2 
. t ae 13,767,398 13,190,815 + 4.4 90,042,584 93,376,465 — 3.6 
Lane Bryant Inc. .. 5,546,636 5,668,614 — 2.2 45,828,134 46,139,377 — 0.7 
“Lerner Stores .... 13,901,244 14,348,610 — 3.1 92,677,542 97,482,617 — 4.9 
@Mangle Stores .... 3,217,314 3,137,308 + 2.6 20,339,549 20,831,466 — 2.4 
SEE Shale cea 0 8,931,583 9,134,348 — 2.2 63,751,050 65,896,767 — 3.3 
McLellan Stores .. 5,267,867 5,307,005 — 0.7 30,818,570 31,585,642 — 2.4 
Melville Stores .... 8,308,373 7,939,437 + 4.6 74,602,073 72,427,175 + 3.0 
¢Mercantile Stores Inc. 12,642,000 12,507,000 + 1.1 77,999,000 78,454,000 — 0.6 
Miller-Wohl Co. .. 3,294,877 3,601,482 — 8.5 —— 
Murphy, G. C. .... 17,730,174 18,206,554 — 2.7 117,867,025 122,424,195 — 3.7 
National Shirt ... 1,487,195 1,605,264 — 7.4 11,212,143 12,442,848 — 9.9 
Neisner Bros. .... 5,592,308 5,877,652 — 4.8 38,377,772 41,037,819 — 6.5 
J. J. Newberry ... 18,791,080 18,827,829 — 0.2 123,909,734 122,365,759 + 1.3 
Penney, J. C. .... 121,556,435 124,231,849 — 2.2 751,261,326 755,973,527 — 0.0 
Rose’s Stores ..... 2,771,938 2,592,036 + 6.9 16,550,682 16,992,263 — 2.6 
©Shoe Corp. of 

Amerien ...... 8,428,815 8,436,911 — 0.1 52,131,132 52,081,931 + 0.1 
*Spencer Shoe .... 700,881 527,171 +33.0 2,268,670 1,718,582 +32.0 
eSterchi Bros. .... 1,447,123 1,641,708 —11.9 8,243,140 9,334,361 —11.7 
*Thriftimart Inc. . . 12,795,627 12,634,623 + 1.3 70,943,947 66,886,691 + 6.0 
Western Auto .... 21,794,000 22,179,000 — 1.7 145,458,000 147,057,000 — 1.1 
White Stores ..... 4,442,065 3,571,375 +24.4 29,231,631 23,580,684 + 23.9 
‘Winn-Dixie Stores 48,412,271 41,671,423 +16.2 95,641,604 81,935,984 +16.7 
Woolworth, F. W. .. 69,079,434 67,659,122 + 2.1 500,230,182 480,436,280 + 4.1 

Group Total ....$ 613,126,424 $ 598,925,216 + 0.2 $ 3,649,260,104 $3,579,892,401 + 0.2 


Combined Total . .$1,479,035,205 $1,451,847,294 $10,136,071,513 $9,853,396,530 
® Seven months period. > 21 weeks, August 23. © 1958 sales of TG&Y Stores Co. are included 
periods subsequent to acquisition date, October 1, 1957. ¢ Two months pericd. * The above figu 
do not include any sales of A. S. Beck Shoe Co. / Three months period. ¢ Six months period. * 
weeks, August 30. ‘ Four weeks, August 23; eight weeks, August 23. 
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How Do You Catch Your Customer’s Eye? 


83 


a 


Good printing catches your customer’s eye—catches it and holds it. 
The kind of printing done by Johnson Printing, Inc. 
When you see the work of Johnson Printing, you know why it 
commands attention. It’s the kind of clean, sharp four-color work 
that demands top craftsmen and fine modern equipment. 
Johnson’s skilled, dedicated craftsmen and modern equipment— 
most of it under two years old—show in the sharp 
registry and brilliant color of the work. 
Most of your customers won’t be able to explain in detail why 
the printing Johnson does for you will be so impressive. 
But they'll get the idea—and you'll get the benefit. 
Some of America’s best-known companies have discovered the 
accurate, quality work and dependable service 
that has built Johnson Printing, Inc., into one of the finest 
and most complete plants in the Midwest. 
Why not find out for yourself? Here’s our address: 


JOHNSON PRINTING, INC. 


2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 
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JOIN THE BAND 


's EASY THE 


Way; 


MUSIC MAKERS—This “Band Box” was designed by Display Workshop, 

Chicago, as a point of purchase display kit for Conn Corp., Elkhart, 

Ind. The display shows Conn models in six major instrument cate- 
gories while helping to sell a complete band program. 


Emenee Adds Network TV 
Emenee Industries, New York, 
a newcomer to network tv, will 
advertise its new toy electric or- 
gan and automatic player drum 
and roll harmonica with partici- 
pations on a minimum of seven 
programs including NBC-TV’s 
“The Price Is Right,” “Concen- 
tration” and “Haggis Baggis” 
and CBS-TV’s “Our Miss Brooks.” 
The network drive, which shows 
boys and girls demonstrating the 
toys, will be augmented by a 
minute tv spot campaign in 50 
markets. Both promotions will 
start Oct. 12 and continue through 
the pre-Christmas buying season. 


|Dunay, Hirsch & Lewis is the 
agency. 


Kellogg Promotes Muffins 

Kellogg Co., Battle Creek, 
Mich., is including a 10¢ coupon 
applicable towards the purchase 
of Brer Rabbit molasses, with each 
All-Bran cereal package. The 
package also carries a new recipe 
for “bran n’molasses muffins.” 
There will be tv advertising for 
the coupon offer on Art Linkletter 
“House Party” (CBS) and page, 
color copy in the November Mc- 
Call’s and December Western Fam- 
ily and Woman’s Day. Leo Burnett 
Co. is the agency. 


Union Hardware to Graceman 
Graceman Advertising, Hartford, 
has been appointed to handle ad- 
vertising, sales promotion and pub- 
licity for Union Hardware roller 
skates, Canadian Flyer ice skate 
outfits, Rain-Beau fishing rods and 
line and Sealand bowling, baseball 
and football shoes for Union Hard- 
ware-Sealand, Torrington, Conn. 


Winpower to Truppe, LaGrave 

Winpower Mfg. Co., Newton, 
Ia., has appointed Truppe, LaGrave 
& Reynolds, Des Moines, to handle 
advertising for its electric plants, 
generators, rotary cultivators and 
other products. Grant, Schwenk & 
Baker, Chicago, is the former agen- 
cy. 


ST Anthony 


wat 


Belongs on every 
mai! order schedule 
because it PAYS! 


DECEMBER ISSUE CLOSING OCT. 20 
Orders and Sample Copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone: HArrison 7-7176 
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FLASHER DISPLAY...3-D...COMPELLING 


message 


Chicago 


Desirable territories available for experienced men. Write for details. 


Conoco window display flashes 
on, and the urgent message, 
CHANGE TODAY, appears inside 
the oil can. This surprise 


extra “impulse” oil changes 
every day. For compelling 
displays that spell ACTION ata 
point of sale, write or phone 
Chicago Show e 2635 N. Kildare, 


accounts for many 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


We were outraged recently 
to read that the reigning council of 


an African tribe had issued a decree | 
requiring any native who wished to | 
beat his tom-tom after 11:00 P.M. to | 


buy a license costing 285 francs 
(about 70¢ American money). Con- 
sidering the long and romantic tradi- 
tion of the jungle telegraph, not to 


mention the fact that 285 francs | 


might represent just a little more 
than pocket money in that part of 
the world, we feel this to be a pretty 
stringent measure in the name of 
noise abatement. 


as Tae 


And while on the subject of tom- 
toms, we're beating the drums for 
our brand new “Survey of Drug 
Store Shoppers”—just off the press 
and of vital interest not only to own- 
ers and operators of drug stores, but 


the ’59 Rambler’s “Best of Both” 
car economy) at dealer showings 


= . -_ 
— j 


ONE-TWO PUNCH—The Lacy twins—Cynthia and Judy—are lending | 


their beauteous presences to American Motors Corp. to highlight 


theme (big car comfort and small 
across the country. That’s Cynthia 


getting her badge from Fred W. Adams, director of advertising and 
merchandising. 


‘Insolent Chariot’ Calls U.S. Autos ‘Harpies,’ 


Responsible for Flirtation with Foreign Cars 


| ee ‘ 3 a 
| New YorK, Sept. 24—The crit-|Then, with all the subtlety of a | With illegally paying special adver- 
lies of Detroit now have their|madam affecting a lorgnette, she | ‘ising allowances to favored cus- 


“bible” to quote from: “The Inso- 
lent Chariots” (J. B. Lippincott 
Co., $3.95) by John Keats. 

| Published last week, this is a 


put tail fins on her overblown 
bustle and sprouted wavering) 
jantennae from each fin. And, of | 


: | 
|course, her every whim was more | 


also to manufacturers of drug prod- | free-wheeling, insolent look at the costly than the last. 


ucts and their advertising agencies. 


SURVEY OF 


een L nesigeecnte 
merchandisi0G wre. 
BURGOYNE GROCERY & DRUG INDEX, INC- 


CINCINNAT!, OHIO 


Where consumers prefer to buy 
items usually found on drug store 
shelves (but also available in other 
outlets) and why .. . frequency of 
shopping . . . why they prefer one 
drug store to another . . . what they 
don’t like about certain drug stores 
. the doctors’ influence on the 
shoppers’ selection of a store to fill a 
prescription . . . the degree to which 
they regard the druggist as a profes- 
sional man—all of these considera- 
tions and more are covered in this 
Survey of Drug Store Shoppers... 
Their Buying Habits and Attitudes. 


— & 


Like the parallel study of Super 
Market Shoppers conducted annual- 
ly for the past five years .. . this 
study is prepared by Ben Schapker, 
Merchandising Director of the Bur- 
goyne Grocery & Drug Index, Inc. 
... and an old hand at getting mer- 
chandising facts. 


7 =m 


Your copy of this Survey of Drug 
Store Shoppers .. . an analysis of the 
habits and attitudes of housewives 
responsible for most of the family 
purchases—comes to you postpaid 
for one dollar sent to the address 
below. 


jautomotive industry, spiced liber- 
jally with illustrations by Robert 
Osborn. 

Mr. Keats, a former newspaper 
man, breaks Detroit’s nose with 
gusto—for 234 pages. His verdict: 
Detroit, you had better mend your 
ways—or else. 

“The Insolent Chariots,” which 
is “thoughtfully dedicated” to the 
Automobile Manufacturers Assn., 
is written in a humorous vein but 
it will make painful reading in 
the Detroit area. Appearing two 
days before the introduction of 
the first 1959 models, it cannot 
conceivably help the sales of any 
car—except perhaps the Rambler 
and the small imports. 


s “Once upon a time,” Mr. Keats 
begins his tale of woe, “the Amer- 
ican met the automobile and fell 
jin love. Unfortunately, this led 
him into matrimony, and so he 
did not live happily ever after .. 

“As the frightful marriage wore 
on, the automobile’s original ap- 
peal shrank in inverse proportion 
jto the growth of her demands. 
|She grew sow-fat while demanding 
| bigger, wider, smoother roads. The 
bigger and better the road, the 
fatter she became, and the fatter 
she grew, the greater her de- 
mands for even bigger roads. 


|a “In view of these metamor- | 
|phoses, it is understandable that 
the American began to stray. In 
the mid-1950s, he eyed the Euro- 
pean car, and found her good. She 
was petite, she was new, she was 
gay, she was inexpensive, she 
bumped and she ground, and like 
all mistresses, she promised pres- 
tige. Maintaining a mistress when 
one is married to a Harpy iis, 
/however, an intolerable situation, 
jand so we can say that the Ameri- | 
|can’s marriage to the American | 
automobile is now at an end, and| 
it is only a matter of minutes to! 
the final pistol shot, although who | 
pulls the trigger was yet to be} 
determined.” 


= For the rest of his book Mr. 
Keats exerts all the pressure he 
ican on this trigger, as he ranges 
lover what he considers the idio- | 
icies of Detroit in designing, | 
|manufacturing, selling and ad- 
vertising cars. 

In the end, Mr. Keats finds| 
Detroit guilty not only of making | 
|a poor product but helping to| 
|produce a monotonous, robot-like | 
civilization. | 

What does Mr. Keats want) 
from Detroit? “Sensible automo- | 
biles, rationally marketed and 
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|honestly priced.”” He doesn’t quite 
indicate how Detroit is going to 
come up with a solution, but he 
says: “Meanwhile, I’m not going 
to buy another one of your cars 
juntil you come up with some good 
| answers.” 

Mr. Keats, according to the 
jacket blurb, “drives, but is not 


attached to, a_ large _ station 
| wagon,” + 
| Amalgamated Electric Names 


_McConnell, Eastman 

| Amalgamated Electric Corp., 
Toronto, has appointed McConnell, 
|Eastman & Co., Toronto, to handle 
|its advertising, effective Nov. 1. An 
|associate of General Electric Co. 
of England, Amalgamated Electric 
|makes wiring materials, lighting 
| equipment, motor fans, ventilating 
‘equipment and communications 
equipment. Ronalds Advertising 
Agency is the previous agency of 
| record. 


FTC Hits Oneida on Co-op 

The Federal Trade Commission 
has charged Oneida Ltd., Sherrill, 
N.Y., silverware manufacturer, 


tomers not available to other cus- 
tomers. Cited specifically was an 


|Oneida allowance of $33,000 to 
Associated Barr Stores Inc., Phila- 
delphia, during the 1954-1956 
period that allegedly it would not 
have allowed if it were treating its 
customers equally. A hearing has 
been set for Oct. 2'7. 


Adclub Helps Teach PR 

The Cleveland Advertising Club 
has enlisted 25 public relations 
men to conduct the club’s ninth 
annual pr course, to be given in 
classes one night a week beginning 
Sept. 23. This year’s course will 
focus on dealings with the general 
public, the government and a com- 
| pany’s stockholders, employes, cus- 
_ tomers and suppliers. 
} 
|Neuman Gets Sales Post 
| Advertiser Associates Inc., Pitts- 
|burgh direct mail house, has 
appointed Carl N. Neuman as sales 
manager. Mr. Neuman has been 
in the graphic arts production 
business in the Pittsburgh area for 
more than 20 years. 


MacVittie to ‘Plastic Tech’ 

John W. MacVittie Jr., former- 
ly with the Cheslam division of 
|St. Regis Paper Co., has joined 
|Plastics Technology as _ eastern 
| sales manager. 


“Tt adds precious seeing 


to the 


eye. 


—SHAKESPEARE, Love's Labour's Lost 


——_—_—__- ~orn> & 


LET LAURENCE HANDLE YOU 


R ENGRAVING FOR THE FINEST 


REPRODUCTION POSSIBLE. MORE THAN 25 YEARS OF EXPERI- 


ENCE HAVE SHARPENED OUR 


EYE TO A FINE DEGREE. IF YOU 


ARE NOT RECEIVING YOUR FREE COPIES OF “LAURENCE'S 
GUIDE FOR PHOTOENGRAVING BUYERS,” WRITE OR PHONE 


TODAY. LAURENCE INC., fin 


e Photo Engravers, 547 SOUTH 


CLARK STREET. WAbash 2-6284. 


the new force in building 


Architectural Forum the magazine of building published by TIME INC. 


REASON: 20 OUT OF THE TOP 25 BUILDING ADVERTISERS INVEST 
MORE DOLLARS IN FORUM THAN ANY OTHER BUILDING MAGAZINE 
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Radio to Gain as Pay TV Arrives, 


Daily-Owned Stations Die: McLendon 


(Continued from Page 1) 

on newspapers had to do with 
newspaper-owned broadcasting fa- 
cilities. He prefaced it by saying, 
“Why radio has an_ inferiority 
complex with regard to newspapers 
eludes me.” Adding that his sta- 
tions “don’t pick a fight, but we 
are ready to engage in one with 
newspapers wherever indicated.” 

“The American newspaper, a 
great institution, has sadly neg- 
lected the public interest in its 
conduct of radio properties. By 
virtue of their early leadership in 
communications, newspapers seized 
many of the great physical facili- 
ties of radio when these were first 
handed out by our government,” 
he said. 


= “Many of these newspapers 
promptly subjugated these great 
signals and fantastic properties in- 
to the position of stepchildren to 
the printed medium. 

“In doing so—in subordinating 
these almost sacred trusts—these 
newspapers have violated their ob- 
ligation to serve in the public in- 
terest, convenience and necessity. 
It is no good for these newspapers 
to say they rode NBC or CBS for 
20 years...The fact is the guilty 
ones did nothing, and most of them 
are still doing nothing, through 
imaginative programming to ex- 
ploit and develop the full potential 
of the radio medium...to estab- 
lish it as an art form. 

“In your city you may be ap- 
palled at the specter of one or two 
powerful radio stations on fine fre- 
quencies—stations owned by news- 
papers which strangle these fine 
properties to death. For this rea- 
son as well as others, the Federal 
Communications Commission is 
right when it attempts to avoid a 
concentration of control of com- 
munication. 

“One day we will see these 
sleeping giants of radio cut loose 
from their yoke of oppression, and 
a great new horizon will open, 
with radio rates beyond our pres- 
ent dreams, with prestige and pow- 
er for radio beyond our wildest 
imagination.” 


# On the subject of toll television 
he said: “We wili in years ts come 
see some form of toll television, 
with a resultant diminution of the 
television audience, and conse- 
quently of television revenue. Ra- 
dio will absorb these lost tv dol- 
lars.” 
Other McLendon pot shots: 


e “We believe daytime radio sta- 
tions should have longer hours... 
In_single-station markets they 
should have full service...” 


e Of the proposed 750kw stations: 
“They aren’t needed...just de- 
signed to strangle competition.” 


e Of new tv stations: “The num- 
ber of vhf stations must be ex- 
panded. Directional antennas are 
the solution.” 


e Of sports broadcasting: “It 
should be illegal for any station to 
make an exclusive contract for a 
sports event. Sports promoters, who 
should have been paying radio and 
television broadcasters all these 
years instead of being paid, ought 
to be compelled to give the same 
access as to newspapers. The pub- 
lic would get better coverage...” 


e Of radio’s renaissance: ‘Those 
who gave radio two years to live 
after the onslaught of television 
are baffled at the longest death- 
watch in history. There are still 
sounds with 1,000 pictures.” 


s William Niskanen, general man- 
ager of Pacific Trailways, Bend, 
Ore., urged the broadcasters to 


help advertisers—and to be more 
profit-conscious themselves. 


Mr. Niskanen insisted that “nice 
guys don’t win ball games, and to 
a large extent it applies that nice 
guys don’t make profits.” 

Broadcasters “have made a lot 
of money for advertisers. 

“But how successful have you 
been in putting profits in your 
own business? How are you doing 
now?” he asked. “Probably not 


well enough. Maybe you have had |’ 


it too easy, too long. You can sell 


other people’s products and ser-|, 


vices—why can’t you do a better 
job of selling yourselves? 


= “You are essentially order 
takers,” he went on. “That’s a 
rather rash statement for me to 
make to a group of professional 
hucksters—the modern day coun- 
terpart of the old time medicine 
merchant... 

“Also, if you are such good 
salesmen, why aren’t more people 
using your services? Or why 
aren’t the ones who are using 
your services using them more? 

“There are a lot of businesses 
that need to advertise with you 
but are not doing it. There are a 
lot of other advertisers you now 
have who need to advertise more. 

“Maybe you are trying to sell 
the steak instead of the sizzle, 
and sizzle, in business, is profits,” 
Mr. Niskanen said. 

“Pacific Trailways is a substan- 
tial user of radio—$30,000 last 
year in Portland, more than $15,- 


000 in Seattle, and _ substantial 
amounts in Boise, Salt Lake, 
Eugene, Salem and other cities. 


“We like radio for several rea- 
sons. The greatest advantage is 
its flexibility. A change of copy is 
only a telephone call away, and in 
our industry that means a lot. 
Another advantage of radio is that 
it can be used at any time, in any 
market, in any amount.” 


s Mr. Niskanen said his company 
has a half-hour tv show in Seattle, 
Portland, Eugene, Boise and Twin 
Falls, and next week will start a 
new half-hour on tv in five mar- 
kets. 

He likes tv, he said, because 
“there is not the differential 
between local and national rates. 
Sometimes this differential is 
unreasonable in newspapers and 
radio. To me there seems to be a 
trend developing in the radio field 
to minimize this differential. 

“One problem your industry 
faces is that there are only a few 
advertising agencies which can 
handle radio and tv effectively. 
Most of them have been trained in 
the printed media. Possibly there 
should be some cooperative effort 
within your industry to provide 
the assistance that would make 
the use of your media most effec- 
tive,” he said. 


= Concerned because he hadn’t 
shaken up the broadcasters suf- 


ficiently, Mr. Niskanen went on| 


to make a five-point indictment: 


e 1. “You are not sufficiently pro- 
fit minded.” 


e 2. “You have too many nice 
guys with no spirit.” 


e 3. “Many of you need to im- 
prove your selling techniques— 
the selling of your own services.” 


e 4. “You ape each other too 
much. You lack imagination... 
are fearful of innovation ... resist 
change. There is a great absence 
of adaptive ability to changing 
conditions.” 


e 5. “You operate in an area of 
bitter competitive struggle, while 
at the same time wishfully hoping 
and trying to operate as a profes- 
sion. You seem to be afraid of 
competition, instead of looking at 
competition as a challenge.” + 


| 
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SUBDUED PITCH—This is an example 

of how a full-page ad will look in 

New Medical Products, Hearst 

publication making its debut in 
January. 


Hearst's ‘New 
Medical Products’ 
Is All-Ad Book 


(Continued from Page 1) 
only of an index listing new prod- 
ucts introduced in the preceding 
12 months and a back-of-the-book 
section on trends—mostly econo- 
mic—in the medical profession. | 

New Medical Products will have 
a controlled circulation of 150,000 
—all of the practicing physicians 
in the country. Hearst has run 
two field tests of the magazine 
and reports overwhelming physi- 
cian support for it. 


® Behind the new publication is 
the rapid expansion of the phar- 
maceutical field in the past 10 
years. More than 500 new prod- 
ucts now are introduced to the 
medical profession every year. 
The industry currently promotes 
these new drugs via medical 
journal advertising, direct mail 
and personal calls by detail men. 

New Medical Products is de- 
signed to serve the doctor as a 
“full-time reference work” on 
new products. In a sample issue 
doctors were advised that this new 
publication “will make completely 
unnecessary much of the daily mail 
which now smothers you.” 


#® Only manufacturers buying 
space in the book will be repre- 
sented with their new products. | 
However, Hearst is banking on| 
the publication becoming so ac- | 
|ceptable to physicians that manu- | 
facturers will not be able to) 
afford to bypass it. 

One of the unusual features of | 
|New Medical Products will be | 
jrestrictions on “claim-and-boast” | 
jcopy. Advertisers will be required 
to present their new products in 
a straightforward, clinical manner, 
devoid of “excess words and 
excessive adjectives.” Dosage| 
recommendations, precautions in 
using the drug and possible side 
effects are all to be indicated by 
| the advertiser. 

To help advertisers keep to this 
format, the staff of New Medical 
Products will be available to man- 
ufacturers for consultation. 

New Medical Products’ $2,000 
page rate is the highest in the med- 
ical publication field. MD, monthly 
medical news magazine, has a 
$1,400 one-time rate, and the 
Journal of the American Medical 
Assn. charges $1,100 for a page. 

The new magazine will have an} 
'8 x 11” page size. 

Robert O’Malley, publisher of 
American Druggist, also will serve 
as the new magazine’s publisher. #' 


Four A's, ANA, 
Brand Names, AFA 


- Buck Outdoor Rules 


(Continued from Page 1) 
for their goods and services. Any 
unsound and unnecessary re- 
straints upon advertising,” the 


™~|Four A’s says, “can only have the 
-|effect of slowing down the eco- 
-|nomic growth and development of 
»*|the country and of injuring its 


economic health.” 


= The Assn. of National Adver- 
tisers, in urging reconsideration 
of the proposed regulations, points 
out that, as published, they “can 
be subject to varied interpreta- 
tion”; that “their practicality has 
been seriously questioned,’ and 
that “they will not achieve the 
objectives Congress contempla- 
ted.” 


s Brand Names Foundation em- 
phasizes in its brief “that vigorous 
brand advertising of consumer 
goods has much to do with the 
achievement and maintenance of 
America’s high production levels, 
as well as the uniformity and high 
quality of our products.” 


= Almost 100 letters had rained in 
on the Department of Commerce 
as the deadline approached. 

Most were from outdoor adver- 
tising companies, their friends in 
Congress and advertising associa- 
tions, which claim the draft pub- 
lished by the department last 
month is overly hostile to the out- 
door industry. Some are from “civ- 
ic’ groups which commend the 
department. 


LET ‘EM HEAR RADIO. 
SAYS DISSENTING ADMAN 

WASHINGTON, Sept. 26—The bu- 
reau of public roads had proof 
today that the advertising indus- 
try contains individuals who aren’t 
afraid to express themselvés. 

Among the letters received com- 
menting on proposals to control 
billboards is one from Frederic 
Henry, 115 E. 61st St., New York, 
who identified himself as “an ad- 
vertising professional.” 

“What with the vast media of 
communication devices now avail- 


lable to the nation’s advertisers 


and their agencies,” he wrote, “it 
is both morally wrong and eco- 
nomically unnecessary to litter 
any further the national highway 
systems with billboards and simi- 
lar advertising devices. 

“Our eyes are sufficiently dis- 
tracted...by all kinds of adver- 
tising,” he said. 

“Do permit our eyes some es- 
cape from it whilst motoring . 
as motorists, we can always be 
challenged by the radio advertiser 
should we choose to tune in.” + 


JOHN T. HOOLE 

Cuicaco, Sept. 24—John _ T. 
Hoole, 69, who retired two and a 
half years ago as western adver- 
tising manager of Automotive In- 
dustries, published by the Chilton 
Co., Philadelphia, died Sept. 20 of 
a heart ailment at his apartment 
here at the Pearson Hotel. 

Born in New York, Mr. Hoole 


jentered the automobile business|selling problems 


as a young man as a salesman for 
the old Overland car with a Port 
Chester, N.Y., dealer. In 1918, he 


(now a part of the Chilton Co.) 


on Automotive Industries. Two 
years later he came to Chicago 
as western advertising manager of 
the publication, One of his surviv- 
ing brothers, Harry Heole, is east- 
ern advertising manager of Ap- 
VERTISING AGE. 


Coty Names Robert Hull 
Coty Inc., New York, has ap- 


product development. 


_|plusses and sales values; 


Magazine Men 
Take a Look at 
Own Shortcomings 


(Continued from Page 1) 
zines from increasing their share 
of the national advertising dollar 
are: 


1. A_ feeling that magazines 
don’t move goods. 
2. The _ prevailing  slide-rule 


methed of evaluating media in a 
way that obscures the medium’s 
values. 

3. An “irrational yen” for tv. 


@ Today’s report on the study, 
aimed at getting “the straight 
facts on how our customers regard 
us,” concentrated on the “nega- 
tives” unearthed in lengthy inter- 
views with admen like Fairfax 
Cone of Foote, Cone & Belding; 
Arthur Porter of J. Walter 
Thompson; Jack Cunningham of 
Cunningham & Walsh; Vincent 
Bliss of Earle Ludgin & Co,; 
George Abrams of Revlon; Don 
Frost of Bristol-Myers, and Don 
Brice of Dictaphone. 


® Edward Von Tress of Curtis 
Publishing Co., also a member of 
the MAB committee, said: “A real 
belief in the value of magazines 
shines through all the interviews.” 
He added that the interviews 
showed “clearly that the oppor- 
tunities of magazines outweigh 
the obstacles facing them.” 

Both Mr. Carr and Mr. Von Tress 
said the virtues of magazines, as 
uncovered by the study, would be 
disclosed at a later date. 

An executive of the Nowland 
Co., D. Yankelovitch, called the 
feeling among agency men and 
advertisers that magazines don’t 
move merchandise, “the single 
most serious obstacle” facing the 
medium, 


s He said the impression among 
interviewees seemed to be that 
television sells goods and that 
“magazines provide the extras. 

“Magazine salesmen sell their 
editorial content, but not how the 
advertiser can sell his goods in 
their pages.” 

Mr. Yankelovitch outlined “nine 
major tools” to “start a new fire” 
for magazines. These were (1) a 
new inventory of case histories 
which stress the sales results 
obtained by magazine advertisers; 
(2) the use of new psychological 
research methods to show the 
relationships between editorial 
(3) a 
new emphasis on frequency of in- 
sertions in magazines; (4) a new 
method for evaluating media which 
can be integrated with the “slide- 
rule approach.” 


s Also, (5) a method whereby 
magazines may show that their 
pages are suitable for ‘demon- 
stration” advertising—which now 
goes largely to tv; (6) emphasis 
{on selling magazines in groups or 
|“patterns”; (7) tailoring maga- 
\zines to meet different kinds of 
and different 
|kinds of products; (8) starting an 
|information program aimed at 
| decision-making men in advertis- 


|joined the old Class Journal Co./|ing, and (9) launching a program 


for selling magazines better to 


'then in New York, as a salesman| dealers of manufacturers. 


s Kent Rhodes, director of man- 
ufacturing and distribution for 
Reader’s Digest, was named chair- 
man of MPA, succeeding Ford 
| Stewart of Christian Herald. Rich- 
‘ard E. Deems, exec vp of Hearst 
| Magazines, is the new vice-chair- 
|man of the group. Ralph H. Flynn, 
| president of Popular Science Pub- 


| pointed Robert M. Hull, previously lishing Co., was named treasurer, 
| with Warwick & Legler, director of | succeeding George Hecht of Par- 


‘ents’ Magazine. # 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
preceding publication date. Display classified takes card rate of $18.75 per column 


inch, and card discounts, size and frequency apply. 
A 


_ AVERAGE PAID CIRCULATION FOR 
POSITIONS WANTED 


RIESE 


6 MONTHS ENDING JUNE 30, 1958' 


HELP WANTED ' 
MEDIA DIRECTOR 


To work closely with plans group of me- 
dium-size agency located in pleasant col- 
lege town within 200 miles of Chicago. 
Must be a creative investigator and 
analyst able to write concise and force- 
ful reports backing up his recommenda- 
tions. Send resume including salary ex- 
pected and all personal data. Correspon- 
dence will be confidential—our employees | 
know of this ad. 
Box 1848, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite1302-4 


ASSISTANT MERCHANDISING 
DIRECTOR 


SPACE SALESMAN 


Newspaper space salesman, 29, 
Advertising Degree, seeks full 
time position with consumer or 
trade publication 
Box 1743, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEED HELP? 
| TELL IT TO 
Sweeney, Mary, well-rounded background 
| Excellent skills, references, experience 
| Creative. .can read, write, spell, think 


EDITOR-WRITER 

or Managing Editor 
Heavy experience, top advertising, sales, 
industrial magazines. Seasoned, creative 
reporter, feature writer, managing editor. 
| Trained speaker. 
salesmen, advertisers. Age: 35. Could 
take complete charge or No. 2 spot. But 
must have Al future. 

Box 1870, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Growing Chicago-based national maga- 
zine offers outstanding opportunity to ork i 
advertising or journalism graduate as as- $15,000 SALES PROM. MGR. 
sistant merchandising director. Some ex- | Age 30, employed, outstandingly success- 
perience preferred. Duties include copy, /ful at raising profits for 2 leading com- 
supervision of production, scheduling,| panies thru creative, well managed pro- 
follow through Progressive company motion. Experienced all phases direct 
with attractive fringe benefits. Will con-| mail, space media, field sales. Seeks 
sider Chicago area applicants only! challenging career position. 
Box 1867, ADVERTISING AGE Box 1871, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 480 Lexington Ave., New York 17, N. ¥. 
MOLENE PROMOTION CONSUMER GOODS 
_Public Relations | ° yrs. supervisory, sales prom., merch. 


Editors |sales exp. Versatile, desire NYC location, 
Copywriters vo Avg. Managers | 11) trove. Degree, age 33. 
Artists .....Media .....Production .....Service | Box 1872, ADVERTISING AGE 


“All is grist, which comes te our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
PRINTING AND PAPER BUTES OR MEDIUM SIZED COMPANY 
For large mail order company. Trainee or | weeq a man to head up your ad dept.... 
experienced. If trainee, must have graph-/| make it run efficiently and productively? 
ic arts courses. Excellent opportunity. | someone you can count on to give your 
State age, experience education, advertising the spark of creativity and 
earnings. leadership that will make it outstanding 

Box 1869, ADVERTISING AGE | (as judged by sales)? Then write in con- 

200 E. Illinois St., Chicago 11, Illinois fidence. I'm young (reaching for weak 
77 " 5 N ,;happily married, easy to get along wit 

pen ALL, aaa py | and ready to make a nen Se 
GEORGE WILLIAMS—PLACEMENTS 4 . = 7 “a | 

209 So. State St. HA 7-1991 Chicago alary in low 

ADVERTISING EXECUTIVE 

Mail order, men’s fashions experience | 


preferred. Must be able to write copy, | 
visualize layouts, develop catalog pages | JR. COPYWRITER SEEKS TO SOOTH 


“ HEADACHES OF “GROWTH” AGENCY 
pn agro Baw § “Facellent | Tense, nervous headaches due to exces- 
opportunity, with large, aggressive mail| Sive work need my special = 7 
order company. Ideal working condi- like a doctor's prescription. That is, 


‘ ‘ contain not 1 but 3 medically proven in- 
pe gpa nl aoe, OO iattarse pane gredients: 1) I relieve those dull mental 


aches by handling work overflow of se- 

Box 1868, ADVERTISING AGE |nior copywriters; 2) I calm jittery nerves 
200 E. Illinois St., Chicago 11, Illinois | by letting you concentrate on important 
EXECUTIVE & CLERICAL = and campaigns; 3) I’m economical 
EXPERIENCED & TRAINEE and won't upset your stomach. But the 
Publishers Employment |supply is limited and available in only 

469 E. Ohio St., Chicago, Su7-2255 one package: married—26—college—4 
ARTIST—Free lance. Busy small agency | Years in advertising. Better buy me to- 


‘ . ~{ P day! 
will provide fine office facility and good | 
work base. Layout and finished art. | Box 1874, ADVERTISING AGE 


DE 2-3396 for appointment. Chicago. 480 Lexington Ave., New York 17, N. Y. 


| 480 Lexington Ave., New York 17, N. Y. 
| ADVERTISING MANAGER FOR SMALL 


last 


from a big company 
| for excellent reasons. 
figures. 
| Box 1873, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING—MARKETING 
Dir. of Advtg., Cosmetics to..$40,000 | ADVERTISING 
Product Adv. Mgr, Cosmetics......to..$25,000 We handle your employment problem 


Market Research Dir, Cosmetics ......$18,000 confidentially and effectively. 


SHAY EMPLOYMENT AGENCY MARKET RESEARCH MGR. ...... $15,000 
55 East Washington, Chicago 2, Il. —_. ee. consumer 
accts. for ad agency. 
ADVENTEne CALSS MEDIA DIRECTOR ................ Open 


Here’s opportunity for young go-getter to Consumer account experience for 
take charge advertising sales for special- top level West Coast Agency. 


ized food trade publication; knowledge ACCOUNT EXECUTIVE .......... 

food distribution system desirable; BPA Exp. in appliances and industrial 

book; good circulation; straight salary; accounts. Exc. opportunity. 

Write all details to EY Sccvadektbes eee ane $13,000 


Chemical or agricultural bkgd. for 
agency. Exc. potential. 
AE 
Solid industrial bkgd. for highly 
rated Midwest ad agency. 
TECHNICAL WRITER 


Box 1882, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SALESMAN—EAST 
Established business magazine publisher 
interested in man of above average abil- 
ity who insists on earning above average 
income. Experience helpful but less im- 
portant than ability to sell and grow into 
managerial responsibilities. If you want 
opportunity more than fringe benefits 
tell us about yourself. 
Box 1885, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


We need another 
AGRICULTURAL 


copy and contact man 


The man we have in mind was 

robably raised on a farm . 

nows the difference between a 
steer and a stud horse . . . can talk 
and write intelligently about feeds, 
fertilizers, forage crops and farm 
machinery. Better yet, he’s done 
time at a good Ag school... and 
done it profitably. He has a knack 
of coming up with ideas... a reason- 
able number of them good. He can 
write good advertising copy . . . put 
together all the elements that make 


Marsteller, Rickard, Gebhardt & Reed, Inc. 
185 North Wabash Avenue, Chicago 1, Illinois 


Prefer chem. degree. Contact, tech. 
reports, adv. and publicity exp. 


B. L. CLEM 
Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


an advertisement produce good re- 
sults. And he knows how to get 
along with people . . . particularly 
clients. 


He'll be one of our Account Exec- 
utives. But he'll be aiming at a still 
better job with us. And, if he’s the 
right man, he'll get it whenever he 
is ready. 


If you think you fit this picture, 


write us .. . don’t phone. We'll keep 
it confidential. 


| You auto call SU 7-2257. Monday. Chicago 


Used to working with | 


Advertising Age, September 29, 1958 


| POSITIONS WANTED ! 
Bridge-blower, statue-breaker, grey flan-| 
nel suit-burner, head shrinker, infinative- 
splitter, TV director—offers words and | profitable 

ideas to ad agency, PR or films. 

| Box 1875, ADVERTISING AGE 


BUSINESS OPPORTUNITIES 
TO A TAX-CONSCIOUS PUBLISHER: 


operations and save $26,000 


lisher of Illinois corporation 


| __ 200 E. Illinois St., Chicago 11, Illinois Box 1816, ADVERTISING AGE 
Space Salesman Available | 200 E. Illinois St., Chicago 11, Illinois 
GOOD? YOU BET! FOR SALE 


Darn good in fact! Young-energetic. Good 
managerial ability. Years of success on Excellent Opportunity for creative man 
| both trade & industrial books. Chicago-| who can sell Mailing campaigns or can 
midwest area. Vet-married-lives on work! | procure letter shop work. Current volume 
Box 1876, ADVERTISING AGE approx. $45,000. Net 21%. Good idea man 
200 E. Illinois St., Chicago 11, Illinois | could easily triple volume. Good equip., 
‘ MARKETING-SALES EXECUTIVE — a good 
yrs. national consumer product exp. e age? 
29. B.S. Degree. Married. Will relocate Box 1880, ADVERTISING AGE 
Box 1877, ADVERTISING AGE | 200 E. Illinois St., Chicago 11, Illinois 
480 Lexington Ave., New York 17, N. Y. NEWSSTAND MAGAZINE TITLES 
| SALES EXECUTIVE 
| Profit-minded, cost conscious administra- 
tor with Big 4 mail order, sales, adver- 
| tising, personnel, and operating back- 
ground seeks a challenging opportunity | 
Chicago area where creative ability and | 
|}sound judgment can contribute to Com- | 
pany growth. 


DIRECT MAIL SHOP 


tive group for publishers, printers, back- 


ers. 
Box 1881, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


Box 1878, ADVERTISING AGE SHARE OFFICE 53rd nr Mad. Trav. pho- 
| _ 200 E. Illinois St., Chicago 11, Illinois tog. has large air cond space ideal for 
| ARTIST, 10 yrs. exp. Responsible for severe. AD & anes Se ee Tete | 


|time sec. avail Chas. Retkin 13 E 53rd 

| NYC P1-3-7464 

FREE TO VARITYPER USERS 
“BASIC 25" TYPE FACES FOR THE 

Clean look. Illust. Type Bargain. Guar. 

Save 67%!! J. M. Martin, Dept. A, Adamm 

Ce., 14% Theriot, NY 60, TA 8-8659. 


finished art/lettering/spots; thoro. know]. 
| production, sketches. Diversified back- 
| ground includes boxes & food prod. 

| Box 27 R 136, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
ACCOUNT EXECUTIVE OR AD DEPT. 
Eight yrs. exp., 5 with agency as AE, 
Diversified backgr., strong automotive. 
Heavy Sales Promotion & Field Mar- 
| keting Work; very familiar with Deep 


PUBLICATIONS MGR. 
FEE PAID to $12,000 


;|South & its marketing problems. Top j 
, Degree Pref. plus good Tech. Writ- 
| References, Single, Age 27, col. grad., ing background in Electronic Field 
fe ay employed in Atlanta, Ga., will —must have knowledge of Editing 
| relocate. » 2 
| Box 1879, ADVERTISING AGE mupeeaneton Ast Lapeut. 
200 E. Illinois St., Chicago 11, Illinois P. Boyd Bennett Assoc. 


. 1800 Commercial Trust 
Philadelphia, Penna. 


| Artist-Art Dir. Vac-formed plastics-card 
| board displays. Roughs-some finish. Relo. 
Box 1883, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Tom Browman Production Mgr. of The 
|Mayers Co. wishes to announce that he 
| will be “at liberty” Oct. Ist. For exlent. 
|references re: this top flight 4A agency 
P M contact Mr. Johnson, DU. 8-2111, L.A. 
MANAGER OF 15,000 CIRCULATION 
SPECIALTY MAGAZINE 
seeks new opportunity. Five years expe- 


NEED A MARKETING PRO? 


Advertising manager of multi- 
product grocery firm wants 
challenging, long-term oppor- 
tunity with advertiser or agency. 


rience in all phases of magazine pub- 
lishing, with considerable accounting Broad packaged-goods experi- 
ability. Proven capabilities in organizing 


ence in advertising, sales, mer- 
chandising, promotion. Strong 
on plans—good team player. 
Married, in 30’s, A.B. Box 247, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


}a rough operation. Age 28, will relocate 
anywhere. 

Box 1884, ADVERTISING AGE | 

480 Lexington Ave., New York 17, N. Y. 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. | 


W. H. LONG 5347 N. SANTA MONICA 


] 
| 
MILWAUKEE 17, WIS. * WOODRUFF 2-6100 | 


aw, unleash 


Fine, Fast, Fairly Priced Photography | 


pic 


Photographers. 
DEARBORN 2-1062 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL | 


trained agency cat 
parrs on contact 

copy with a bite init 
eats up Geld marketing 
20- married -twe cubs 
lee 

26 p'tree circle ae, 
atlanta $, georgia 


To A Successful 


PACKAGE GOODS AD MAN: 
Rare Opportunity To Make The Big Move! 


Our target is a top flight practitioner with a solid package goods following. 
The man we seek may not be actively seeking a new spot, but we are pre- 
pared to make an offer compelling enough to win his interest. 

We're a New York agency in the 5 to 10 million category, profitable, 
well-managed, highly regarded. Our accounts are top grade but we recog- 
nize the need for more package goods balance if we are to grow bigger,— 
faster. We have the creative and marketing talent in abundance and need 
only a package goods bridgehead to move swiftly ahead. No doors are 
closed, even partnership, if the immediate billing you can contribute is 
important enough. In any case, the opportunity is a rare one. Please be 
assured that your letter will be held in strictest confidence. Box 246, 
ADVERTISING AGE, 480 Lexington Ave., New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


ADVERTISING EXECUTIVE 


Wants to help push a company going 
places. 12 years experience—merchandis- 
ing and marketing industrial and con- 
sumer products. Presently employed as 
advertising and ass’t sales manager. Cre- 
ative thinker—cost and result conscious 
administrator. Age 37, married,  * 
degree. Chicago area only. Box 249, AD- 
VERTISING AGE, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


@ The Four Sixty-Five’s BULL PEN 
is dedicated to the 
advertising, newspaper, radio 
and Cteaqeren ingusiten. 


We feature: Generous martinis and 
é other fine beverages, large 
; steaks and wonderful sea- 
food dinners. Service to meet S 
the tightest deadline. @ Rooms for Private Parties 
e@ specialize in dinners 
4G 5 Lexington Restaurant LEXINGTON AVE., BET. 45th AND 46th ST., N.Y. 


|conceived, developed, produced by crea- | 


You CAN add our $50,000 tax-loss to your | 


cash. Full details from ex-magazine pub- | 


location, near loop. | 


NON-NEW YORK 
AGENCIES 


with TV originations of commer- 


cials (and perhaps programming) 
from New York: We are equipped 
to supervise your New York “live” 


commercials. We are also avail- 
able to participate in all phases of 
radio- commercial creation and 
production for you. Previously 
with top New York 4A agencies 
in key broadcast capacities. Not 
only now ropes but helped in- 
stall many of them. Reasonable 
fees. Box 248, Advestens Age: 
480 Lexington Ave., N.Y. 17, N.Y. 


Our 47th Year 
ACCOUNT SUPERVISOR, top- 
bracket food account. Mktg.- 
type ad man, heavy in food. 
To about 45. 
P.R., Industrial. Agency 
COPY TESTING. Must know 
all methods, adapt skillfully, 
have dealt with rating services. $12-13M 
TIME BUYER, major agency & 
account $8,500 
PRODUCTION, prom. materials to $8,400 


GLADER CORPORATION 


Don Harris, Dir. Adv. Di 
110 S. Dearborn CE 6-5353 


to $35M 


Pus 
Chicago 


PUBLICATIONS 
OUT OF THE WEST COAST 


Business, professional, hobby and special 
interest publications — nationals 


67 NEW CUSTOMERS 
ained by one company this year, directly 
rom our custom sales magazines. Cost, 
under $100 monthly. These popular book- 
lets entertain as they advertise. Published 
under your name, they make new friends 
for you, while keeping the old. Exclusive 
rights. Write (business stationery) for 
facts, sample. 

RADSTONE PUBLISHERS 
4200 W. Burbank Bivd., Burbank, Calif. 


NO DUPLICATION—QJUST 
NORTHWEST CIRCULATION! 
We don't cover California. 

Just Wash., Ore., Idaho, 

B.C. and Alaska. 

Circ. 30,000—low rates. 

— 26 YEARS OLD — 

New owner . . . new formula 
Now fashioned ofter Sunset. 
Gardens, homes, interior decor., 
furniture, food, travel 
and CULTURAL NORTHWEST 
See Standard Rate & Data. 

West Coast Rep. McDonnald Thompson 
A Peter Wocd Publication 
NORTHWEST GARDEN & HOME 
1715 RAVENNA BLVD. 
SEATTLE 5, WASHINGTON 


8,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 
SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 
Agency Commission 
1925 Wilshire Bivd., Los Angeles 57, Calif. 
Frank M. Cohen, Adv. Mgr., HUbbard 3-1581 


World’s No. 1 Sports Car Bi-Weekly 


WRT 
Yuons 


P.O. Box 1127, Culver City, Calif. 
Data, sample copies on request 
a Top U.S. Sports Car Market! 

ead by Dealers, Fans, Drivers, etc. 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write Irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (DUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) Is now off the 
press. 


WESTERN AGRICULTURE IS “» 
on Sorvialingd 
LIVESTOCK / DAIRY / CROP PRODUCTION 
You con SELL to each specialized group or te afl three thru 


FARM MANAGEMENT 
WESTERN DAIRY JOURNAL 
WESTERN LIVESTOCK JOURNAL 


Reach 10,000 Restaurants 

Your only wr to get Concentrated Cover- 

age of S. California's Fastest Growing In- 

dustry. 2nd Largest Dollar Volume Area In 
Ou! . Buyers-Owners-Managers. In- 

cpicies invited from Agencles-Advertisers- 

la Reps. 


RESTAURANT SERVICE MAGAZINE 


1357 W. Temple St., Los Angeles 26, Calif. 
WE 9-8360 
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Worthington’'s 
Feldmann Sees 
Two Booms in ‘60s 


(Continued from Page 2) 
will be flexible in product and 


policy to meet whatever changes | 


the economy may impose.” 

Mr. Feldmann explained that 
Worthington has completed divi- 
sionalization and has given every 
division general manager almost 
literally the prerogatives of inde- 
pendent operation, reporting to 
the company top management 
through a group vp. Each is now 
operating on a five-year projec- 
tion of profits, costs, product de- 
velopments, plant facilities, per- 
sonnel requirements and other 
variables to give top management 
a clear picture of what each di- 
vision expects. This is up-dated 
each year, so that five-year divi- 
sional projections are always cur- 
rent for evaluation. 

Adoption of a new trademark, 
a massive W in white and red, 
Mr. Feldmann pointed out, “is 
part and parcel of the new trend 
at Worthington.” It will replace 
the 73-year-old scarab. 


® A special advertising campaign 
to introduce the new trademark 
will break Sept. 24 in 12 news- 
papers and in Business Week and 
Time Sept. 27. In addition, there 
will be a_ special direct mail 
campaign directed to customers 
and suppliers; signs on all of the 
company’s plants, trucks, machin- 
ery, ete., as well as letterheads, 
bills, contracts, etc., will be chang- 
ed. New logotypes and copy will 
also be used in the company’s 
regular product advertising which 


. f< "sseeetl 
erty 
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This is our new’ corporate face 


WORTHINGTON 


| 


WORTHINGTON’S NEW CORPORATE ADVERTISING—Worthington Corp. will 

break a special campaign Sept. 24 in 12 newspapers and in Business 

Week and Time Sept. 27 to introduce its new trademark and stress 

its new decentralized operations. Needham, Louis & Brorby is the 
agency. 


with marketing is one of the most 
promising features of the new 
Worthington marketing approach.” 

Hobart C. Ramsey, board 
chairman, told the meeting that 
Worthington’s capital expendi- 
tures in 1957 amounted to $6,- 
344,330, and that expenditures 
are continuing at a high level in 
1958, with emphasis on further 
improvements in productive ef- 
ficiency rather than on physical 
expansion. Research and develop- 
ment expenditures, he said, are 
continuing at the rate of about 
3% of the sales dollar. + 


Roy Rogers Sets 
Yule Drive for 
Licensed Wares ss ; 


(Continues from Page 3) ing,” Mr. Schruth said, “is a bit 
in its fashion show, the company|more status with the consumer 


Put More Research 
Money into Consumer 
Studies, Says Schruth 


(Continued from Page 2) 
interests.” 

He suggested that one way to 
sell the new market and consumer 
is through “integration” of adver- 
\tising with other “components of 
marketing mix.” 

“Today there’s too much waste 
—in money and impact—sneaking 
around the flanks of the various 
marketing functions. Advertising 
has to be thoroughly anchored on 
the sales effort, solidly tied in 
with merchandising. 

“In short, we need more coordi- 
nation. We need to strike with 
full impact and not commit our 
marketing forces piecemeal and 
dribble away the advantage.” 


is currently running in 100 dif- 
ferent magazines for 17 product 
lines in the U. S. and abroad. 

Needham, Louis & Brorby is 
the agency. 


M. E. Ziegenhagen, advertis- | 


ing and marketing promotion 
manager, told ADVERTISING AGE 
that in line with the new pro- 


gram Worthington’s advertising 
budget has been increased about | 
6%. 

Mr. Ziegenhagen’s department 


| racial 


used the children from the inter-|than we enjoy today. It’s expen- 
school—and in exchange|siyve and extravagant to produce 
for the modeling services made a| advertising and then have even 
donation to the school covering|ogne consumer discount the mes- 
the cost of construction and fur-| sage because a minority fouls the 
nishings for a new recreation hall.| air with misleading claims and 
Following the fashion show, the | unjustifiable superlatives, or plain 
children, teachers and guests ad- | paq advertising.” 
journed to Madison Square Gard-| Citing recent cases of “bait ad- 
en for the opening of the Rodeo. | vertising” involving movie and 
toothpaste advertisers, Mr. Schruth 
= Expected to stimulate further|told the meeting these cases are 
interest in the Roy Rogers label | typical of problems caused by “mi- 


|'NADA Sets Study Aimed to 
Raise Selling Standards 

| The personnel relations commit- 
|tee of the National Automobile | 
Dealers Assn., Washington, has re- 
|tained Science Research Associ- 
| ates, Chicago, to conduct a nation- 
|wide study of automobile sales- 
men. Frank Collord, chairman of| 
the NADA committee, said the 
study is being undertaken “to ele- 
|vate standards of selling in the) 
| automotive industry, and by SO | 
doing, to boost the over-all sales | 
of the nation’s franchised dealers.” 
Mr. Collord said that the com-| 
pleted study will assist dealers in| 
selecting, hiring, training and) 
evaluating salesmen. 


West Germans Take to TV 
Four out of five West German 
households own radios, and one out 
of 10 have television sets, the In- 
stitute of German Industry, Frank- 
furt, has reported. The institute) 
said there now are more than 1,-| 
760,000 tv sets in West Germany. 


93 
VAC Adds 145th Member 


The Wisconsin Beverage Journal, 
published by Zien Enterprises, 
Milwaukee, has subscribed to Veri- 
fied Audit Circulation Co. Circula- 
tion of the magazine is 7,000. It 
is the 145th publication subscrib- 
ing to VAC. 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 
Let Marie handle your complete 
mailings — including addressographing, 


addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Leer Sup Ie 


431 S. Dearborn St. + Chicago 5, Illinois 


coupon below and see for 


You get 


S57e— —KING-SIZE 

Fan Vy _ 

+4 ACTION 

Lily DING , Sp trom a 
GIIIK @ low-cost 


classified ad 
in Ad Age 


The secret, of course, is that your ad can cost as little 
as $5 per week — yet it’s read by almost 150,000 top 
marketing men. If they like what you offer — you'll 
get a fist-full of replies. Risk a few bucks with the 


yourself. 


has recently changed its title to this fall are the release of 27/nority elements” in the advertising 
advertising and marketing pro-| Roy Rogers moving pictures for | business. 
motion. It was formerly the ad-|first-run tv showings on 144 sta-| “There is a 


Use This Space to Print or Type Your Classified Advertising Message 


small minority 


vertising and sales promotion 
department. 

To understand the change, he 
pointed out, it is important to 
note that, “since 1952, Worthing- 
ton’s advertising and sales pro- 
motion functions have been close- 
ly centralized for purposes of 
policy and top-level coordination 
while at the same time, achieving 
an exceptional degree of decen- 
tralization in terms of day-to-day 
operations with the _ individual 
businesses or divisions of the cor- 
poration. 


s “This decentralization,” he 
said, “was effected by reshap- 
ing the advertising organization 
around account managers who 
were oriented not to advertising 
functions, but to product-market 
opportunities. This motivated 
these men to become able pro- 
motional ‘generalists’ rather than 
functional specialists. Since 1952 
they have achieved a working 
penetration of the operating divi- 
sions that, we believe, is unusual 
in advertising. 

“In short,” Mr. Zeigenhagen 
said, “the reorganized advertis- 
ing department now works to pro- 
vide extra ‘eyes and ears’ for 
the company’s new product and 
marketing planning department 
as well as other units of the 
marketing division. 

“Best of all,” he added, “the 
new arrangement is working. This 
close integration of advertising 


|tions; the star’s participation in 
|six live tv spectaculars (one in 
‘eolor) sponsored by Chevrolet; 
the release of 100 Roy Rogers 
half-hour tv films sponsored by 


Nestle’s Quik; and a series of 
personal appearances at_ state 
fairs across the country, plus 


the two-week rodéo at Madison 
Square Garden. + 


Bayuk Cigars Appoints 
Noble-Dury for South Ads 


has named Noble-Dury & Asso- 
ciates, Memphis, to handle all ad- 
vertising in the South for its com- 
plete line of cigars. Greenhaw & 
Rush, Memphis, previously han- 
dled the business, which bills 
about $200,000. 

Richard H. Jacobs, who was ac- 
count executive for Bayuk at 
Greenhaw & Rush, has moved to 
Noble-Dury in the same capacity. 
|Feigenbaum & Wermen, Philadel- 
phia, which has the lion’s share 
of Bayuk, is not affected by the 
switch. 


Magazine Goes Pocket-Size 
Travel in Fashion, New York, 
|quarterly published by Jack Win- 
iter, has changed its format to 
| pocket-size, effective with the cur- 
|rent fall issue, and has increased 
its circulation guarantee to 400,000 


and broadened the editorial con-| 


| tent. Advertising rates remain un- 
' changed. 


Bayuk Cigars Inc., Philadelphia, | 


which manages to cloud the issues 
and occasionally confuse the pub- 
|lic. Like a school of squid, they 
pollute the good work of the vast 
| majority of really honest adver- 
| tisers,”’ he declared. 

| Mr. Schruth suggested that one 
|way to squash squid is for the ad- 
|vertising business to maintain 
|joint public relations projects to 
|inform consumers of the work the 
jindustry does in the public inter- 
| est. 

“It costs as much to support a 
|vice as to support a family,” he 
|said, ‘We must get all advertising 
irespectabie—and then all adver- 
tising will be less expensive to| 
support because it will be more | 
effective—and more believable.” + 


Badger & Flanagan Changes | 
‘Name to John Flanagan Co. 

| Badger & Flanagan, Chicago, 
| media representative, has changed 
its name to John C. Flanagan Co. 
|following the departure of John 
|M. Badger to join Suburbia Today 
by western advertising manager 
(AA, Sept. 22). Mr. Flanagan will 
continue to operate his office at 
|35 E. Wacker Dr. 


| 
| 
j 


Matlin Joins Klemtner & Co. 

| Nathaniel A. Matlin, formerly a 
| group leader in research and prod- 
uct development at Rohm & Haas 
Co., has joined Paul Klemtner & 
Co., Newark agency, as an account 
| executive. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 


order. Figure all cap 


per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


ne gpd Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


lines (maximum—two) 30 letters and spaces 


1 am enclosing $ 


1 State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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Buick,McCann, BofA 
Hassle Over Research 


(Continued from Page 1) |part in advertising THE CAR,” | 
port No. 2.” It was dated Aug. 23,/the document said. The tv lead) 
1958, or about three weeks before | would be eight Bob Hope spectac- 
announcement time. It reported|ulars, Wells-Fargo, and. eight! 
that Buick would use five media: |half-hour “Buick Action Theater” 
Newspapers, television, magazines,|dramatic film shows on Friday | 
outdoor and radio. It said the “an-|nights from Aug. 22 to Oct. 10.) 
nouncement advertising” will be 
bigger than ever in all these media. 
It said that newspapers, television 
and magazines would get the most 
concentration. 


| 
| 
| 
| 


® Now, the announcement copy) 
promised for mewspapers was 
spectacular, a spread of a page 
and three-quarters in the top 25, 
markets, and a page in the other | 
s But it went on to report, on the leading markets, and representa- 
basis of Advertest Research fig-|tive size ads in 4,000 U.S. news- | 
ures, that 59% of Buick shoppers | papers. “We will use every) 
said tv advertising stood out most|nmewspaper used in the past—| 
strongly in their minds, against |covering every Buick dealer point. 
12% for newspapers and 29% for|in every county in the U.S.!,” the) 
magazines. Further, 54% said tv | document said. 
But the use of the research | 
figures, and the limitation to “an- | 
nouncement” copy, made newspa- | 

oat sugestea? | pers extremely unhappy. Publish- 
oo ers picked up the brochure from | 


|dealers. They called their represen- | 
| tatives. The representatives called | 


the Bureau of Advertising and ~ 


What kind of advertising ... 


st9°08 Ow? Gd the moet te 


, Newspaper Advertising Executives 
a | Assn. 


| 
® The Newspaper Advertising | 
Executives Assn. unfurled its) 
‘opposition to the McCann research | 
figures with an “open message to) 
every Buick dealer” signed by | 
Charles B. Lord, NAEA president, | 
which was mailed to all NAEA 
member newspapers. 

In a covering letter, Mr. Lord 
‘told newspaper advertising man- 
agers: “Here’s an urgent reason 
to put our newly-established grass 
roots ‘Total Selling’ strength of 
15,000 to work at once. 

“Several Buick dealers have 
given to NAEA members an Aug. 
® Coupled with this information |23 bulletin called Buick Advertis- 
was a cost comparison § by/ing and Merchandising Report No. 
McCann-Erickson, which showed | 2,” Mr. Lord wrote. “This report 
radio (five-minute participation|is filled with questionable data 
plans) reached 1,000 adult listeners |and research analysis. NAEA of- 
for $1.09, tv (half-hour programs) | ficers feel we should not permit 
for $4.28, while 1,000-line news-|the unjust picture of newspaper 
paper ads cost $10 per 1,000 noters|audience, impact and costs that 
and a four-color magazine page|this report presents to remain | 
cost $5.11. unchallenged. 

In consequence of the “effec- “The attached letter and mate-| 
tiveness of television with Buick /| rials should be taken to all Buick | 
prospects and its low relative cost|dealers. You or your national | 
of reaching people, you can see|manager should make these calls. | 
why television will play a big'Show every Buick dealer in your} 


Cc 
NEw SPaPER MAGAIINE 
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PRO-TV—Another McCann-Erickson 
chart sent to Buick dealers assert- 
ed tv excelled both newspapers 
and magazines in memorability 
and in building interest in Buick. 


did the most to interest them in 
looking at a Buick, vs. 18% for 
newspapers and 28% for maga- 
zines. 


Advertising Age, September 29, 1958 


_ COST COMPARISONS AMONG MAJOR MEDIA, 1956 


(based on avg. cost of reaching 1000 adult noters) 


#1000 MOST “EFFICIENT” 
co PUBLICATION O8@ 
PROGRAM 
#511 
mt 1428 
READERS yi* 
384 Ipicest NEWS 
Me WELLS FARGO 
* $109 284 
ocr i 
MAGAZINES RADIO TELEVISION 
Page 4 color 00 line ad 5 Min Participation Plans Ye Hour Program 
(NoTeR) (LrSTENERS) (viewer) 
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Cost and Audience Comparisons: Newspapers vs. TV 
Source: Bureau of Advertising, ANPA 


Typical 1000-Line Newspaper Ad 


Typical TV Network s hour evening program 


cost $84, 000 COST $84,000 
HOMES READING ROMES 

NEWSPAPER -- VIEWING 

CIRCULATION 30,899,000 PROGRAM 7,854,000 
PERSONS READING PERSONS 

TYPICAL NEWS- VIEWING 

PAPER PAGE 34,869,000 PROGRAM 12,959,000 
COST PER 1000 $2.42 COST PER 1000 $6.48 


DIFFERING COMPARISONS—Shown above are two sets of media com- 
parison figures. The bar chart at the top, prepared by McCann- 
Erickson and sent to all Buick dealers, is what started the hassle; 
underneath it is the Bureau of Advertising’s rebuttal, prepared by 
Dr. Howard D. Hadley, research vp of BofA, and forwarded in a spe- 
cial memo to Charles B. Lord, president of the Newspaper Advertis- 
ing Executives Assn. Mr. Lord sent the memo, plus “an open message 
to all Buick dealers,” to all NAEA members, urging them to contact 
dealers in their respective areas and present their side of the picture. 


market this ‘open message’ and 
review each one of the points in 
the message with him. 


s “Leave a ‘special memo’ and 
the ‘9 Reasons Why’ folder with 
him. Then go on to the next Buick 
dealer with the same copy of the 
‘open message,’ and another copy 
of the ‘special memo’ and folder 
as leave-behinds. 

“Please fill out the form below 
listing the dealer’s name, address, 
time of call and general comments. 
Then mail to Bob Pace, NAEA, in 
Danville, Ill. A valuable advertiser 
relationship of 55 years is seri- 
ously jeopardized by that report. 
You can do no more important job 
for newspapers than going right 
out and clearing up inaccuracies 


\in the report with your Buick 


The Four Protagonists in the Buick Hassle 


Charles B. Lord 


Marion Harper Edward T. Ragsdale 


|30-minute evening 


dealers.” 


a The “special memo” referred to 
by Mr. Lord was a cost and 
audience comparison study of 


|mewspapers and television pre- 
|pared by Dr. Howard D. Hadley, 
|research vp of BofA. The “9 Rea- 
|sons Why” mentioned by Mr. Lord 


was a folder containing nine 
reasons why newspapers can do 
the best selling job for Buick. 

In the cost and audience com- 
parison of newspapers and tv 
prepared by Dr. Hadley the BofA 
research chief made the following 
comments: 

“These comparisons show that 


la typical newspaper page reaches 


34,869,000 adults (19 years and 
over) as compared with a typical 
tv network 
program reaching 12,959,000 view- 


| ers. 


“Any logical and reasonable 


|reduction of the total audience to 


the number of viewers or readers 
of the advertising message will 
still show newspapers are more 
economical than television. 

“This is only a fraction of the 
data we have to demonstrate 
that, by far, newspapers are the 
nation’s best buy per advertising 
dollar of expenditure.” 


# The Bureau of Advertising’s 
attack was spearheaded by Charles 
Lipscomb, president of the BofA, 


Baia tent 


ee 


| who went to Detroit for a session 
with Edward Ragsdale and Edward 
|Kennard, general manager and 
general sales manager, respective- 
ly, of Buick. 

What was said at the meeting 
is unknown, though it is believed 


in the controversial brochure that 
says that “experience has proved 
that a new model is positioned in 
the public mind as ‘hot,’ ‘cold’ 
or ‘luke-warm’ during the first 90 
| days of its life.” The point being 
that media differences might be 
better aired after a 90-day hiatus. 
Regardless of what was said, how- 
ever, an agreement was reached. 
This agreement was pointed up in 
a telegram sent early last week by 
Mr. Lord to all NAEA members. 


® Here’s the text of Mr. Lord’s 
wire: 

“Bureau and NAEA officers ur- 
gently request that you postpone 
contacting Buick dealers until we 
work out with Buick and Bureau 


the Buick brass pointed to the line | 


research and marketing groups a 
| statement that is mutually agree- 
‘able as to comparative costs and 
|impact of newspaper advertising 
| vs. competitive media. Today in 
Detroit Charlie Lipscomb, of the 
Bureau of Advertising, met with 
|Edward Ragsdale, general man- 
ager, and E. Kennard, general 
sales manager of Buick, to start 
work immediately on this job. As 
soon as possible the statement 
which is to be prepared will be 
mailed to all Buick dealers and 
newspaper people. This job may 
take a month or two to do. 

“We do not want to take any 
chance of doing damage to the 
enthusiasm or spirit of Buick 
dealers during their vitally impor- 
tant announcement period. In this 
announcement campaign, news- 
papers get more money than any 
other medium. 

“Under these circumstances, we 
all believe we should postpone 
this grass roots selling contact 
with Buick dealers [until] we can 
make a positive story with the 
new figures. 

“Now, as always, we want to do 
everything we can to help Buick 
be successful through newspaper 
advertising and any other support 
we can give.” 


® Meanwhile, Buick had been 
doing a little snappy regrouping 
itself. On Sept. 16, while news- 
paper brass were still clustered in 
New York at the r.o.p. color con- 
ference, Buick’s director of mer- 
chandising, R. B. Cogswell, fired 
off a terse telegram which was 
both shrewd in providing answers 
to newspapers, and advised some 
vigorous counterpunching: 

“This is the week all the selling 
guns are in place,” he said. “The 
barrage has started. Best of selling 
to you. Make every one of our 
advertising dollars work hard and 
pay off in sales for you. Remem- 
ber, we are investing more dollars 
jin more places than ever before 
at any announcement. Here’s the 
run-down for announcement time. 
Newspapers get the most money 
of any medium. Newspapers are 
our biggest investment, bigger 
than the 1958 announcement. 
Every dealer point everywhere 
will get newspaper coverage. Tv 
is second with a good solid belt of 
Bob Hope and Wells-Fargo. Big- 
gest magazines Buick ever ran, 
|plus radio, plus outdoor. It’s the 
| biggest you’ve had in years. 
| 
|s “You can expect visit from local 
|mewspaper representative selling 
|}hard for more Buick space. Tell 
| him the only way he’ll get more 
| is if you sell more 1959 cars. 
| Start by selling him one. He owes 
you the business because you have 
| been one of his biggest customers 


Following is the text of the orig- 
inal message that Charles Lord, 


However, only a handful of these 
messages reached their destination 
as both NAEA and the Bureau of 
Advertising decided on a 90-day 
moratorium in their rebuttal of 
McCann-Erickson figures favoring 
tv. 

“You have been a good friend 
of daily newspapers for over 50 
years. We prize this fine business 
relationship, and would be doing 
a disservice to you, your factory 
and ourselves if we didn’t call the 
following matter to your attention. 

“Many dealers recently turned 
over to us Buick Advertising and 
Merchandising Report No. 2. This 
report outlines some of the think- 
ing behind the advertising plans for 
your 1959 Buick. We feel it repre- 
sents a serious threat to the con- 
tinuation of your all-important 
newspaper advertising program. 
To be specific— 

“I, Some of the research quoted 
in the report gives a questionable 


president of NAEA, advised mem- | 
bers to take to their Buick dealers. | 


Text of Lord’s Message to Buick Dealers 


|interpretation to important mat- 
| ters. 

| “IT, The facts used in comparing 
tv and newspaper costs are par- 
ticularly questionable. 

“1. These facts were supplied by 
an outside source. 

“2. Cost comparisons for reach- 
ing 1,000 ‘noters’ seemed to prove 
tv costs less than newspapers. 

“3. We can demonstrate that 
newspapers will deliver more au- 
dience per advertising dollar than 
tv. You can read the full details 
in the special bulletin we will 
leave with you. 

“III. You want to come up with 
a sales winner in 1959, and so we 
suggest you take the following 
steps: 

“1. Check your factory repre- 
sentative in regard to what plans 
they really have for continuous 
newspaper advertising. Is it at least 
as much as last year? 

“2. The ’°59 Buicks will be all 
new. You have a news story to tell, 
and the natural place to tell it is 
in the news medium—the daily 
newspaper.” + 


Aa ie a % ae, ‘ ~ al a ay eee bt = -. 7 at es (aot 
ag ‘ tke earl ‘ aA aN “i ee ide a. oes ' a ; ie “i S ane: , = 
ee oh he pane a. Pel Apes amet eh Fee <3 alo. ae iar ert mia “1S ee ae cea < + : Ne sine eee cage ” 2 ; Eat 
Py i : : nae co : Soe Ve ne care a een any . %, ee ies i ¥ ae Se at on te en a “ me 
ee . ee Re dh eter Re rN ye ‘ or” ev ‘ 7 a pee Teak, Bit nee “NaS teat a a wee ee a 
2 : . Wa: 
a ~ 
rig | 
he 
ae 
ie . 
ae . 
ay 
* x »! 
ae SS a 
; : 
oe 
as 
s 
2 
a 
a ' Po 
MG te a 
tiie | 
a 
Lh 
a 
a 
oe 
nt 2 
oe: 
ae 
qe Po = 
ae : 
4 
: 
‘ai ee 
"eae 
Fe 
ae — - . . 
. gee Ta : a 
Nt: , P calle . A 7 ns 
2 om ' ae f 
: 7. — —F ee aa 
te . _—— : te ~~ | 
eae r “Tee a ee 
Es 4 a 5 = yy ks %, 
wid y - BS sea — 2° —— . “en 
a | F i tee ‘ PO 
a8} ; ee a seat : 
a ee a Aha 2 4 Be P31. -7 
= | r = 3 4 - : i ¥ Po 
on 4 & q oil d ~e i Ths 
tS oe E & 4 3 — ; as 
ai ae fy ~ “a = _ 2 
oe ee ; 7 es ‘ “oe a j y ie. 
i MN . h : Be — oe % 
ta  e.: : F > al — 5 4 
. ah oo 4  . . - a 
: q a \ J P nN a 3 
ie & P Po 
aA Charles Lipscomb 
ae 
ie a ee he Die, et oa ir , 
e . oan : dad a a ‘ a 
os Fie <g Sad es 4 * taal 
‘ { a ast a , eee ten: 
r ee sl a se Z. - ro ne biz ‘ 
: — — Ge “2 ) 
: o ; ae —_ A Sey. ss Pi is 
| : Rie. See 
: "iin. —_— .! enrpgeais.e 
es * a ey mah oe 7 - easel 
F Sy a ate * ° a 7 ; ib 
Ps me . —— Fo eae 
ve: nm : ree X : — ae % 
Pe ‘ee i pi 2 ar ae 3 sa 
Wee Bee oa . sy menos tH 1 % 
a EM -s £# a ‘ ; me os hes a 
ks eS uit fee Bask. . a a thw 
"i a ae ee st eee 
com - i on ae ay Bois one 2 
ee ’ a i er aes rilaeiriRtil 
on = ey 3 % tose Ri 
f Re | | 
t 
4 
k. | 
7 ee ae : ae dag I at Seige ee eM? eka = s ob : bit peel ar Pe - Ree a aa 2 y Ti, ee a = ~ a gaty G- ete ie 


$$$ $< ——ae 


THE CAR—Outdoor Advertising Inc. says that posters like this rep- 
resent a “fourfold expansion over last year’s” use of outdoor by 
Buick. McCann-Erickson is the agency. 


for years. Have him show you 
detailed picture of what he in- 
tends doing about local merchan- 
dising and promotion for you and 
for Buick. Good luck—it’s the 
week of the year.” 


= It 
men everywhere view the Buick 
situation as symptomatic of a 
serious situation in automotive 
advertising. Over-all, the Big 3 
auto makers alone—Ford, Chry- 
sler and GM—account for about 
15% of all national newspaper 
advertising, but for many a small- 
er paper automotive accounts for 
from 40% to 60% of its national 
linage. 

If the Buick-McCann pattern 
could be translated as some news- 


Buick Estimates 20,000 
Cars Sold First Two Days 

FLINT, Sept. 24—Edward _ T. 
Ragsdale, Buick division general 
manager, estimated Monday that 
Buick dealers sold 20,000 new cars 
during the first two days the 1959 
model was on display. 

Buick was the first one to show 
its new models this year, with 
sales beginning Sept. 19. 

“Our dealers had about 13,000 
new models in stock for the an- 
nouncement, and many reported 
they were completely sold out by 
Monday,” Mr. Ragsdale said. + 


paper men were translating it: 
Newspapers for announcement but 
television for: the brunt of the 
program, and a short newspaper 
list after announcement, and if 
this pattern were to gain accept- 
ance in automotive circles, 


would be tremendous. 

Therefore, no matter whether 
the newspaper men keep their 
peace, or whether a conciliatory 
statement ultimately comes from 
the BofA and McCann-Erickson 
and Buick, many newspaper men 
will watch the forthcoming ad- 


vertisements of the 1959 model ! 


year fearfully. + 


Johnson Rejoins Bristol Labs 
as Marketing VP 
Victor T. Johnson has been ap- 
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BUICK 59 


U.S. Power Agency's | 


Last Minute News Flashes 


DMAA May Create Audit Bureau of Mailing Lists 


New York, Sept. 26—Plans for the establishment of an Audit Bu- 
reau of Mailing Lists are being studied by the Direct Mail Advertis- 
ing Assn. A statement on the association’s findings will be released 
—— two weeks, A. E. Burdge, president, told ApverTIsING AGE 
today. 


ANPA Blasts Federal Curbs on Outdoor Ads 


New York, Sept. 26—The American Newspaper Publishers Assn. to- 
day added its support to ad groups and individuals who are opposing 
government curbs on outdoor advertising along interstate highways. 
In a letter to the federal highway administrator, Cranston Williams, 
ANPA general manager, blasted the curbs as a “prohibition rather 


| than regulation” and a prohibition “on an outright discriminatory 


basis.” 


Kenneth White Leaves Bon Ami to Join Colgate 


New York, Sept. 26—Kenneth White, formerly vp in charge of sales, 


advertising and marketing of Bon Ami Co., has joined the toilet articles 


division of Colgate-Palmolive Co. as product manager on Halo sham- 


| poo and Colgate men’s line. 


Ad Rule Is Form of 
Censorship: ANPA 


(Continued from Page 1) 
miscellaneous income deduction” 
for rate-making purposes. 

The FPC order said that $557,- 
646 which 76 power companies 
jcontributed toward ECAP ads in) 
(1957 ought to be treated as deduc- 
tion from income and disallowed 
for rate purposes. A_ full-dress 
hearing on the FPC complaint, 
which originally had been set for 
Oct. 7 (AA, Sept. 1), has been 
|postponed until Jan. 6, 1959. 


|“ 


|@ Criticizing the FPC’s decision 
|to disallow 43.25% of each com- 
|pany’s contributions to the ECAP 
|program as tax deductible expense 
‘items, Mr. Williams charged that 
such a procedure “inevitably re- 
sults in a situation where the 
/commission staff is empowered to 
|pass judgment on the language of 
each advertisement of the affected 
companies and all other compa- 
nies in the future who advertise.” 
“This clearly is a form of 
censorship which is repugnant to 
our Constitutional guarantees of 
|freedom of speech and of the 
press,” Mr. Williams said. “At best 
it is a waste of taxpayers’ money 
to have the FPC staff sitting in 
|judgment constantly on every 
| advertising message of every pub- 
|lic utility to determine whether 
the message is intended to sell 
electricity, appliances or the 
American free enterprise system 
for electric companies. 
“Furthermore, this is an impos- 
sible task for your staff. No 
advertiser yet has devised a form- 
ula that would let him know 
which advertisement resulted in 
each sale of a particular article or 
|service to a particular customer. 


s “In this case the advertising is 
both institutional and competitive, 
since the federal government it- 
|self is the competitor of these 
| electric companies. It is obviously 
'unfair for the federal government 
to be a censor of its competitors’ 
advertising copy. The _ federal 


Famous Artists Schools Shifts to Gumbinner 


WEsTPORT, CONN., Sept. 26—Famous Artists Schools, which offers 
correspondence courses on commercial art, painting and cartooning, 
has appointed Lawrence C. Gumbinner Advertising, New York, to 
handle its advertising, effective Oct. 6, succeeding Maxwell Sackheim & 
Co. The company, which has tested 15-minute tv film programs in se- 
lected markets this past summer, has scheduled the films on a once-in- 
each-market basis in 15 markets, starting Sept. 26. The write-in re- 
sponse will be followed by in-person calls in each territory. When the 
mail draw warrants, the programs will be repeated and expanded to 
additional markets. 


Haire Publishing Discontinues 3 Departments 


New York, Sept. 26—Haire Publishing Co., in a reorganization 
move, has disbanded three departments—art, advertising copy and 


| directories—affecting 28 employes, who were dismissed with sever- 


ance pay. The work formerly handled by the discontinued depart- 
ments will be handled by other units of the company and by outside 
services. 


Heineman Gets Revlon Product; Other Late News 

e Revlon Inc., New York, has appointed Heineman, Kleinfeld, Shaw & 
Joseph to handle advertising for That Man, its new cologne product 
(AA, Sept. 22), which will be introduced this fall, primarily through a 
print campaign. 


e Consolidated Cigar Sales Co. will launch a new campaign Oct. 6 for 
its Dutch Masters cigars with monthly pages in Life, Look and Metro 
Sunday Group, plus magazine sections of 29 Sunday newspapers and 
Sunday r.o.p. ads in six additional markets. Erwin Wasey, Ruthrauff 
& Ryan is the agency. 


e Four Roses Distillers Co., a member of the House of Seagram, will 
launch the largest pre-holiday advertising campaign it has ever used, 
starting in November in 350 newspapers, supported by outdoor poster 
showings in major markets. In addition, spreads and pages will be 
used in December in Life, Look and The Saturday Evening Post. 
Young & Rubicam is the agency. 


e Chicago Sun-Times advertising has been placed with the Buchen Co., 
effective Oct. 1. The previous agency was John W. Shaw Advertising. 


e John R. Sheehan, sales executive for Television Bureau of Adver- 
tising, New York, has been named director of national sales of the bu- 
reau. Mr. Sheehan replaces Halsey V. Barrett, who has resigned. Guy 
Cunningham, previously with Outdoor Life, has been added to the TvB 
sales staff. 


e M. A. Wallach Research, New York, has two unusual assignments for 
the coming tv season, both covering samples in Chicago, Los Angeles 
and Philadelphia. For Ford and Chrysler, the company will get a rat- 
ing on all their sponsored shows, then find out what car the sample 
viewers drive and what car they are planning to buy. Several months 
later there will be a recheck to determine what car—if any—these peo- 
ple bought. Reader’s Digest has commissioned the researcher to find 
out what actually happens in the home when the tv set is on. 


e U.S. Air Force has reappointed Erwin Wasey, Ruthrauff & Ryan to 
handle civilian and military recruiting programs in 1959. The recruit- 
ing ad budget for the year is estimated at about $850,000. 


e Robert V. Mickels, formerly advertising supervisor for industrial 


pointed vp and director of market- | government does nothing to earn 
ing of Bristol Laboratories, ethical | income but lives on collections of 
drug division of Bristol-Myers Co.|taxes from free enterprise. 

Mr. Johnson was with Bristol for; “The result of imposing any 
four years prior to 1952, when he/|such procedure on the FPC staff 
became general manager of Smith- | and regulated electric companies 


Dorsey Co., Lincoln, Neb. He suc- 
ceeds Richard A. Anderson, who 
has resigned. 

Roland H. Noel, formerly direc- 
tor of sales coordination of Bristol 
Labs, has been named director of 
sales promotion, directing the pr 
program and domestic advertising 
and promotion. 


Meltzer Opens Detroit Office 
Richard N. Meltzer Advertising, 
San Francisco, has opened an of- 
fice in Detroit to service the Sim- 
ca account. The foreign car oper- 
ation has been taken over by 
Chrysler Corp., and Meltzer will 
handle Simca ad campaigns in both 
the U. S. and Canada, with all cre- 
ative work being done in the agen- 
cy’s San Francisco headquarters. 


|must inevitably be a drastic cur- 
|tailment of institutional advertis- | 
|ing. The ANPA strenuously objects | 
to action by any government agen- 
cy which hampers the free flow 
of information and ideas or acts 
to prevent adequate public discus- 
sion of controversial subjects. 

| “No charge has been made that 
the advertising under discussion 


is false or misleading. Institution- 
al advertising is just as important 


to the success of a_ business 
enterprise as any other form of| 
advertising, and it should be} 


classified on the books of the| 


company for what it is, not pena-'| 
lized by an arbitrary censorship | 
decision by the staff of any gov-| 
ernment agency,” Mr. 
said, + 


soaps and assistant brand manager for new products at Armour & Co., 
has been named advertising manager of Cribben & Sexton Co., Chicago, 
manufacturer of Universal and other appliances. 


e “Twenty-One’s” sponsor (Pharmaceuticals) and network (NBC-TV) 
were studying the latest in a series of sensational rigging charges made 
against this big money show at press time. The latest chapter, which 
seemed to shock both companies, came when the New York Post pub- 
lished a story based on testimony allegedly given the grand jury by 
an ex-contestant, who said he has sealed registered letters to prove 
he was given answers and stage directions. Until the newest charges 
came to light, the sponsor had indicated his complete faith in Jack Barry 
and Dan Enright, producers of ““Twenty-One.” 


e Benton & Bowles is stepping into the international field with the 
acquisition of Lambe & Robinson, London. The British agency bills 
$6,500,000 and handles, as does B&B, Procter & Gamble business. Ef- 
fective Oct. 31, the agency will change its name to Lambe & Robinson- 


| Benton & Bowles Ltd. 
e Skyline Network, a selling group of five Montana and Idaho sta-| 


tions, has picked up more than $300,000 in billing in six weeks of 
existence. The participating stations: KID-TV, Idaho Falls; KLIX-TV, 
Twin Falls; KXLF-TV, Butte; KOOK-TV, Billings, and KFBB-TV, 
Great Falls. Stations, all of which are represented by Gill-Perna, can 


Bates Reshapes 
Contracts to Cut 
Triple Spotting 


New Rider Specifies 
Payment to Be Refused 
If Spot Is Overcrowded 


New York, Sept. 26—Ted Bates 
& Co., one of the biggest agencies 
in spot tv, has joined the already 
sizable group of agencies which . 
are insisting on contractual pro- 
tection against triple spotting. 

As a first step to what may be- 
come a general policy for the 
agency, Bates has attached an 
anti-triple spot rider to the con- 
tracts for its biggest spot client, 
Brown & Williamson, a longtime 
heavy user of selective television. 
The tobacco company spent $3,- 
237,700 gross in this medium dur- 
ing the second quarter of this year, 
by TvB’s count. 

The rider on the Brown & Wil- 
liamson contracts specifies that 
no announcement will be paid for 
if it is spotted adjacent to two or 
more others. It also specifies that 
the spot next to Viceroy’s 20-sec- 
ond announcements should not 
run longer than 10 seconds. 30 
seconds, of course, is all the time 
available for spots between two 
network programs unless time has 
been snitched from the preceding 
or following network show. 


# An analysis of monitoring re- 
ports in 20 major markets several 
months ago indicated that Viceroy, 
Brown & Williamson’s top brand, 
was turning up in a three-way 
spot parlay in many instances. 

However, sources within Ted 
Bates indicated that the agency’s 
own investigating had uncovered 
relatively few instances of triple 
spotting at B&W’s expense. They 
appeared to feel that the extent of 
the triple spotting practice has 
sometimes been exaggerated. Bui 
in the cities where it is a problem, 
the agency wants to protect the 
client’s investments. 

Bates is having no trouble get- 
ting the rider signed by the 
list of stations carrying the cigaret 
schedule. 

Though Bates made its move 
without announcement and soft- 
peddled its significance, this ac- 
tion gives added impetus to the 
cleanup campaign launched many 
months ago by such agencies as 
Benton & Bowles; Compton Adver- 
tising; Wade Advertising Agency 
and William Esty Co. Backing them 
in the fight have been such pow- 
erful advertisers as Procter & Gam- 
ble, the No. 1 customer of spot tv; 
General Foods and R. J. Reynolds 
Tobacco Co. Their weapon: Refus- 
ing to pay for announcements that 
are triple spotted. 


s The leaders in the drive to halt 
the overcrowding of tv’s between- 
program periods also _ received 
some help from the Assn. of Na- 
tional Advertisers, which called on 
(1) NAB to revise its code to al- 
leviate the problem and (2) net- 
works to specify precisely how 
much time is available for sale by 
local stations “after a network 
program has been bought by a net- 
work advertiser.” 

The ANA got little satisfaction 
from NAB, which told the associ- 
ation representing tv’s customers 
that the “present language of the 
code provides adequately and 
'clearly” against triple spot viola- 
tions. 

Two networks, on the other 
hand, moved to tighten their con- 
tractual controls over stations 
which short-change network spon- 


Williams be bought as a group or separately. C. N. Layne, of KID, is general | sors by fading part of their time to 
| manager of Skyline Advertising Sales, headquartered in Idaho Falls.| sell to spot advertisers. 
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Call off the 
Hidden 


Persuaders! 


by 
Archie S. Grinalds, Jr 


Sales Manager 
WDIA 


Nee Oe RE 


It didn’t take the Hidden Persuad- 
ers and Motivation Research boys to 
discover: THE MEMPHIS MARKET 
IS DIFFERENT! 


And unless you know a few perti- 
nent facts, you may be missing high 
volume sales in 40% of this great | 
and growing market! This 40% con- 
sists of the Negroes in the Memphis 
market area. 


THEY'RE SOLD ON WDIA! 


Low Negro newspaper and maga- | 


zine readership and low percentage 
television ownership among Negroes 
mean that you can’t reach the Negro 
with these media. 


WDIA, only 50,000 watt station in | 
the area, programs exclusively to. 
Negroes. This unmatched personal | 


appeal commands the Negro’s loyal, 
sales responsive listenership. He first 


listens to WDIA—then buys the | 
products advertised on his station! | 


Result: WDIA literally delivers this 
market to you as a unit! 


WDIA reaches—and sells 40% of 
the Memphis market. And, there are 
1,237,686 Negroes in WDIA’s listen- 
ing pattern. The largest market of 
Negro consumers in the _ entire 
country! 


What’s more, these Negroes spend, 


on the average, 80% of their income | 
on consumer goods! And last year, | 
that income added up to an over- | 


whelming $616,294,100 total! 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% more 
rating points than the nezt- 
ranking station! 


Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 


Last year, Negroes in the Memphis | 
market bought 63.7% of the cooked | 
- » 416% | 


cereals sold in Memphis . 
of the bread . 
odorants . . 
dressing! 


. 54.5% of the de- 


WDIA’s impressive list of year- | 


round national advertisers includes: 


CARNATION MILK - PURE OIL - | 


BAYER ASPIRIN - LIGGETT AND 
MYERS TOBACCO COMPANY - 


NATIONAL BISCUIT COMPANY -_ 
WRIGLEY’S | 


WONDER BREAD 
SPEARMINT CHEWING GUM. 


WDIA—and WDIA alone—sells the | 
Memphis Negro market. WDIA can | 


wrap up this high volume market for 
you—in one neat package! 


Write us today for facts and fig- 
ures. Let us show you how WDIA can 
be a high-powered selling force for 


‘ you—in this big buying market! 


WDIA is represented nationally by 
John E. Pearson Company. 
EGMONT SONDERLING, President 
BERT FERGUSON, Exec. Vice-President 
tracert et ee 


. 48.7% of the salad | 


Advertising Age, September 29, 1958 


YOU DID IT AGAIN! 


End Ad Abuses or Accept Government 
Rule, Bernstein Warns Detroit Adclub CONGRATULATIONS 


(Continued from Page 2) | fectiveness of all advertising. 
iperform this vastly important! “I can almost literally see all of 
function, with no thanks and no|you shuddering as I suggest such 
|recognition from anyone. unorthodox and, in a sense, ob- 
| “Usually, the only time they noxious conduct. But I wonder if 
jhear anything at all is when, in|this isn’t a symptom of what is| 
| the course of trying to perform a/troubling us all as a country—we. 
‘job that is difficult and unpleas-|have lost too much of the sense of | 
ant at best, they step on the toes indignation. We are too eager to. 
of a particular advertiser or agen- divorce ourselves from everything 
cy. Then they hear howls about that does not obviously and im-| 
pressure, and unfairness, and /|mediately affect our own welfare. 
holding up the wheels of indus-/|So that it is not so much what we 
try.” do, as what we are willing to let 
|other people get away with, that | 
® Mr. Bernstein urged advertisers|sets the tone of our deport-| 
‘to pay attention to the advertising | ment... 
turned out by their agencies for; “It is not pleasant to play this | 
other clients. He said advertisers|role. It is much easier to sit back | 
| should make it clear that they do/and let George worry about all | 
jnot relish having their agencies|this. But in the long run it will 
‘produce for other clients ads/turn out to be a small price in- 
which tend to break down the ef- ‘deed to pay for keeping advertis- | 


| 
| 


Kent Cagarettes are particularly proud fh 


And Remember... OF ALi LEADING FILTER CIGARETTES 


KENT FILTERS BEST 
you get less tars and nicotine! 


A Protect of @ Lortierd Company - Firat fret coger 


SALUTE—P. Lorillard Co. was one 

of several advertisers to jump on 

| the Braves pennant-winning band- 

| wagon in the Milwaukee Sentinel, 
Sept. 22. 


ing Gneen yore honest and free 
from the enfolding and suffocat- 
ing tentacles of legislation and 
restrictive governmental regula- 
tion.” + 


Eureka Williams Sets 
$1,000,000 Print Drive 

Eureka Williams Corp., Bloom- | 
ington, Ill. has launched a $1,-| 
000,000 advertising push in print) 
media for its new Mobile Aire 1010! 
| vacuum cleaner. The company is| 
| breaking the drive with a color 
| page in the Sept. 29 issue of Life. 
Also scheduled are color pages in| 
Parade, This Week Magazine and| 
Weekend in Canada. 

The company said about $500,- | 
000 is earmarked for advertising | 
|in newspapers and trade publica- 
tions. Earle Ludgin & Co., Chicago, 
is the agency. 


THE BUYERS GUIDE ISSUE 


knows no season... 


Blair-TV Names Smart VP 

Blair-TV, station representative, 
| has promoted Harry Smart from) 
|Chicago sales manager to vp and| 
| Chicago manager. John W. Davis, 
'a Blair-TV vp, has been given the 
|new title of sales promotion man- 
ager for the Chicago area. 


| in its usefulness 


The one U.S. publication the overseas buyer keeps 
on his desk for year-round reference—is the 


‘continue to have over-all 
| supervision of both stations. 


Inquiries No Test 
of Industrial Ad, 
Basford Exec Says 


(Continued from Page 3) 
|\vey showed readership was down. 
According to Mr. Roberts, the 
jagency then checked through all 
textile magazines to see what ads 
readers responded to. It was 
‘found that all high scoring ads 
had one thing in common: “Here 
is a field where you have to show 
the entire machine in your ad il- 
lustration,” he concluded. 


® In order to emphasize the im- 
portance of readership surveys for 
different types of ads, Mr. Roberts 
pointed out that while an illus- 
tration of an entire machine was 
necessary to sell a machine, ma- 
chinery parts can best be promot- 
ed by showing both illustration of 
the part and the machine the part 
is used in. He used the agency’s 
success story with Pur-O-Lator 
as an example here. 

Readership studies and reports 
will enable all agency ad planning 
functionaries to pinpoint their 
markets better, said Mr. Roberts. 
As another example, the agency 
found that contrary to expecta- 
tion, purchasing agents respond- 
ed more to cartoon-type ads 
than any others. New literature 
ads rank first in readership inter- 
est while new product ads rank 
second in appeal. The only effec- 
tive “all type” ad is one contain- 
ing timely copy of news value. + 


WTAR-TV Appoints Nelson 
Karl Nelson, formerly sales de- 
velopment director of WTAR-TV, 
Norfolk, Va., has been appointed 
national sales manager of the sta- 
tion. Mr. Nelson’s new duties pre- 
viously were handled by Robert 
Lambe, vp in charge of sales of 
WTAR and WTAR-TV, who will 
sales 


Schick Taking Returns 


Schick Inc., Lancaster, Pa., 
has announced it will take back 
old shaver models for full credit 
at the original price when dealers 
order one man’s and one woman’s 
shaver in exchange. The offer 
expires Oct. 13. 


January, 1959 AMERICAN EXPORTER 


featuring: 


e A 64-page BUYERS GUIDE in- 
dexing the 1,400 current ad- 
vertisers in American Exporter 
Publications — over 800 differ- 
ent product classifications—al- 
most 9,000 separate listings. 


e Always the biggest single issue 
in U.S. export publishing (Janu- 
ary 1958 editions—600 pages 
with 450 advertisers.) 


} 


e@ Read by 35,000 top-dog, hard-bitten, moneyed | 
dealers, merchants, distributors and importers in | 
150 countries interested in your products. 


| 
| 


Ad forms close November 20. 
Editions in English and Spanish 
Our 81st year! 


AMERICAN 


REVERE PHOTO 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


EXPORTER 


386 Fourth Avenue « New York 16, N.Y 


SPREADING THE NEWS 


ii SINCE 1922 


ENGRAVING CO. 
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Willis Chaney 


SOUTHWEST BROADCASTERS—At the regional fall conference of the National Assn. of 
Broadcasters in Oklahoma City last week, the photographer caught these radio and tv 
management men: Jim Willis, WKY-TV, Oklahoma City; Jack Chaney, KJCK, Junction 
City, Kan.; R. Jack DeLier, KWTV, Oklahoma City, and Mrs. DeLier; Paul Huhndorff, 


Delier Mrs.Delier Huhndorff 


Editorial Content Decides Business 
Paper's Value to Advertiser: Meredith 


(Continued from Page 3) 
you fellows think, or that your 
readers say. 

“This doesn’t worry me partic- 
ularly as an advertiser, because I 
still believe business paper ad- 
vertising is a pretty low-cost form 
of communication, and I’m willing 
to settle for half of whatever au- 
dience you say you are getting. 

“Unfortunately,” Mr. Sawyer 
said, “my clients may not be so 
tolerant. If they decide they’re 
getting only half of what they’ve 
been buying, they may begin to 
holler, and maybe decide to put 
their money into general maga- 
zines, which they know people 


read because they read them 
themselves. 
“So I suggest,” Mr. Sawyer 


said, “that you have the responsi- 
bility to both your readers and 
your advertisers to provide more 
quickly recognizable inducements 
to pick up a business magazine 
and to make it easier for the 


|space salesmen will have demon- 
| strating readership.” 


. Discussing the growing impor- 
itance of public relations in the 
agency business, William F. 
Treadwell, vp of public relations, 
|Leo Burnett Co., Chicago, said that 
'“25 years ago most advertising 
jagencies considered publicity a 
‘competitor. It was thought a 
free way of selling a product. To- 
|day, the 20 largest advertising 
agencies have public relations de- 
partments. The larger agencies 
employ as many as 150 people in 
their public relations departments, 
but the average size of a depart- 
i/ment in most agencies is about 
/15. These pr people work mostly 
on product and show publicity. 
|Some agencies employ outside pr 
organizations for special counsel- 
ing, and in many cases agency 
public relations departments are 
lan important part of the agency’s 
| over-all marketing service.” 


reader to move from cover to cov- | 


er ” 


a Mr. Sawyer urged business 
publishers to stop competing with 
each other and suggested they 
might find it more profitable to 
compete together against mass 
media. 

“The mass print media,” he 
said, “are beginning to cut down 
on their fighting with each other. 
Television is the common enemy, 
and now they’re doing a much 
better job of selling themselves 
individually because they’re doing 
a much better job of selling as a 
group—as a communications form. 
Also they’re delivering a product 
that is an attractive competitor 
to electronic media.” 

Criticizing the makeup and con- 
tents of business papers as a class, 
Mr. Sawyer characterized them as 
dull and uninteresting. He urged 
that makeup methods of general 
magazines be used more by busi- 
ness papers. “Whether you like it 
or not,” he said, “you’ve got to 
face standards of editorial treat- 


ment that are set by consumer | 


publications. You have to re- 
member that the men who look 
through business papers also look 
through non-business magazines. 
“TJ find an increasing interest, 
on the part of advertisers and 
agencies,” Mr. Sawyer said, “in 
the quality of editorial material 
as a factor in media selection. 
One of the biggest buyers of busi- 
ness paper space told me in effect 
recently that he wasn’t interested 
in number of copies or type of cir- 
culation or cost per 1,000—he 
wanted evidence of readership. 


“So, the better job the editors | 


do in creating a magazine person- 


ality and in dramatizing editorial | 
in simplifying the| 


content and 


reading task, the easier time the 


|# Morton B. Stone, public rela- 
tions director of Hoffmann-La- 
|Roche, Nutley, N.J., pointed out 
ithat “unlike the ad manager, who 
can select and pay for a deter- 
mined amount of space to display 
information about a company’s 
|products, the pr man does not pay 


Richdale Harris Akers 


Bolling, Bolling 


;stand on its ‘news value,’ a cer- 
tain intangible something deter- 
jmined by the trained eye of the 
editor.” 


® Bernard L. Thompson, adver- 


the business press can do to ac- 


vertising manager, said that “the 
industrial advertising manager is 
bound to the business paper like a 
Siamese twin. By the sheer eco- 
nomics of the situation, it is sim- 
ply not possible to get the large 
amount of complex information 
which suppliers must get across to 
business men in every 
without using business papers. 

“However,” Mr. 


agers’ jobs are different. No two 
seem to be exactly the same. 
There is a wide difference in or- 
ganization of the _ advertising 
function from one company to an- 
other. 


media would do well 
more carefully the advertising 
function in different companies in 
looking for areas and ways to im- 
prove their services.” + 


a 


‘Industrial Marketing’ 
|\Names Thomas Hook ME 


Thomas S. Hook, formerly ad- 
promotion 
manager, Pemco Corp., Baltimore, 
has been named managing editor 


vertising and sales 


of Industrial Marketing, Chicago. 


for exposure. His material must 


Consumer Analysis 


NOW- FOR THE FIRST TIME! 


Study of Canton, Ohio 


and Buying Habit 


| 


Just published—the 

first comprehensive 
Consumer Analysis of 
the big, buying, Canton, 
Ohio market! Compiled 
by The Canton Repository, 
THE advertising medium 
in Canton, this new 
Consumer Analysis studies 
everything from bourbon 
to baby foods, 
detergents to dog 
. 54 pages of the 
kind of marketing 
information you 
need, should have. 
For example: 


¢ reading habits 
¢ shopping habits 
* spending habits 
¢ brand preference 
¢ media penetration 
¢ appliance ownership 


Write for your free copy today! 


THE CANTON REPOSITORY 


DEPT. PR-1 


CANTON, OHIO 


tising manager of Semet-Solvay| 
division, Allied Chemical & Dye| 
Corp., New York, discussing what | 


centuate the function of the ad-| 


echelon | 


Thompson | 
pointed out, “all advertising man- | 


“This suggests,” he said, “that| 
to study} 


Cannan Bolling Brandborg Tjaden Greiner 


KPRC-TV, Houston; James C. Richdale, KGUL-TV, Houston; Jack Harris, KPRC-TV; 
C. B. Akers, KVOO-TV, Tulsa; D. A. Cannan, KFDX-TV, Wichita Falls, Tex.; George 


Co., New York; Gustav Brandborg, KVOO, Tulsa; Montez Tjaden, 


KWTV, Oklahoma City, and Mori Greiner, KMBC, Kansas City. 


| He succeeds Leo Anderson, whojat the University of Baltimore in 
|resigned in August to join Brady | “Basic Advertising Principles” and 
Co., Appleton, Wis. Mr. Hook also| “Advertising Media’’ for the past 
has been instructor of night classes| several years. 


new MANAGEMENT magazine of technical progress 


apne <3 6 ee ee 54 ee? * 


RESEARCH 


a 


j SF's publishing objectives are well-defined: _ 


executives-—abreast of the truly 
_® gignificant ] and trends in technological research 

| az that can be applied to their businesses. : 
: To provide advertisers who wish to reach technical executives 
with a quality advertising medium at the lowest possible cost. 


SCIENTIFIC RESEARCH PUBLISHING CO., 
200 S. Michigan Ave., Chicago 4 * HArrison 7-1795 
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audience 


thatS getting younger every day 


Something exciting has been happening to the 
McCall’s audience in just the past four years. 


Maybe it’s because of the magazine’s now famous 
concept of Togetherness. Maybe it’s the bright, 
young-in-heart editorial content of special interest 
to growing young families. Maybe it’s the fact that 
McCall’s so truly reflects the spirit of today’s times 
and today’s family living. 


But whatever it is, the significant fact to marketers 
is that McCall’s now has the youngest audience 
in the women’s service field. 


This is the audience that has set its sights on better 
living. These are the women who plan and buy with 
the best interests of their families in mind. These 
are the families who can be your best customers— 
today and for a long time to come. 


Among women's service magazine audiences— 


e McCall's has the youngest median age. 

e McCall’s /eads in young women readers 
(20-29 years of age). And in the past 
four years McCall's has added the most 
readers in this age group. 


SOURCE: Look-Polltz Surveys 
1958 and 1954. 


a 
The magazine of Togetherness... (; a S circulation now more than 5,300,000 
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